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These are uncertain days. Knowledge of 


merchandise and better selling are vital. 
The ANRJA Convention Program and Ex- 
hibits at the W aldorf in New ¥Y ork will help 


you to “More Profit thru Better Merchan- 


dising”. Arrange now for your attendance, 
August 14-17. Aas 
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“The 


has been provided at 


Jewelry Fair” so visitors cam get the utmost 


from the exhibits at the 


Hotel Stevens, 


August 27th to 21st. Make your plans now to 


visit Chicago, 


West during the week 


President, Natio 


the Convention City of the 


before Labor Day. 


nal Association of Credit Jewelers 

















Shown in box 
Set No. 2380/4616 
imulated Onyx, Pearls 
and Rhinestones 


The artistry and finish of Van Dell oilt jewelry 
doesn t need a package to sell it, but such exquisite 


beauty deserves the richness of this new gilt box in 


thich , on oe a Coral Karess velvet and white satin bo 
which you can display it so efiectively. DIAMOND PAPER BOX COMPANY 


Johnston, Rhode Island 





Set No. 331/4612 ee i — © Set No. 2413 


Simulated Onyx and Rhinestones SEAR EER TROS Genuine (o 
3 Simulated Pearls and Rhinestones 
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HEIRLOOM RINGS 





No. 1664/ 7 
7 stones, high center 








No. 549/7 
9 stone cluster, high center 
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No. 2156/7. 
9 stone square top 











In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can ‘Al ia T r 


be set with absolute safety and assurance against loss. 





Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset A S A U E R & Cc O 


as shown or, upon order, complete with stones to suit the 
KONITE BUILDING 


Cincinnati 2, Ohio 


LEAL POLE IA AT TSO OMI ATE EES BON Hong: Saag 


rd 


customer’s taste and price range. Earrings available to match. 


Brochures showing 17 designs will be sent upon request. 
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expression of superlative good taste 
in Diamond-Studded Watches... Brilliantly 


conceived by Marcé and flawlessly 
executed in the W.B.O. Plant... Here under 
one roof, every step in the creation 


of fine jewelry is designed and achieved. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 








NEW YORK 23, N. Y. 





33 WEST 60th STREET W, 
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The urge to buy starts with the eye 
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Be sure to visit Booths 79 and 83 during the 
ANRJA Convention and Trade Show in New 
York. See the beautiful, new Wadsworth watch 
cases and powder and cigarette cases—all with 
the distinctive styling . . . the unmistakable 
quality .. . and the fine, precision case crafts- 
manship for which Wadsworth is renowned. 








(OM: 7), 


WATCH CASES 
POWDER CASES CIGARETTE CASES 


THE WADSWORTH WATCH CASE COMPANY ° DAYTON, KY. 
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A IDEA IN DIAMOND SETTINGS 














brilliantly new! 





cleverly new! 
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6'-7'-8-9-10 mm. 





| CLUSTERS 





| Here’s a brilliant new idea in diamond setting 
; from Karlan & Bleicher—the leading ring finding manufacturers. 
| REFLECTOR CLUSTERS give the illusion of larger melee in cluster. 
Easy to set, wonderfully easy to sell. 


You’re SURE with KaB ring findings. 


; REFLECTOR CLUSTERS take from approximately .10 points 
to .25 points in total melee. 

Cluster available in your choice of 14K white gold, 

palladium or 10% iridium platinum. 


THE LEADING RING FINDING 
MANUFACTURERS 


KAP | \\ (6 HIT | [ i i ) NG ee a sae : 


IEG WEST FOURTH STREET MEW YORK, /4N8 ¥ 





FOR AUGUST, 1950 5 











| 
: 
: 
: 













. . . to see these new items and the 
entire, thrillingly-new Simmons Line for ’50 at the 
ANRJA 1950 Show in New York... 
Waldorf-Astoria Hotel, August 14 through 17. 
We'll be ready to welcome you in 


Room 912 at the Waldorf. 


R,B.$Simmens Cn. 


ATTLEBORO, MASSACHUSETTS 


MAKERS OF QUALITY GOLD 
FILLED JEWELRY 





Men's set No. MS 1634 
Ladies’ set No. LS 1326 


SOLD ONLY THROUGH AUTHORIZED 
WHOLESALE JEWELRY DISTRIBUTORS 
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We have developed our line of one-piece shanks 
until it ranges from plain basic shapes to elab- 
orate designs. Included in it are fish-tail and 
other styles especially adapted to hold diamonds 
on either side of the solitaire. The numbers 
shown have been selected both for their popu- 
larity and because they represent a sort of cross- 
section of the line itself. 


All our settings fit these shanks perfectly and 
the most pleasing and distinctive combinations 
can be made with them. Our setting line is so 
long and varied that you are sure to find just 
what you need in it. Both shanks and settings 
are made in jewelry palladium, 10% iridio-plat- 
inum and gold. 


*The numbers. marked with an asterisk may be 
ordered in yellow gold—jewelry palladium 
combinations. 


Cithkin E Ch Lede 


113 ASTOR ST., NEWARK 5, N. J. 
New York ¢@ San Francisco @ Chicago 


See us at Booth No. 17, 1950 Convention and Trade Show A.N.R.].A. 
Waldorf-Astoria Hotel, New York, August 14 to 17 
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THANK YOU 


Jewelers of America 


for your great reception 


of the NEW 


| oy 4 











"A, 





All pieces are of 1/20 — 12K gold filled. 
Available in either gold or rhodium finish. 













Thanks for your overwhelming 
vote of approval — for the unprecedented 
enthusiasm with which you have greeted the 
new Rothman line! Wherever it has been shown, the 


response has been immediate! 


Reaction like this is unqualified proof that the Rothman 
policy — to design and execute costume pieces literally like 
precious jewelry — makes the irresistible power of sheer beauty 


a potent selling aid for your store. 


If you haven't as yet seen our 1951 line, contact your whole- 
saler as soon as possible. Join the leading jewelers of 
America who are showing and selling America’s lead- 


ing line of sold-filled jewelry. 


Sold exclusively through your wholesaler 





Charts Thothman ©o., Ine 


72 CLIFFORD STREET PROVIDENCE 3, R. I. 





, George D. Schindler Maurice S. Taube, Inc. 
Representatives: 347 Fifth Avenue | “e 37 South Wabash Avenue 
Ni nase Ve Re 


\ ‘ FC inois 

















Peon 


Le ee —-\ 
ee as | 
a s 


—S eS Wie» FS a. 
ry"? ays 


DIAMOND RINGS 








eS ae 
“. na * ’ “~y os 4 
o> oe 


i 


> — _— 
. A 


Rings enlarged to show detail 
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RING SETS 
DIAMONDS 
10% IRID-PLAT 
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Rings enlarged 
to show detail 


SELL MORE 


DIAMOND RINGS 


Take advantage 
Feature These Fine Quality 


a “4a oe | =4 La ¢, aN 

; MEAL BRISTOL RINGS 
values. Feature ili Aa ete a8 es TN with FULL-CUT 
these fine quality Ya — CENTER DIAMONDS 


P _ Diamond » At These Low Retail Prices 
Ring Sets, made to 0% RID lS FROM $3622 RETAIL 
Retail from $199.50 rom ° 7922 eran 


From 99922 pera 
NEWSPAPER MATS AVAILABLE FROM $44.990 RETAIL 


FROM $499°9 RETAIL 


OTHER SETS FROM *3U0 up 
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FASHION ACADEMY AWARD 
The Fashion Ring of the Year 










Keepsake is the only Ring chosen 
to receive the Fashion Academy Award. 
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A. Hi. Pond Co., Inc- 
120 E. Washington 
Syracuse 9, N. Y- 



















Please send me full details concerning the V aluable Keepsake 


Franchise- No obligation, of course. 
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FOR THE FIRST TIME! 





A DYNAMIC NATIONAL ADVERTISING PROMOTION 
THAT PUSHES CREDIT TERMS FOR YOU! The |-B Plan! 


FOR THE FIRST TIME! 


A SENSATIONAL NATIONAL ADVERTISING CAMPAIGN THAT’S 
DIRECTED RIGHT AT YOUR CUSTOMERS! The -6 Plan! 





FOR THE FIRST TIME! 


A DRAMATIC NEW PLAN FOR STIMULATING INTEREST | 
AND CONFIDENCE IN YOUR DIAMONDS! The |B Plan! =f 





A. EDWARD FISHER & CO. _ 


Importer of Diamonds « Over 35 years of Service to the Trade 
580 FIFTH AVE. NEW YORK 9} 
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} —and FOR THE FIRST TI iE! 
a THIS STRIKING NEW WAY TO PACKAGE, 
DISPLAY AND SELL DIAMONDS! 





REGISTERED 





DIAMOND RING SETS 


of Masterpiece Quality in the breathtaking 


PA ( a A ‘ i ? ‘ PP, — sii — 


Hearts and flowers go together—so what could be more 
appropriate, more romantic, more compelling a back- 
ground for diamonds than a rose! Here’s an immediate 
eye-stopper! Made of deep red, sturdy plastic, the 
Rose Petal Package adds unlimited new selling power 
to every diamond it holds! 


bases 





: See them! Hear about them! 
_ Learn the terrific power of them! 


VISIT THE “DASE PETAL ROOM” IN CHICAGO « NEW YORK 


AT THE JEWELRY SHOWS Hotel Stevens Waldorf Astoria 
, August 27-31 August 14-17, 
Booths 98 & 99 Suite 842-843-844 





; a *Registered and Patent Pending 
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HERE'S YOUR 1990 “WATCH 


1. Bigger-than-ever “Watch Inspection Time” Contest! 
Separate classifications for retailers, wholesalers, 
and horological students! 24 valuable prizes! 








Grand 


Award 


for retailer 








classification— 
a Swiss Boxed 
Chronometer 








Plus 21 awards of merit—each a treasured Swiss Petite Neuchateloise clock. 


Here’s all you do to win: 


FOR RETAILERS. Submit a snapshot or photograph of display window, taken during 
‘Watch Inspection Time,” showing free ‘““Watch Inspection Time” display furnished by 
The Watchmakers of Switzerland. Each entry must include an essay of 150 words or less 
on the subject “How genuine material makes watch repair work more profitable.’ 


FOR WHOLESALERS. Submit a suggested layout for a trade advertisement stressing 
the importance of using genuine watch repair material, together with a one-page letter 
on the same subject, entitled ““Penny-Wise and Pound-Foolish.” 


FOR STUDENTS. Submit an essay of 150 words or less on the subject ‘“‘What the use of 
genuine materials means to the student watchmaker.” 


Win a valuable prize and increase your watch repair business! 





Last year's contest showed how much extra Check up... then “Watch Inspection Time” is 
business this promotion can build for you if res5 tp your watch \ sponsored by The Jewelry In- 
you get behind it. “Watch Inspection Time’’ is dustry Council. Again, the 
Watchmakers of Switzerland 
September 7 to 16, so start planning your en- : 
are happy to add their pro- 
try now! And remember, The Watchmakers of motional efforts to this big 
Switzerland have prepared a special “Watch Wns ME! merchandising event. 
Inspection Time” ad and merchandising dis- 


play to make sure that this year’s promotion HERE’S HOW TO GET FULL CONTEST 
is a real success! RULES AND INSTRUCTIONS tei 














Remember, w’s “Watch Inspection Time” from September 7 to 16! 
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The WATCHMAKERS OF SWITZERLAND 


ey nea Oo” 


ry 
” 
$ 
yy 
Sy 


Manure 


18 THE JEWELERS’ CIRCULAR-KEYSTONE 











INSPECTION TIME” PROMOTION 





2 @ Special ’’Watch Inspection Time “ad 
will appear in full color in LIFE, 
SATURDAY EVENING POST, TIME, FARM 
JOURNAL, NATIONAL GEOGRAPHIC. Fea- 
turing the famous Norman Rockwell 
illustration that proved so successful 
last year, this ad stresses the impor- 
tance of good watch repair. It tells 
readers that the jeweler and his repair 
experts are best equipped to service 
watches economically and promptly. 
Be sure to tie in with this ad! 


3. FREE, FULL-COLOR 
““WATCH INSPECTION TIME” 
DISPLAY, TO HELP YOU WIN 
THE CONTEST AND 
BOOST YOUR BUSINESS 





It's Watch Inspection Time, September 7-16. 
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What makes rt tick? 


HEN you listen to your watch, it speaks to you not only 
W:2 the passing of the seconds but of the skills of all the 
men whose efforts have gone into its perfection. 

To a watchmaker, your watch is like a living thing. For 
his world is as tiny as the watch he is working on—and as 
large as the history of recorded time. 

Your watch ticks 432,000 times a day—every time the lever 
jewels strike the escape wheel. It’s the constancy of this 


makes the big difference between a fine Swiss watch and an 
ordinary watch. For a fine Swiss watch is painstakifigly hand- 
crafted—from the balance wheel that travels 3600 miles a 
year to the tiniest screw, no bigger than this period +. 
Whether you're buying a new watch, or having a watch 
serviced, your jeweler will show you what Swiss craftsman- 
ship means to you in beauty, accuracy, value—and in the ease 
and economy of repair. No wonder 7 out of 10 jewelers wear 


heartbeat that determines the accuracy of your watch, that fine Swiss watches themselves! 
> 







\ 
For the gifts you'll give with pride NN 
The WATCHMAKERS @& 


let your jeweler be your guide 
OF SWITZERLAND 




















This famous Norman Rockwell “Watch Inspection 
Time” display proved a sensational success last year. 
See how it will spark your store traffic, stimulate 
business! Included with this big display is a special 
“Watch Inspection Time” merchandising booklet 
which gives you complete contest rules and many 
helpful promotional ideas. 


NO COUPONS TO SEND! A special “Watch Inspec- 
tion Time” mailing will be sent directly to your place 
of business. If you have not received this mailing by 
August 5th, write to: The Watchmakers of Switzer- 
land, c/o room 1106, 730 5th Avenue, New York 19, 
N. Y. and ask for “Watch Inspection Time” Mailing. 
Note to horological students: Your schools will re- 
ceive this mailing. Look for it on bulletin boards. 


START PLANNING YOUR ENTRY NOW IF YOU WANT TO WIN! 


The WATCHMAKERS 


FOR AUGUST, 1950 
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Far Above the Rest 
Down to Earth Prices 


One ECaral Co Bifly Carats, those 
who know dtamonds, choose 
from One of lhe worlds lary est 
collections .... the Hause of ‘ 
Diamonds” falulous aay of 
diamonds and diamond 


adorn ed powelry. 


| L UO). ne 
6 Howey at Canal 
Tew ik 3, WA 
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Every year ONE exhibit stands out. 
This year it's Barbara Bates. 
You ll see New Ideas in merchandise . . 
New Items to dazzle you... 

New Profits — when you stock Bates! 

But you get the same Bates reliability. 
consistent advertising and merchandising with NEW Ideas 

and the finest line we've ever had. 
Yes, this year at the show see Barbara Bates! 

Booth No. 205 
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Your problem is to get more prospects to come into your 








store. Statistics prove that out of every two people who 
do come inside, one of them buys. Gemex continuously 
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offers you merchandise and ideas to increase this store 
traffic. You can count on Gemex to support your own 





il 
. y traffic-building efforts ... whether by outstanding watch 
band designs like the new ADVENTURER, or helps like 


hte 
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et this impressive display plaque which ties-in to Watch 


WATCH REPAIRS 


Inspection Time — September 7 to 16. 
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Tie-in to Watch Inspection Time with é - a A /| — pe 


this free permanent plaque ...send 
for yours : Gemex Co., Union, N. J. F N E W A a § G H B A N D S 


Sold only through authorized wholesale distributors. 
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Yes, style and prestige can be reflected in your boxes, too, with Babcock Brass 
Trim designs. First to introduce brass trimmings to paper or Steelette boxes, Babcock 
has pioneered again to bring you more than a simple receptacle for your product 
but a definite sales aid. Leading manufacturers are enthusiastic about the 
possibilities for distinctive product presentation in using polished 
and lacquered, tarnish proof brass embellishment. We 
suggest you, too, plan to have your new 
boxes specially designed by Babcock, makers of better boxes 
since 1850. 


BOX CO., INC. 


43 SOUTH MAIN STREET © ATTLEBORO, MASS. 
NEW YORK OFFICE ¢ 527 FIFTH AVENUE 
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WE'RE MAKING DIAMOND HISTORY ee 


La 


DIAMONDS ' 


= *MIRACLE SETTING 


4 
ys apn 


AM 


ovo 
es THE BEAUTY OF YOUR DUANE ies 


Rings enlarged 
to show detail 


An exceptionally artistic duette. 7 diamonds 
brilliantly cut glorify the beauty of the engage- 
ment ring. The matching wedding band sparkles 
with 12 fine diamonds. Styled in 14k yellow gold 
and 18k white gold to give you a miracle value! 





None Genuine Unless Stamped “MIRACLE” } 





| Samples Furnished on Request 





Mats and Dealer Helps on Request 





[Styled fo Sell - - Priced to Sell! 








See you at the Shows—ANRIA, Waldorf-Astoria, N. Y., Aug. 14-17, 

Rooms 812, 814, 816; National Jewelry Fair, Stevens Hotel, Chicago, 

Aug. 27-31, Rooms 500 and 501A 

Consult your jobber; if he cannot supply you, write us. 
MANUFACTURERS FOR OVER 50 YEARS 


$ HIMA N B RO S. & CO. l I nc. Originators and Sole Monufocturers of Miracle Set Diomond Rings 


a 





No connection with any other firm 234 WEST 39th STREET NEW YORK 18, N. Y. : 
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pere’s the 
fyll story of 
Gryen’s plans tor 


increasing YOUr 
= 
watch sales 
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es, television’s sure-fire, heart-to-heart hit, “Blind 

Date,” starring Arlene Francis, goes to work for 
Gruen jewelers in September. A proved success on radio 
for seven straight years . . . one of television’s top-rank- 
ing shows for over a year... “Blind Date”’ will start 
with a tremendous, established audience. Millions wil] 
dial it every Thursday night, 9:30 to 10:00 P.M., when 
it will be on the air for Gruen over the great ABC-TV 
network. And it’s a sentimental, romantic program 
that puts your customers in a buying mood as no other 
type of show possibly could. 


Plus an exciting traffic-pulling 
$1,000.00 Prize Contest 


A chance for your customers to win a first prize of $1,000.00 in cash 
plus a 4-day expense-paid trip for two persons to New York. In addition 
there will be 50 prizes of Gruen Veri-Thin Watches. Entry blanks avail- 
able only at Gruen jewelers—so it means traffic for your store. And if 
your customer wins top prize... YOU receive a $500 cash prize for 
yourself, 


Make this Gruen power - packed program 
work for you. See the special Gruen exhibits 
at the ANRJA and NACJ Jewelry Shows. 


GUN 


THE oo WATCH 


THE GRUEN WATCH COMPANY, TIME HILL, 
' Cincinnati 6, Ohio 
In Canada: Toronto, Ont. 


THE MOST EXCITING STYLE FEATURES YOUR 
CUSTOMERS HAVE SEEN ... IN YEARS. 
You expect Gruen to bring you the newest, eye-catching- 
est watch fashions. And Gruen has them in a brilliant 
collection of new styles in its Curvex, “Masterpiece,” 
Veri-Thin, Autowind, Ristside and special “Personality” 
series. New, modern, cases. New, distinctive crystals. New 
dial treatments. New glamour in straps and bracelets. 
New diamond-set styles. Every one a high-fashion watch 
that will make customers stop, look, want, and buy. 


FOR WATCH LEADERSHIP... WATCH 








Av etait el@athaae 
EXCLUSIVELY for the wholesale 


and Telelelieru aetela since 1910 


R °, ears | > eee 
Manufacturers of Gold and Platinum Watch Cases 
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SEE THE ILLUSION RING BECOME REALITY 
IN INCREASED SALES! 


See for yourself, how even the smallest diamond has the 
“Itlusion” of a Carat stone! 

Build new sales with this great addition to a great line of 
mountings. 

Here's the REAL boon to sagging sales; the sure-fire 
method of attracting new business. 


Visit us at BOTH shows, and get aboard the QUALITY 
bandwagon! 














fanleXero fo DALLAS 
National Jewelry Fair } Dallas Gift Show 


| | 
August 27-28-29-30-3] | | Sept. 3-4-5-6-7-8 
Hotel Stevens | Hotel Adolphus 
Suite 504A | Suite 919A 
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Known jor Quality 


ishier & Piles, in 


a 21 West 46th St., New York 19 
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/ 
Another new 


le he 


to quicken your sales pulse! 


SET #31 


Introduced last spring, the Heartbeat Choker line 


by LeStage has proven to be amazingly popular — and profitable. 


Stock these fast-moving sets now. Available in chain styles 


illustrated, with or without heart or round shape 


locket. Also, matching earrings and bracelets available. 


See your wholesaler now! 


NEW YORK CHICAGO 
9 Maiden Lane 29 E. Madison St. 
A. H. BETZ A. B. PINERO 


CHAINS BRACELETS Ole a8. KNIVES 


SAN FRANCISCO. . _— 
657 Mission St. | 
G. A. HARRAH 


BABY JEWELRY IDENTIFICATION BRACELETS 
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/,esenting The Newly Styled — Newly Priced GOTHAMATICS ~ 
| 
: also WATER-RESISTANT | | 
| SHOCK-.-BILT | 
BEB ANTI-MAGNETIC Pe We | 
| MODELS FOR MEN | 
. AND LADIES FROM : 
: | “ $39.75 to $225.00 7 | 
otham Watches al | 
Fine Watches Since 1868 | 
aa nO) ©) 81 On nO) 2 

@) mj Ml <4 | BO) ~1 3 17 -W Ol - EC @LO EE (On | 
: 20 WEST 47TH ST.. NEW YORK 19.N. Y.. wimiiebiss. wh. 
5 ailatie! ae | | ¥ | 
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Wo Wat ner nt Carts: 


aN 





1950 is the Biggest GOTHAMATIC year! 








Catalog on Request | 


Rings Enlarged to Show Detail 


Daud Sarhin, Juc. 


37 W. 47th ST., NEW YORK 19, N. Y. 


Leading Ring Stylist for More Than 
SA Quarter Century 








We also manufac- 4 
ture a complete & 
line of ladies’ and 
men's stone rings 
zircon rings, match- 
“Yo MEA -Yo Ke hlalo MEAIITe 
sets, etc. 
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J-B Ladies’ Bracelets with End-O-Matic End attach to ai 


has the BIGGEST assortment of Ladies” 


nds with Quick-Change END-0-MATIC END 


*US. and Foreign Patents Pending 





aid 
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Only J-B has the Original 


Fa END-O-MATIC END! 


oa @ The first end-attachment to fit problems—but you still get 
All Retail Prices all ladies’ watches! the end-attachment money! 
Include Federal Tax 





@ Attaches to any size watch lug 
in only 8 seconds—certified 
by U.S. Testing Company! 


@ Makes it easy to sell 2 and 3 
ladies’ bands for the same 
7 6044 watch because anybody can m LC  ——— 
Ri (ee)! @ Ends your end-attachment attach the END-O-MATIC End! er : 
| j Retail Z See 
7 







$6.50 
Retail 









Retail 





Oy 3 \ JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 


nd-Q-Matic End attach to any size or style Ladies’ Watch Lug in 8 Seconds 
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BRILLIANTLY 
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et STYLED! 
GOLDEN CHAMPION 
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MODERATELY 
Pricep! 
y The J-B TRIUMPH not ¢ 
50 ...it IS worth more by 
J-B offers it at an irre 


extra easy for you to se 


Retail value for their money. 
Fed. Tax Incl. 2 


only 


ORDER FROM YOU 


MORE GOLD pS SSS SSS SSS SaaS SSS SY 


for More Wear—More Sales! asi 
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All Clues Point S. , bud ‘a i. i Like other J-B Full-Expansion Bands, these watch 
to J-B as 1950’ S y >. 3 ‘cay > bands feature a top shell of precious 1/15-12 kt. 
| . gold instead of the customary 1/20-12 or 10 kt. 6051—F 


Big Profit Leader! \SSr WE Moin crest other expansion wotch bonds! 
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J-B Chases Consumer 
Buying Resistance with 
@ Fine J-B gold-filled Men’s Band; 


THE LOWEST RETAIL ne 18 ole Mews bn 
PRICES IN YEARS! © Gorgeous gold-tiled Leder 


Bands now retail from . . $495 





























@ No change in famous J-B quality! 





Compare These Values! 


A Sensational Price Leader... 
THE BRAND NEW 







with the exclusive J-B MICRO-MATIC Springs 


50 


The J-B TRIUMPH not only looks like it's worth more $ 
Retail—Fed. Tax Incl. 


.it IS worth more by every jewelry standard. But 
‘ B offers it at an irresistible low price to make it 





extra easy for you to sell customers who want double- © Top J-B quality through and through! 
value for their money. _ @ Fine 1/20-12 Kt. gold-filled top-shells! 
ORDER FROM YOUR WHOLESALER TODAY! © Lifetime non-corrosive stainless steel backs! 


WIDESPREAD REDUCTIONS 
es als LIKE THESE: 


6050—Full Expansion. Yellow, Pink, White 


| 6050— 95 $A95.,..:: 


” hd An, fo, fon, Ae) ae? A Ae ae ae! A a” 


— e ’ , 051— if * 
6051—Full Expansion. Yellow, Pink, White i $695 NOW 5 Retail 
: OP PDDD Swe ale was °62> NOW $55 | Retail® 


6345 — Combination Center Expansion with links. Yellow, White *Federal Tax Included 


Jacoby-Bender, Inc., 161 Avenue of the Americas, New York 13, N. Y. 















Are You Getting 
All You Should 
If Not 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SGRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 








HONESTY (649 ACCURACY 





REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
33 











: at happened at ime recent sale of’ a 
a bankrupt stock in Texas — bidding 
| ‘ : was about to begin. We had decided 
oe ie was: worth P to ‘$I 5.000 to us. 





-«-« the oldest and largest firm of its kind in the United States 
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VIEL MFG. CO. PROVIDENCE, R. 


Makers of Bracelets, Watch Attachments, Co-Star Jewelry, Jack ‘N Jill Jewels 





Renresented b New York Middle West Chicago South West Coast a 
Presented by: 160 ZUCKER SIG HOROVITZ FRED WHITNEY ~ BILL RICHARDS AL TRACHMAN hull 
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Highest quality in Handy & Harman Sterling 
Silver and Karat Golds means the very best that 
up-to-the-minute metallurgical science can pro- 


PRODUCTS: Rolled Sterling Sil aa 
, 959 “PALS” Fine Sdluer Anodes « duce. It means compositions with the right 








“Special Refined” Grain Silver ° : ‘ ' , , 
Gold and Silver Wire + Karat working properties for stamping, spinning, hand 
Golds and Gold Solders « Gol 

Bars—Silver Bars * Platinum Metals wrought work and all other operations. It means 
* “HANDY” Silver Solders * and 

other Silver Brazing Alloys. unvarying uniformity in fineness, finish and 
REFINING SERVICE: We refine . 

all kinds of manufacturers scrap, gauge —To the manufacturer it all adds up to 
sweeps and other waste containing e ° ° ° ° 
precious metals; also old gold, silver wider latitude In design and smooth-flowing, 


and platinum received from retail 


jewelers. lower-cost production. To you, the retail jeweler, 
it means better merchandise, an assured reputa- 
tion for quality, and unfailing customer satisfac- 


tion—all keys to long-run success. 


e 


HANDY & HARMAN 





82 FULTON ST., NEW YORK 7, N. Y. 


Bridgeport, Conn * Chicago, Ill. « Los Angeles, Cal. » Providence, R. 1 * Toronto, Canada 
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ewelry Shows!... 


KEY PROMOTIONS 


for 1950...Featured by the 


EGE \EADER 
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New York 
ANRJA Show 
August I3'h to 17th... 


Waldorf Astoria 
FOURTH FLOOR... 
Parlors J. K.L. M.- 


Chicago... 
National Jewelry F 
August 27*h to 31+... 
Stevens Hotel 


THIRD FLOOR... 
Rooms | and 2 
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Most popular of all straps that slip 
on and off in a jiffy. Has tempered spring 
steel wire for flexibility. No metal 
touches the wrist. Created of genuine 
leather, with beveled edges. One dozen 
complete in a colorful display carton. 


ou see here the watch straps that 

are setting the sales pace from coast-to- 
coast because they’re made right, styled 
right, priced right. Featured on America’s 
best-known, best-selling watches because 


now, as always, NEET’S the first word to 


think of for the last word in watch straps. 


yen WYLONS 


They’‘re cooler, smarter, perspiration- 
resistant, and completely washable. 
Also, they’re the only nylons 
made in 5/8", 3/4” and 9/16” 
widths. Expertly made with 

electronically sealed 
eyelets and edges to 
prevent fraying. One 
and two-piece styles, 
popular colors. 





3. 
ASSORTED 













A NEET LEADERSHIP 


IS YOUR GUIDE 
TO AMERICA’S 

FASTEST-SELLING 
WATCH STRAPS! 


SELECTED LEMTHER 4673; 









EN DISPLAY [i 
RORTED STRAPS 





Watch your watch strap profits 
grow with this attractive 
display. Contains one dozen 
each of exciting new PADETTE 
De Luxe straps, saddle stitched 
straps and regular straps 
including extra-long styles. 


CONSULT YOUR WHOLESALER 


aor? 


ARISTOCRAT OF 


WATLH- SERAP S 





LASKO STRAP COMPANY 
200 Hudson Street New York 13 


CHICAGO: 29 East Madison 
LOS ANGELES: 220 West 5th Street 
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The “Gift of Gifts” from 


the big blue box. 


This catalog ts yours 


for the asking. 


This 40 page lavishly illustrated catalog showing the many handsome and original 
patterns in famous WOLFENDEN Sterling makes ordering your supply of these fine hollowware and 
silverware specialties quick and easy. The faithful reproduction of the true Jine and beauty of all available 
WOLFENDEN pieces gives continued assurance that you can see what you are selecting with complete 
confidence that all merchandise will live up to your expectations upon arrival. They're all new 
by WOLFENDEN ... pioneer in silverware novelties and distinctive hollowware gifts. 
Write for your copy today ... It pays to sell WOLFENDEN. 


J. W. WOLFENDEN CORP. ec 43 FOREST STREET ATTLEBORO, MASS. 
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TELEVISION 
COMMERCIALS 





















ONE OF THE SERIES OF 


FEATURE LOCK 
POWERHOUSE MERCHANDISING AIDS 


See us at the Waldorf Astoria, New York (August 14 to 
17), at the Stevens, Chicago (August 27 to 31), and see 


these smart, sales-pulling television commercials. 


You will see these powerful aids at the 
conventions, too! 
MATS. The most complete selection you ever saw! 
DISPLAYS. Sparkling flashers to attract every eye-er, every buyer. 


ENVELOPE STUFFERS. Colorfully-treated FEATURE LOCK story 
that commands attention, impels action. 


BOOKLETS. ‘The Enchantment of Rings’—an all-time best-seller. 
250,000 copies already printed, 


RADIO SCRIPTS. A commercial for every need. 


RING BOXES. Makes a royal presentation for every 
man’s queen. Unique and tasteful in design. 
Now in a wide range of colors. 





mm FEATURE RING CO. INC. 
moan 126 West 46th St., New York ia N.Y. 
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STRAIGHT 

to the HEART 
f Miss 

and 


MN\\\\ 5 S We 
AYA \\ | 4 * =< 


ATURE RING CO. INC. SOLD ONLY 


THRU 


est 46th St., New York 19, Ni Y. _pahignign: 


DISTRIBUTORS 
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6037SP 


Oyiginality of styling in good taste— 


fine quality—priced modestly—value you recog- 


nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


2413WB 
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The originators of expansion Quality made in every detail. 


jewelry now present their new All hand-prong-set simulated 
line. Comfortable, easy-fitting stones. Rhodium finish expan- 
chokers and bracelets of dazz- sion bands with stainless steel 
ling beauty. Set with first quality backs. ORDER TODAY from 
Austrian machine-cut simulated your wholesaler. 

Matching Choker and stones, in any color assortment. Sold Through Wholesalers Only. 


Bracelet. attractively 
packaged as shown. This 


is but one of many sets WHOLESALERS: Send for samples of com- 
in our complete line. plete line, billed subject to your approval. 


166 Doyle Avenue, Providence, R. I. 


GUARANTEED ONE 
YEAR against any me- 
chanical defects. 
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AMERICA’S MOST SELLABLE WATCH... 






ELAINE—I7 Jewels. I4K Nat- 
ural Gold-Filled. !8K Gold 
Numerals and Dots on Silver 
Dial. Matching Bracelet. Re- 
tail $66.00* 












CEDRIC—I9 Jewels. 14K Nat- 
ural Gold-Filled. !8K Gold 
Numerals on Silver Dial. Re- 
tail $71.50* 





i) VERNA—I7 Jewels. 14K Nat- 
fe ural Gold. 18K Gold Numerals 
and Dots on Silver Dial. Re- 
tail $71.50* 


*Federal Tax Included 














continues to sell at full price— 
full profit when many others won’t sell 


at a discount. 


That’s why Hamilton is the one line 
you should feature if your watch 
department is to continue on a profitable 


basis. 


Hamilton watches enjoy full customer 
acceptance because they are fine in 
value, fine in quality—fine all the way 
through! It is important that the 
public be kept aware that you sell 
Hamilton watches and doubly important 
that you maintain a good selection 

of them. 


We can help you with that last important 
step. We'll replace your sellable 
Hamiltons without delay. Send us your 
reorders for Hamilton watches as soon 


as your stock needs them! 











Authorized 
Hamilton Distributors 


Zones 2 & 3 
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D. C. PERCIVAL & CO., INC. 


373 Washington Street 
BOSTON 6, MASS. 


Established 1864 
No Goods at Retail 
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You are Cordially Invited to the... 
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ANRJA 


She Watidory- Aitorta 


NEW YORK CITY 





” 
AUGUST 14, 15, 16, 17 

BOOTHS 44, 45, 46, 47 HERE will be a brilliant constellation at the 
Teeeee booths at the two big jewelry 
shows in August. You'll be shown a complete all- 
NACJ SHOW star line of Fine American Watches ... watches 
. that insure you consistent profit and customer 

Lhe Hevens satisfaction with minimum sales effort. 

CHICAGO 

- HAMILTON WATCH COMPANY * LANCASTER, PA, 


AUGUST 27, 28, 29, 30, 31 
BOOTHS 131 & 114 








Remember... for a FULL profit you can KEEP 





faue HM RMI Bee Bed 


THE FINE AMERICAN WATCH 
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INTRODUCING SILVER CITY’S NEW 


inspired combination of gleaming 


silver and hand-engraved crystal 


& — 
~ wv P ~~ ~ 
— SNe, sae 


ed a 









No. 031 Hand engraved 10” bowl 
for fruit or flowers on graceful silver 
plated stand. 714” high. Retail — 25.00 





No. 024 Graceful Epergne with 10” 
bowl, three matching dishes on heavy 


No. 026 Four arm Epergne with cut 
bowl, bobeches, hand polished prisms, 
plated base. 8’ high, Retail — 85.00 





No. 030 6 piece Condiment Set on 
silver plated tray. Silver topped Salt 


No. 021 


Elegant 3 piece Epergne. 12” 
bowl and matching dish on en plat. 


ed base, 10” high. 


No. 020 Silver relish server with three 
5 inch hand engraved crystal dishes, 





Retail — 45,00 















Retail — 55.00 Retail — 33.00 


and Pepper Shakers. Retail — 25.00 


silver plated base. 11 inches high. 








No. 016 40 oz. Cocktail Shaker, sil- 


ver plated, built-in strainer, hand-cut 


No. 03 15 piece Punch Set. 9 quart 
crystal bowl, 12 cups, silver plated 


design, leakproof top. Retail — 15.00 base and ladle. Retail — 55.00 
No. 014 14 inch Hurricane Lamp. No. 032 (right) Silver plated stand, 
Hand engraved chimney, lustrous silver cut bowl, bobeches, polished prisms, 


plated base. Retail — 35.00 pair 7” high & 18” spread. Retail — 60.00 


Elegance .. . Here is a truly distinctive new line of decorative 
accessories that anyone will be proud to give or to possess. 
Combines exquisite hand engraved crystal, shimmering prisms 
and heavy silver plated stands for unsurpassed beauty. 


Limited distribution. 
© 1950, Silver City Glass Co. 
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: The Dictionary 
ig } | Says: “MAGNIFY 
AA ad PRI) C 7 pear larger or more 
Wu CAF | significant.” Good- 

man and Company 
, succeeds in doing 
/ this with its newly 

patented Magniset 
/ setting . .. sO Con- 
trived that it adds to the magrni- 
ft tude of a small center diamond. 
PATENTED . : Cleverly fashioned with a new 
- ~ type reflector and a sparkling bor- 

der of flashing Rhodigem, the cen- 

ter diamond appears larger and 

solves the jeweler’s problem of 
properly setting a small diamond 
in a large top mounting. 


























/ 


U.S. PAT. OFF.... 4152469 


Goodman & Gompany 


Makers of Fine fewelry Since 1904 
42 W. Washington St. —_ Indianapolis 4, Ind. 
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See Next 
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Now! F ER 


and presents the magnificent new 


FLEX-LET CORPORATION E. PROVIDENCE, &. 





AEN JEWELHT... 









Here, finally, is men’s jewelry styling that every fine jeweler has been searching 
for. No photograph can fully portray the beauty of Beau Brummel creations. 


Inspired by the magnificence of the jewelry itself, Flex-Let 
has packaged this line with regal distinction. 


pod Grn 10 
$6.95 T.1.* 


XTC- 90 
$6.95 T.1.* 





BY.15 
$5.95 T.1.* 


$-75 
$13.50 T.1.* 


*Prices include 20% Fed. 
Excise Tax. Should tax be 
lowered, prices will be 
lowered accordingly. 


Tum Page 
Pieas® 



















































Expansion Band of 





Distinctive Simplicity 
to retail at only ‘@ Do 


A band so smartly tailored that it adds a note of 
luxury to any man's watch . . . a touch of distinction 
to any man’s wrist. Guaranteed one year. 


A band with ‘class’ appeal, priced for the mass market. 


*Price includes 20% Fed. Excise 
Tax. Should tax be lowered, price 
will be lowered accordingly. 


FLEX-LET CORPORATION - EAST PROVIDENCE, R. 1. 





fashioned & 


Every woman will adore tl 


_) 


and it adds a look of luxury 


3 


sae 


Truly this is a band which sets © | 


designing and production skill. 


Priced to retail at $8.95 Tr : 


= 


FLEX-LET CORPORATION - EAST PROVIDENCE, R. 1. 





> 


THE —Ppottweod. SERIES 


funicas Most Beaitiful Watch Bands Q 





The high cost of production made it impractical in the past to produce bands of 
this intricate construction in anything less than solid gold quality. But Flex- Let 
engineering has solved the problem. And these bands — in gold filled* — now 
bring you the identical character, beauty and detail previously found only in their 


solid gold originals. And these Fleetwood bands are most moderately priced. 


ALES iit 2 


FLEX-LET CORPORATION 
EAST PROVIDENCE, R. I. 
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mon Elgin makes a “brain” for precision 
control in cutting tiny gears 





In some Elgin movements there are pinions with teeth only two 
d fash; one-thousandths of an inch thick—less than a hairsbreadth! Each 
and rasmon- of these teeth must be identical in size and shape so that they will 
mesh perfectly and transmit a steady flow of power. With the aid 
_ of a microscopic scale an Elgin craftsman, above, is making a 
“brain” ontrol the machine which will cut th in h with 
DOROTHY KILGALLEN, brain” toc t l machi ill cut these tiny teet 
: the most exacting precision. 
noted columnist and ‘‘Dorothy ; 7 s . 
sata a Again Elgin draws upon the genius of America to lead the ad- 
of radio’s “Dorothy and Dick’. ; ; 3 
vance in watchmaking—to assure you of more satisfied customers 


Elgin advances with the times in fashion, too. 
For their smart styling Elgin Watches are the when you sell Elgin Watches. 


choice of many of America’s “best-dressed”. 


‘Such good taste 





correctness!’ 





(8H) Breey EUGIN gow cll celles more SIGNS foe you! 
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$500 
RETAIL 
($5.25 Denver 
and West.) 


1. NEW POWER UNIT 


For use with Meat Grinder and 
Slicer-Shredder. Gives ‘‘saddle-to- 
saddle” ease of attachment. Power 
Unit slides onto Mixer base. 
Motor Unit slides into position 
atop Power Unit. Then, Meat 
Grinder or Slicer- Shredder is 
attached. Sturdy, durable, stores in 
any drawer. And look at the new 
low price! Order from your 
Hamilton Beach distributor now! 


MILLIONS OF HAMILTON BEACH 
MIXERS HAVE BEEN MADE SINCE 1932. 
EVERY OWNER IS A PROSPECT FOR. 
THESE NEW ATTACHMENTS! 





$695 
RETAIL 
($7.25 Denver 
and West.) 


4. COFFEE GRINDER 


For that fresh-ground coffee flavor 
that so many people enjoy—that 
sO many will pay to get! Jar holds 
full pound of coffee beans. Grinds 
coarse, medium, or fine for pot, 
percolator, or drip coffee. A qual- 
ity attachment and a money-maker 
for you at this reasonable price. 


RETAIL 
($7.95 Denver 
and West.) 







2. MEAT GRINDER 


Grinds meat, chops vegetables 
coarse or fine. Requires Power 
Unit —a tie-in sale! A handy, 
thoroughly useful accessory com- 
posed of six sturdy metal parts 
and a wooden stomper. A standout 
value at a price that puts competi- 
tive attachments in the shade! 






$475 


RETAIL 


and West.) 


5. PEA HULLER & BEAN SLICER 


A real timesaver! Separates peas 
from pods, slices beans, potatoes, 
carrots. Saves your customers end- 
less hours of tedious hand work. 
Easy on, easy off the Hamilton 
Beach Food Mixer. And how’s this 
for a merchandise-moving price? 


($4.90 Denver 


$695 
RETAIL 
($7.25 Denver 
and West.) 


dette 


PPP >>> 





3. SLICER-SHREDDER 


Slices or shreds all kinds of vege- 
tables and fruits. Sturdy die-cast 
hopper assembly. Precision-made, 
stay-sharp slicing and shredding 
cones. Canner’s delight—with the 
big season just ahead! Must be 
used with Power Unit—another 
profitable tie-in. Compare the low 
price. This one figures to se//! 














$3525 
RETAIL 
——| ($35.90 Denver 
al | an d West.) 
aa | é. includes two 
Pyrex bowls 


and extra single 
beater 





ies ($4.35 Denver and West.) 


EASIEST-TO-SELL 


HAMILTON BEACH 


GIVES YOU MOST PROFIT 
ON FOOD MIXER SALES! 


MIXER “A" PAYS Ki Agee 10) 40) 
MIXER “B’ PAYS KiGRRIAEa (0401 
MIXER “C" PAYS EiMRABE I O)a 
MIXER “D” PAYS KiMICMANEa tan 
MODEL “G"’ PAYS 38.18°/, PROFIT 


(Percentages based on List Prices, including tax.) - - 
*Same margin of profit on attachments. 











AMILTON BEACH Food Mixer 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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don’t trust 
your naked eye 


Let Your Own LOUPE 
prove the PERFECTION of L oupe- tested 


LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 


to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 
Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
ose! through your own Loupe. You will then share the enthusiasm 
of other thousands of jewelers who are now successfully 


ee is and profitably selling LOUPE-TESTED LOVEBIRD 


anne Diamond Rings. Franchises are still available. 


We invite you to visit the Lovebird 


Diamond Ring Display at the Jewel- 
ers Convention — Waldorf-Astoria 


Hotel. 
f | N . BOOTH 48 


630 FIFTH AVENUE, NEW YORK 20, N. Y. « 





THE JEWELERS’ CIRCULAR-KEYSTONE 





he Ue Home for 


—JRWELRY'S NAME POR QUALITY’ 


This new Forstner factory with its facilities for producing many different con- 
structions including the well-known “Genuine Forstner Snake Chain’ embodies 


a Mulostmuirore(-TasMmurelilticelaitlalirem-toltll lull men Zell(elol(-e 


The plant is now producing men’s jewelry with particular emphasis on Cuff 
Links, Tie Bars, Key Chains and coupled with other Forstner facilities in Irvington 


assures our customers of even finer service and as always, the finest in jewelry. 





All other articles continue to be manufactured in our Irvington, New Jersey 


plant where Executive Offices are located. 











JEWELRY'S NAME FOR QUALITY 


ee oe, 2 Seg Fo) ion Sok oe hee Re ee ee ee eee Bee ee Se mY 


Above plant is located in Union, New Jersey 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHE 


NATIONALLY 
ACCEPTED 


24 ep, 


LATHIN WATCH COMPANY 


5980 FIFTH AVENUE +» NEW YORK 19, N.Y. 


| CATALOGUE SENT UPON REQUEST | 
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wake up your sales with the 









SY  eet0-LZorm CLOCK RADIO 
ba Wi NA 

























MUSICAL ALARM 


Radio automatically turns on 
at any pre-set time. 


sets like any alarm...performs 
BEDTIME LULLABY dozens of duties musically, 
Radio automatically turns off automatically 


at any time up to 60 minutes. 





It's the hottest sales sensation of the year! 
Motorola’s amazing CLOCK RADIO that 
wakes you in the morning, starts your 
coffee, turns out lights, sings you to 
sleep—all automatically!* Unlimited 
home and gift appeal at a low price 
AUTOMATIC SERVANT that's really right for volume sales. 





Turns coffeemaker, toaster, Feature it now for FAST PROFITS! 
other appliances on, off auto- . 
matically. Forest green, ivory, walnut 


*available with or without appliance outlet 


MOTOROLA, INC. - CHICAGO 51, ILLINOIS 
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Here’s Hollowware that sells because it’s ... 
quality-made . . . budget-priced 


TRADE-MARKED 


0) 
ONEIDA COMMUNITY LTD. 


SILVERPLATE 





PLUS SALES VALUE FOR HOLLOWWARE! 


Now! All Hollowware formerly trade-marked Tudor™ Plate 
will be stamped (O) (C) (L)—Oneida Community Ltd. 








Why does this new trade-mark give this popular 
Hollowware important customer appeal? 


Because .. . the name Oneida Community 
means “quality” to your customers. 


Cash in on this pre-selling. Don’t say “Hollowware”’— 
say “Oneida Community Hollowware”—and you'll sell as 
you've never sold before! 


Here’s Hollowware that moves fast from your stock 
—lovely service pieces that display well—sell better! 
Beautiful Henley* pattern illustrated. 


—> 
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TEA AND COFFEE SERVICES 


ON nn 





5-Piece Tea and Coffee Set (Tea, Coffee, Sugar, Cream, Waste) Consumer $72.00 
4-Piece Tea and Coffee Set (Tea, Coffee, Sugar, Cream) ...Consumer 65.00 


3-Piece Tea Set (Tea, Sugar, Cream) .... 


os06eseseesesec dee Ga 


3-Piece Coffee Set (Coffee, Sugar, Cream) ..............-Consumer 43.50 


Oblong Tray or Waiter .........2008. 


INDIVIDUAL ITEMS 
Tea Pot, Capacity 8 Cups ..$21.59 
Coffee Pot, Capacity 10 Cups. 22.50 
Sugar Bowl, with Cover .....11.00 





Entree Dish . . . Supplied with or without Divider. Cover 
keeps contents warm. Removable handle allows cover to 


be used as extra dish. Length 13 inches. 


With Divider... ccccccccccccccccce Consumer $28.50 
Without Divider..............2+.-.+.~- Consumer $25.00 





tight-fitting cover. Diameter 14 inches. Removable Glass 


TO Te rr re 


FOR AUGUST, 1950 


64062406%0060200 000 ae 


Cream Pitcher, Gold-Lined . . .10.00 
Waste Bowl, Gold-Lined ... . 7.00 
Oval Tray or Waiter, Length 

21 inches (Inside of handles) ..30.00 





Gravy Boat and Tray... 
For serving gravies and 
sauces. Capacity 10 oz. 
Tray 92 inches long is 
useful for luncheon serv- 
ice of olives, pickles, etc. 
Consumer..... $15.00 





Water Pitcher . . . For use with any 
beverage ... easy-to-pour lip has con- 
venient ice guard. Two-quart capacity. 
CO 6.0004 ccacesecess Be 







Bread Tray ... Use af 
every meal for bread 
rolls, muffins, etc. Length 
13% inches. 

Consumer ...... $6.00 


Consumer Prices Subject to Federal Tax 


All orders subject to prices prevailing at date of shipment 


$20.00 *TRADE-MARKS OF ONEIDA LTD... ONEIDA, N. Y. 


a7 
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Evelusivenedd 


A complete display of our famous 
timepieces including many new and 
interesting models for Fall will be on 
view in our own showrooms, three 
blocks from The Waldorf-Astoria 


during the A..N.R.J.A. Convention. 


You are cordially invited to visit 


THE HENRI STERN WATCH AGENCY, INC. 


987 Fifth Avenue at 48th Street, New York 17, N. Y. 


EXCLUSIVE DISTRIBUTORS OF 


PATEK PHILIPPE « UNIVERSAL GENEVE + LAVINA VILLERET 
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products eos 
ropaion 1 BOOTH NOS. 28-29 
gor the HT also additional showing 
at the Barkley Hotel 
nA WMQLICAM see new line of Elgin American 


ELGIN, ILLINOIS 
Seles Offices: Chicage, Les Angeles, New York 


_ DISPLAYS available for Christmas 
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EXHIBITING AS USUAL. BOOTHS 85, 86 AND 87 AT ANRJA, WALDORF-ASTORIA HOTEL, AUGUST 14-17 
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Starry Rhinestones 
hand set 


cA td 


* in Sterling Silver 


« 





606; FItTH AV 


NEW YORK 20 


>. 


‘creators of the unusual -— as usual’ 


1950 











TWO SALESMEN 


WANTED 





To Take Over RICH, ESTABLISHED TERRITORIES 


One of America’s best-established manufacturers of fast- 
selling diamond rings has two top territories open for 
the right men. 


Those applying must be thoroughly acquainted and enjoy 
a good reputation with the leading retail jewelers in the 
territories open: 


WESTERN TERRITORY: 


Denver and West to the Coast (California included) 


NEW ENGLAND and N. Y. STATE: 
(excluding New York City) 


Our line has won wide acceptance among America’s most 
successful jewelers, and is backed by a strong advertising 
and merchandising program that means increased earnings 
for our men. 


In communicating with us, please list fully your past expe- 
rience and references. All letters and interviews will be 
kept in strict confidence. 


JOSEPH BERLAND ~ 


Manufacturing Jewelers and Diamond Importers 


6 WEST 48th STREET 
NEW YORK 19, NEW YORK 
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FIRST TIME in Chiming Clock History ' 


“NUTONE PRESENTS ... 
THE WORLD'S ONLY CHIME CLOCK 


WITH 


se Exclusive 
Features.. 








“sy 7 “Sleep Silent’? — Automatic 

) Chime Shut-off at Midnight and 
Turn-on at 6:30 in the Morning. 
Shut-off Knob — Complete 
Chime Shut-off at turn of knob. 
(If complete silence is desired.) 
Volume Control—Radio-type 
Volume Control to regulate tone 
volume for large or small homes. 
Completely Electric—All-elec- 
tric Striking Mechan- 
ism that eliminates old- 
fashioned mechanical 
striking methods. 























o ee : 
Tone engi- a 
el See our exhibit at the Waldc 
are fully Astoria, Booth No. 402, or con- 
pe ye tact your wholesaler. 
y Vv. Oo. Fat- 
ent applica- NUTONE, INC.,, Dept. JC 


— Seid MARK Madison & Red Bank Roads 
Cincinnati 27, Ohio 





with Clock movement by Telechron 
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FOR A WATCH? 


A watch line should fit the individual requirements of your store, just as per- 
fectly as a custom-tailored suit should fit you. 

CALVERT —the Jeweler's own Watch—accomplishes this. Here's how: 
|. There's no price-footballing with CALVERT. You are entitled to and you receive a dependable 


and ample profit. 


2. Dollar-for-dollar CALVERT is a finer trouble-proof movement, that keeps faith with the reputation 
of your store for dependability. 


CALVERT'S Selective Distribution Plan protects your interests and shares your advertising and 
promotional costs. 


CALVERT IS YOUR OWN PRIVATE BRAND—above and beyond competition!! 
CALVERT WATCHES are nationally advertised in large circulation magazines read by millions. 


7-17 Jewels Priced from $19.75 Up 


CALVERT 
WATCHES 
As Dependable as Time Itself 
681 Fifth Avenue, New York 22, N. Y. 


Exclusively Distributed By 


1. ALBERT'S SONS, INC. A. C. POSSIN CO. EDWARDS & COMPANY THE GERWE BROWN CO. 
Boston—Syracuse Milwaukee Kansas City, Mo. Cincinnati—New Orleans 


BALDWIN-MILLER CO. S. H. CLAUSIN & CO., INC. J. ENGEL & CO., INC. E. W. REYNOLDS CO. 
indianapolis Minneapolis—Spokane Baltimore Los Angeles—San Francisco—Honolulu 
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$19.95 


FED. TAX INCL. 
YELLOW, PINK OR WHITE 
In Exquisite Antique 


Parisian Clock 
Gift Package 





ao 
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— wit a Ung New Feahion Ere | 





The First Really New Idea In Ladies’ Watch 
Bracelet Design Since the Mignon Expansion Bant! 


It’s utterly new! Entirely different! It’s Speidel’s Spi 
of Paris! The graceful tapering lines of Spirit of Par 
give any watch an entirely new contour . . . magica! 
transform it into a fashionable bracelet watch. 


Millions of women want bracelet watches. Go att 


this big new market 
with Speidel’s Spirit of 
Paris. Use it to sell 
watches and bracelets 
in combination. Make 
two profits instead of 
one! 


SIMPLE TO ATTACH... Will 
THIS NEW PUSH PIN MECHANISH! 








Mal nudising Sow 
REVITALIZE Vou LWatoh Suey! 














Spirit of Paris is more than | 
just a new watchband. It's a | 
new selling tool — dramatizes | 
your watches — makes them | 
more attractive and desirable | 
to your customers. This power- | 
ful new Speidel display means | 
that you now have an entirely | 
new merchandising tool to | 
help you sell your watch 
inventory. 


Select four different watch 


styles from your stock, fit all 
with Speidel’s Spirit of Paris 
and display as illustrated at 
left. 


Give your watch sales a real “shot in 

the arm”. Order Speidel’s “A-1” Unit. 

—_ | You get this attractive selling display 
tour BULOVES” and 12 Spirit of Paris watch bracelets 


2 ia 
Git (9 yellow, 1 pink, 2 white). 


Watch Bracelet 


Spidel 
Your Cost, Spirit of Paris 
“A-1" Unit. . . $64.50 


Your Selling Price 
(Fed. Taxinci.). . 155.40 


New Style Setting 


for your ELGIn— 
Spit + Ta . 
Give your watch ~ : s : 
the Right -~ Spidel 
Gy ) 
att Tox 


| 
t, 
: 
< 


Watch “ae : : 
by 
95 Set 
; | = / — 
et 
— 
— 
. 


A ~ 
ae 


Actual Size of Display: 1642’ Wide, 19/2” High, 494’ Deep 


ic uc yl a.m you de Spiidel 









Bands Have 
Calibrated Springs to 




















Calibrated Springs is an exciting new Speidel 
development to STOP WRIST WATCH 
SHOCK! It protects the delicate mechanism 
of a watch against the jars and jolts — the 
rocks and shocks — it receives every day. Now 
Speidel bands give protection old-fashioned 
straps and bands cannot give. This has been 





Stop 
Wrist Watch 


Never Before Have You Had Such A 
Powerful Sales Story to Sell Watchbands 
It’s The Exciting New Speidel Feature 


Everybody Wants 


proved in actual shock tests supervised by the 
famous U. S. Testing Co. 

Here is a feature that everybody wants. And 
all Speidel advertising tells the story of Wrist 
Watch Shock to millions of consumers. It’s an- 
other example of Speidel’s design leadership 
and aggressive selling methods. It is constantly 
creating new demand for watchbands — new 
customers, new sales, new profits for you. 





























=< 


Speidel develops the powerful selling idea — 

Calibrated Springs to STOP WRIST WATCH 
SHOCK. Another example of the aggressive, sales- 
minded policies that have made Speidel the largest 
selling watchbands in the industry. 


Speidel now provides 4 exciting new items to 

round out your Speidel line — to satisfy all your 
attachment requirements. And for each new item, 
Speidel gives you FREE, a striking 4-color display with 
a convenient 12-piece merchandise unit. (See Pages 
6 and 7). 


Speidel gives you beautifully packaged mer- 
chandise to meet the growing demand for bands 





Why apnoult...;7 pays push Speidel! 


Now you need only one line — SPEIDEL — to conduct a highly profitable, fast-moving 
watchband business. Why tie up your money in unknown brands or speculative mer- 
chandise that is sold to you without any thought given to the problem of selling it to 
your customers. Speidel merchandise is designed in accordance with sound scientific 
principles. It’s styled and priced to sell — and Speidel helps you sell it with the most 
aggressive and consistent program of advertising support the industry has ever seen. 


ew 5-Point Plan 


Makes Your 
Watchband Business 


PLE, Fe 
SIM . VTA 








as gifts. This has created important plus-sales for you. 


Speidel now offers complete price range, includ- 

ing lower-priced numbers for those customers 
who want a Speidel Band at lowest possible price. 
Now you have Speidel Bands priced for every pocket- 
book. 


Speidel bombards the public with heavy national 

advertising that makes Speidel the best known 
name in watchbands — makes more customers ask for 
Speidel than any other. Speidel is easier to sell 
because Speidel sells your customers, creates consumer 
demand. 
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Two Glamorous 


New Speidel 
Ladies’ Watch Bracelets 


Exquisite, in perfect taste, these two 
new thin CHIQUITA watch bracelets 
combine graceful flattering designs 
with Speidel’s famous workmanship. 
Both have Calibrated Springs to STOP 
WRIST WATCH SHOCK! Afttractively 
priced at $8.95 Fed. Tax Incl. 


SPEIDEL CHIQUITA (rouNpD) 


This charming 4-color display is fur- 
nished FREE when you order the ) 
SPEIDEL CHIQUITA ROUND E/5 UNIT . i ee 
— 12 watch bracelets (7 yellow, 1 Pink, - (eH i@ltiar.] 
2 White, 1 Yellow Short, 1 Yellow = 
Long). shi | 


Your Cost E/5 Unit . $43.20 
Your Selling Price 
(Fed. Tax Incl.) . . 
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SPEIDEL CHIQUITA (square) ’ ; 
Made to hold an attractive package, * 
this gay Chiquita Square display in p 
full color comes FREE when you order “di 
SPEIDEL F/6 UNIT—12 Chiquita Pe 
Square watch bracelets (7 Yellow, 1 . 


Pink, 2 White, 1 Yellow Short, 1 Yellow 
Long). 


Your Cost F/6 Unit . $43.20 
Your Selling Price 
(Fed. Tax Incl.) . . 107.40 
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Wide and Handsome 


Two Striking 
New Speidel 
Watchbands For Men 


Your own experience will lead you to 
agree that Speidel’s luxurious new 
CORTEZ and BALBOA watchbands are 
bound to rank high among the most 
popular Speidel watchbands you have 
ever handled. First introduced for 
Father’s Day and Graduation gift buy- 
ing, CORTEZ is already a proven sales 
leader. Both have Calibrated Springs 
to STOP WRIST WATCH SHOCK! Both 
to sell for $10.95 (Fed. Tax Inci.). 











SPEIDEL CORTEZ 


This striking 4-color CORTEZ display, 
so practical in size for counter or win- 
dow use, is furnished FREE when you 
order SPEIDEL CORTEZ D/4 UNIT — 
(9 Yellow, 1 White, 1 Yellow Short, 1 
Yellow Long). 


Your CostD/4 Unit . $54.00 
Your Selling Price 
(Fed. Tax incl.) . . 131.40 
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SPEIDEL BALBOA 


Speidel’s new packaging plan gives 
you a single unit with a FREE full-color 
BALBOA display and 12 watchbands — 
(9 Yellow, 1 White, 1 Yellow Short, 1 
Yellow Long). 


Your Cost €/3 Unit . $54.00 
Your Selling Price 
(Fed. Tax incl.) . . 131.40 
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Spiel 


Speidel GOLDEN TEMPLAR. AI- 
ways a tremendous favorite. Hand- 
lapped curb chain links to help a 
fine watch look right and be right. 
$12.95 Fed. Tax Incl. 


Speidel GOLDEN TEMPLAR 
COMB, An interesting favorite 
with younger men. The curb chain 
links combine with a chain mail de- 


sign. $12.95 Fed. Tax Incl. 


Speidel GOLDEN KNIGHT. One 
of America’s most popular gift 
watchbands. Its masculine design 
stems from the chiseled armor of 
the charging knight . . . bands a 
fine time-piece with history-old bril- 
liance. $12.95 Fed. Tax Incl. 


Speidel SIR GALAHAD. This mas- 
sive stalwart is reminiscent of the 
mighty chains that held the swords 
of medieval warriors. Rugged in 
its masculine strength. Now 


$12.95 Fed. Tax Incl. 


Vrcidel Watchbands have Calibrated Springs 











Speidel bands are in great and growing 
demand as gifts for all occasions. The 
public’s carefully cultivated acceptance 
of Speidel as the perfect gift means im- 


portant plus-sales for you. 


Speidel GOLDEN HARVEST 
(Graduated Ends). The delicate 
tracery of a sheaf of wheat, wrought 
in golden loveliness in this ladies’ 


gift classic by Speidel. $9.95 Fed. 


Tax Incl. 


Speidel GOLDEN HARVEST 
(Regular Ends). The exquisite cen- 
ter bracelet design of wheat ker- 
nels fashioned into a gracefully 
feminine pattern is truly a thing of 
beauty. Comfortable as it is flatter- 
ing. $9.95 Fed. Tax Incl. 


Speidel GOLDEN CHORD. Here 
are gleaming strands interlaced in 
a handwoven cord design, even to 
the ends. So easily attached, taste- 
ful! $9.95 Fed. Tax Incl. 


Speidel FIESTA. Wide bold-as-a- 
tango bracelet. Just the thing for 
giving a glamorous new look to an 
old watch... and a gift that never 
fails to thrill. Offer in combination 
with a watch. It is sure to sell. 


$13.50 Fed. Tax Incl.. 


STOP WRIST WATCH SHOCK! 


For Your Important 








Gift Business 


Now, Speidel presents a GOLD RIBBON 
SERIES of illustrious watch bands; beau- 
tifully packaged in a variety of superb 
designs to satisfy all tastes. 



































i A ett cs, 


— 


X 


/ 
% 
% 


Wd ic 





. 
4 
























puspapo, Mar Te 
lot Your Simo Trafiie 
Use These Eye-Appealing Ads ae 


To Tie In Your Local Campaign with 


peidels Powerful 
National Advertising 


As always, Speidel makes it easy and practical for you to do 
local advertising. Again Speidel supplies you with a wide 
assortment of attractive newspaper mats (and “drop-in” spots) 
featuring all the new Speidel items you have just seen. They’re 
ready-made to help you tie in with Speidel’s big national adver- 
tising program. Write for them — they‘re FREE! 

























Famous 
Low-Priced 
Leaders 





Cpeidlcl 


PHOENIX 
Now Available in 
Stainless Steel 

at only 


$4-95 (No Tax) 


You wanted it — and here it is! Speidel’s 
popular PHOENIX watchband for men 


is now available in stainless steel. Lots of 


























men wear stainless stee! watches today — 
now you can fill all your customers’ de- 
mands no matter what color band they 
prefer. Speidel Phoenix is also available 
in Yellow and Pink 1/20 10K G. F. quality 
at $7.95 Fed. Tax Incl. 





Speidel’s famous MIGNON is one 
of your most popular ladies’ brace- f Ls 
lets. It was the first ladies’ expansion | 
band and still is the leader! It’s | ; 
available in two styles — regular £ Y 7 
ends (Item 750) and chain ends (Item | : 
776) both at $5.95 Fed. Tax Incl. 







COMING SOON/ 


Watch for the Announcement 
of Speidel’s Exciting 
Fall Advertising Program 






















® 
Baie) ay 
Mlranlomale 


Proves itself again... 
the greatest promotional watch 
for more sales... faster sales! 
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FIRST se.r-winpinc warcn 
COMBINING ALL THESE FEATURES / 
@ WINDS ITSELF-AS YOU WEAR IT ., 
@ SHOCK-RESI, 
© ANTI-MAGNER,. 


NEW/ 





AMAZING NEW 
MOTION DISPLAY 
PROVES MIDO QUALITY 





SSS 


e SELF-WINDING 

e WATERPROOF* 

e SHOCK-RESISTANT 
e ANTI-MAGNETIC 














See SAN ra eteate cranial net peels 








*Mido Precision Waterproof case 
stoys waterproof while crystal’s 
intact and case unopened. Only 
a competent jeweler should ever 
reploce crystal or close case. 








MIDO GIVES YOU 
FREE tnis Great 


SELLING DISPLAY! 


Mido gives you ACTION 


with an intriguing contest based on 
the display! A contest certain to pull 
people into your store, to learn about 
the sensational Mido watches. 





In these competitive conditions you can’t afford 
to be without this great promotional selling idea! 
BE SURE TO SEE MIDO AT THE CONVENTIONS, TO BE SURE OF PROFITS! 


August 14 to 17 August 27 to 31 


WALDORF-ASTORIA STEVENS HOTEL 
Room 780-782 Room 557A 


LOUIS AISENSTEIN & BROS., INC., Sales Dept., 16 £. 40 St., N.Y. 16 


FOR AUGUST, 1950 


IN NEW YORK IN CHICAGO 
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MULTIFORT 
This-Aaclo watch is winding itself 
with every motion...just as it 
WINDS ITSELF...when you wear it! 
Mile stores wp reserve energy with every motion 





mere women) wyte 
; oo women i wyte 
THIRD PRIZE) 0 me 
' 


to winners, accurately estimating hours ond 
minutes of reserve energy tered up © one 








Come in for Entry Blank and rules of contest. You 
don't have to buy anything to enter the contest. 


Contest Come Ovcommer 


























ANOTHER GREAT 
MIDO FIRST! 


Be sureto see the 
dramatic new Mido 


achievement —the 


greatest news in self- 


winding waterproof 
watches ever to be an- 


nounced. 
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All watches take: 
4AH, 5AP, 6AP, 6AF, 8AE, 
8AH, 7AM, 4%, 5!/, 
734x11, 63/4K, 
: , 20/OE, 15/0, 
18/OE, 21/OEL, 21/O6S, 
21/0, 14°H, AK-13_ BEN, 
AK-16 BEN, 750W, 7!/4W 


€ lt 


WATCH CASE CORP. 
150 Varick Street, New York 13, N. Y. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 





Seika ee 
See e 


Pee a a es 


ee Sse RRRTRS 
83, 8AE, 8AH. 
Benrus, 8x9. 
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866/29 
834, 8AE, BAH, AX 
Benrus, 8x9. 


WATCH CASE CORP. 
150 Varick Street 
New York 13, N. Y. 


10%, 11%/2, 
6/OH,6/OW, 4 
10AX, 1OBC. 


1081, 85 
Extremely compact 
case for 10!/ also 
accepts 934. 


1139/88 
1114, 6/OW, 6/OE, For any size round 
307ETA, BEN. BBI, movement from 0 to 
1A, thin curved 83/4, ligne. Rhinestone 
dial. Maleiiet-hiclat 
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A Timely heminder 
to Make Your 
Visit Complete 


Now that you're here at the annual convention 

of the American National Retail Jewelers 
Association, what better opportunity have you to 
visit historic Maiden Lane. . . cradle of America’s 
centuries-old jewelry industry. We at J. W. 
Johnson will welcome the chance to renew our 
acquaintance with you and all the other leading 
jewelry retailers we have been serving since 

1869 . . . and will do all we can to make your Visit 


the high light of your convention trip. 


J. W. Johnson Ine. 


15 MAIDEN LANE 
NEW YORK 7, N. Y. 


Established in 1869 
& 


—————— 





———, 
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“The Handsomest 
Man’s Expansion Band 
Ever Designed!” 


Tha He-Man" among men's bands — 


extra wide, boldly handsome, extra rugged. 


GRAD-U-A-TED expansion causes 
springs to stretch in the center first. When 
wrist expands with activity or tempera- 
ture change, the continuity of design 
near watch is never disturbed. Also cush- 


ions watch against jarring. 


GRAD-U-A-TED EXPANSION 


ee | 
; he F Inest Watch Bands Are tin PS 
KESTENMADE pepe 
“Through Your Wholesaler 


KESTENMAN BROS. MFG. CO., 280 KINSLEY AVE., PROVIDENCE 3, R. I. 
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R20 /C 
Fluted 
All Sterling 





R500,C 
Round Fluted 
All Sterling 


Skilled craf 
‘beauty anc 
com aye 
oniered | be: 


New York 
FRED W. MARKS 
. BIS Fifth Ase, 
. .. New York. N, Y. 


70 


R600/C 





id West 
fOWERMAN 


: Colédao, Hi. 


Round Fluted 
All Sterling 








R720/C 
Barrel Fluted 
All Sterling 





: crn: coal an 


“WILLIAM PEACH . oe ah ie . 7 
231 Pine Street 23. INE STREET + PROVIDENCE 3+ R=: 


- Preavidence 3,R 
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Columbia Diamond Ring Dealers 


EXCLUSIVELY YOURS! 


w or 
7/4 + THe Gem oF © 


NEW, PATENT FEATURED 
“MASTERPIECE SETTINGS” oj 


Pat. Pend. 


MOST DRAMATIC ADVANCE IN DIAMOND 
RING APPEARANCE IN OVER 50 YEARS! 


Now, that ultra-exclusiveness heretofore found only in the most 
priceless of rings is brought within the means of your customers. 





Patent featured, "Masterpiece Settings” is that touch of distinction 
that will set your diamond ring department apart! You'll be someone 
Special in your city and your diamond ring department will show it 
because “Masterpiece Settings” are different . . . only available in 
Columbia Diamond Rings ... and will only be seen at authorized 
Columbia Diamond Ring A gencies. 








| Ever Created For 


‘ned With 


Br ne Ne 


A Product of AXEL BROTHERS, Inc. 


eianesm mince / 21-10 49th Avenue, Long Island City, N. Y. 
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ity ov? 
* THE Gem OF 
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“You Have Sold Over Ten Million Watchbands 
Made by FOSTER in Our Attleboro Plant” 


EWELERS: You know FOSTER 

quality, for you have sold over 10 
million bands which we have made 
for others under contract. And, be- 
lieve me, I know what I'm saying 
when I tell you that the FOSTER 
FITS-ALL line, which is our line, is 
the finest of all. With the develop- 
ment of the patented FITS-ALL end 
for our men's bands, we decided to 





offer bands with a combination of 
features you cannot get in any other 
line. We have started national ad- 
vertising and retailers the country 
over are coming around to our way 
of thinking — that the Foster line is 
the one to get behind for the long 
pull. If you have never had a man's 
FITS-ALL band to try out, I urge you 
to try our offer on the opposite page. 





William C. Boots, President 
FOSTER METAL PRODUCTS, INC. 
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NATIONALLY 
ADVERTISED 


Smashing ads in Collier’s have 
already appeared to stimulate 
the gift feature of the FITS- 
ALL. 


TESTED 
FOR SECURITY 


Report No. E 1121 (April 27, 
1950) by the famous U. S. Test- 
ing Company showed “no 
loosening effect’ in a 500,000 
flex test. 


FULL LINE 
BEAUTIFULLY PACKAGED 


The Foster line is complete 
with both men’s and women’s 
bands, in all combinations of 
links, mesh, snakes, and full 
and semi expansion. 


‘This Band Alone Can Lick Your 
Watchband Inventory Problem 


The adjustable FITS-ALL end that locks at any lug spacing between %” 
and %" enables you to get wanted designs in a small inventory of 
_ Foster men’s bands. One of our 6-on assortments gives you everything 
» you need in the way of variety, and you can sell any of the six items to 
: any customer. Think what this means in extra sales, with no unsaleable 
odd items that may not sell in years. 





EFFICIENT 
PRODUCTION 


The one-piece eyelet construc- 
tion in FOSTER bands is a 
quality feature that means 
trouble-free wear for users, 
and service free sales for you. 








ASK YOUR WHOLESALER: 
which retails for $11.50 F. T. |. and costs you $4.25. Order one NOW 
and try out the FITS-ALL end. 


The band shown above is our No. 3010 
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A message about the 











An example of security with Omega...the famed Omega Automatic, 


world’s best value in the quality “automatic” field 


illustrated: 14K gold-filled with 18K gold applied-figure dial, $71.50*. Also now available: the Omega 
Water- Resistant Automatic, gold-filled, 18K gold applied-figure dial, $95*; Duo-purpose Automatic for 
dress and sport, 14K gold top and sides, stainless steel back, water resistant, sweep-second hand, $145*; 
and the matchless new ‘‘Seamaster’’ Automatic Chronometer that has everything, in 18K gold, $400*. 


*Retail prices, Federal Tax Included 


O/VVE GA 
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watch that is most respected 





everywhere in the world 


—O/WEGA 


This is a down-to-earth business fact: 








the Omega franchise is the most cilt-edged security 
a jeweler can have in watches. The soundest 
form of investment. Thousands of jewelers know 


it...and know the reasons why: 


Jewelers’ own shop records prove that Omega requires less servicing, 
less adjustment than any other watch in its class. 


Omega’s fame for unrivaled accuracy, dependability, and value has 
made Omega the best-selling quality watch in the world today. 


The supply of Omega watches has never out-stripped demand. It is the 
most widely distributed watch in the world. 


Omega’s entire program is geared to help the jeweler maintain a profit- 
able business investment. 


Stock Omega for Gilt-edged Security! 


‘ 
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NORMAN M. MORRIS WATCH CORP. - 608 FIFTH AVENUE - NEW YORK, N.Y. 


For AuGustT, 1950 75 





ThE OF © 6% 588 FSP OEE TRH ETEO REEL ET OH CCOERE SOR OOH ED EY CEREEEE EEDA E CECE EM 





eecmnenncnucnncna a 


yA 


KRSB Ss 


eeaae 





AUTOMADE 


MEANS 


FINEST QUALITY 
STERLING and GOLD FILLED 
10K 14K 18K 


exclusively thru wholesalers 


cv 
AUTOMATI® . 
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only ONE has the 


Wyler 


incafle x 





BALANCE WHEEL 


fully guaranteed against shock 


? 


AUTOMATIC Yi YSTH/ 





No. 8125/S (Left) Men's Weatherproot and presenting the new, smartly 
Dynawind, stainless steel case. . $65.00 fashioned LADIES’ Dynawind, 


No. 28131 (Center) Men's Dynawind, No. 8145/S Weatherproof, stain 
ore) fo Mall I-Xe Maen t= Sy $67.50 less steel case $65.00 


}7 lewel precision movements 


Wyler Watch Agency, Inc. * 630 Fifth Avenue, New York 20, N. Y. 
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Gice your wholesaler your order or reorder today 
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in WHITING & DAVIS Ma 


Fall ushers in a glittering gift season for the 
jewelers of America...and Whiting & Davis has 
created the fascinating fashions your customers 
will seek. Handsome bags . . . trim cigarette cases 
... Slim wallets— each designed with the superb 
craftsmanship that has made Whiting & Davis 


fashions the supreme choice for generations. 


Display these golden and silver hued gifts in 


/; for the Gala Season 





your store... the gifts that will answer your 
customer’s desire for quality products, beau- 
tifully fashioned. Whiting & Davis Co.., 


Inc., Plainville. Mass. 


WHITING 


& DAVIS 
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To “Gild the Lily’’ has never been necessary adjective nor superlative is necessary to emphasize 


when presenting ROLEX. Both the critical Jeweler this simple fact...for the past twenty years 
who sells them, and the fastidious ‘Leaders of ROLEX Wrist Chronometers have received 85%, of 
Industry’’ who wear them, are simple attestation all official Swiss Government testing laboratory 


to their leadership. To the initiate, neither certificates granted the entire watch industry. 


ROLEX 


580 FIFTH AVENUE * NEW YORK 19, N. Y. 
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THE AMERICAN ROLEX WATCH CORPORATION ® 
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Di Roma 


Sales Representatives 


"We'll be Seeing You" ae 


Ludwig Furth 


AT TH a SH OWS I Edward M. Goldner 


Maurice J. Karpeles 


Jack Knarre 
NEW YORK, AUGUST 14-17 CHICAGO, AUGUST 27-31 : 
Bernard Regnier 


Waldorf-Astoria, Booth 109, Balcony Stevens Hotel, Booth 48, Main Floor Ed Seibt 
BOSTON, SEPTEMBER 3-7, Parker House Clyde R. Thompson 


Lyman Williams 


You need the Religious merchandise which will be on display at our booths, Lyman John Williams 


to serve dequately the great Catholic buying public in your community. 
REMEMBER, to all Catholics, Rosaries, Medals and Prayer Books are 


NOT luxuries but NECESSITIES — essential to their daily Religious life. 


KARPELES ROSARY COMPANY 


73 DORRANCE STREET © PROVIDENCE 3, RHODE ISLAND, U.S.A. 
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COMPLETE with 1/20 14xt 
GOLD FILLED INITIALS. 
1/20 14xt GOLD FILLED TOP; 
stainless back. 





YOU ATTACH INITIALS IN A JIFFY! 





FOR A KING! Here’s How You Put “KREISLER WATCHBAND SHOCK” 
y YOUR COUNTER, IN YOUR WINDOW...AND IN YOUR STOCK! 











SIO) 











WALCHDAND 








look at this terrific line-up in Assortment 766: 


72 “Your Signet” Initials—all.1/20 14 KT 
Gold-filled—and exchangeable as 
needed—Your Cost $9. 


FIRST SALE PAYS 
FOR THE INITIALS — 


because Kreisler gives you 


NO CHARGE—1 “Your Signet’ Watch- 
band FREE—to retail at $10.95! 
Net return to you after tax is $9.12! 


Seventeen (17) “Signet” Watchbands— 
assorted sizes and colors—for an all- 
out promotion and profit at $3.50 per 
band—or total cost to you of $59.50. 


4 Wo Charge— 


for this superb counter display 
—rich, magnificent velvet (7/2 
inches high, 11% inches wide, 
10 inches deep)— it’s FREE! 


t! No Charge— 


Lights! Action! Sales!—in this 
dramatic window display (16 
inches high, 15 inches wide, 7 
inches deep)! Ingenious, ex- 
pensive, valuable—but to you 
it’s FREE! 


: Complete cost of Initials and Watchbands... $68.50 — NET RETAIL VALUE... $179.25* 
} at's wd You Don’t Pay One Cent For These Displays! 


ACT NOW: MAIL ORDER FORM ON NEXT PAGE TODAY! 


*plus Federal Tax 
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YOUR OWN INITIALS 
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ACT NOW! 


USE THIS CONVENIENT 
| ORDER FORM AND 
MAIL TODAY. 


Jacques TX noioler mec. corr. 


NORTH BERGEN, NEW JERSEY 
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Indicate Quantity 


“YOUR SIGNET” Assortment #66 
Includes: - 
72 assorted 1/20 14 KT GF. Initials 
SOD IGE) F GEBO eh MOE. + oo cc ccccesescecs 9.00 


1 “YOUR SIGNET” Watchband (1/20 

14 KT G.F. top) (#12091, reg. yellow) ...No Charge 
17 “YOUR SIGNET” Watchbands (1/20 

14 KT G.F. top) at $3.50 each............ 


#12091 regular—9 yellow, 2 white, | pink 
#12090 short—2 yellow, 1 white 
#12092 long—1 yellow, | white 


1 Velvet Counter Display .............. No Charge 
1 Illuminated Motion Display ........... No Charge 


DOPE GSE noc ccccccs SER 


STORE NAME 
ADDRESS 
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Men's “GOLDEN VOYAGER" 
Assortment #69 Includes: 
12 men’s expansion bands (1/20 12 KT 
G.F. top) on Velvet Merchandiser at 
SP GO, 6 6000s ececeecessns0en 


Ladies’ “GOLDEN FLAMINGO” 
Assortment #70 Includes: 
12 Ladies’ expansion bands (1/20 12 
KT G.F. top) on Velvet Merchandiser at 
CRUG GO nc ccccnccnescescensent 


a OT 
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CITATION... the most beautiful watch in the world 


EMBRACEABLE... the smartest way to a woman’s heart 


CALENDAR... tells the time accurately, tells day and date automatically 








WATER-RESISTANT... not a drop of water can get in 


SHOCK-ABSORBING watch of guaranteed accuracy 


TODAY, more than ever before 


BENRUS MEANS MORE BUSINESS 


See us at the NATIONAL ASSOCIATION 
OF CREDIT JEWELERS CONVENTION, 
Stevens Hotel, Chicago. Benrus Booths 
Nos. 37 thru 41, August 28-31. 





See us at the AMERICAN NATIONAL 
RETAIL JEWELERS ASSOCIATION CON- 
VENTION, Waldorf-Astoria Hotel, New 
York, August 14-17. 








GET PROFITABLE “New-Mountings-for-Old’’ BUSINES 
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GOLDSTEIN-GERSON co. 


Creators of Patented ‘'Pairette”’ Diamond Duettes 


126 West 46th Street, New York 19, N. Y. 


ARTHUR GOLDSTEIN °* JULES GERSON °« A. W. (Patty) COHEN 
A. B. GRODMAN *¢ IRWIN GOLDSTEIN 


PU 
<alrette 


TO WORK For yoy 


Comes with 18 Superb 
New, Fast-Selling 


Pairette Diamond Mountings 


from. 300 per carat to Ve carat sides.” tt he ; 
ail the necessary “eye” appeal that quickly 
becomes ‘“‘buy’’ appeal. Available along _ 
with it are 18 matching ‘‘Pairette’’ diamond 
wedding rings — all made right, styled 

right, priced right. Put this tray to work 

for you and watch your sales grow. 


MATS AVAILABLE ON REQUEST 


CONSULT YOUR WHOLESALER 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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ond Diamond Rings <»»-' 


nufacturer. There is no 


e direct from the ma 
ze of transactions. 


profit lost in a ma 
Bond has the fnest quality diamonds . -- Bond creates 
and designs their own exclusive mountings - - ° Bond 
has the facilities and know-how fo 9 you that extra 
ecial customer may require. That is why 
ways the shortest line from source to 


your stor 
time wasted or 


ive 


service A SP 
the ‘'B”’ line is al 


profitable sales. 
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‘ <, aL eae, Lat 
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BOND for Quality e BOND for Price 


A product of SCHUMAN &% DONCHI Inc. 


PL LEP Ie. 


ween o- 
SRS CR SS 
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SE A ca CON NTION 

NEW YORK, Waldorf eos on a mage 
oria, Room 921 ¢ CHICAGO, Hotel 5 
’ evens, Booth 14 
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), wide, 11” high 
and 81/, deep 
displays 4 combinations 


ee 





, revolving turn-table 








TUNE IN. ON A BEAUTIFUL SALES PICTURE WITH THE 


in your window, or in your store, it will help you SELL MORE! 








BOTH 
G a sHOWS FULL DETAILS FROM YOUR WHOLESALER .. . NOW! 
Bl 
THIS Ta in 
° e 
Waldorf Astoria . Chicago | fe y .. 7 y .' T e) 8) ~ C o a, Pp y.. od 4 


ATTLEBORO <—maratHon > MASSACHUSETTS 


Quality ... made by jewelers, for jewelers, to rigid jewelry store standards 














De Bruce 


ANNIVERSARY CLOCK 


(400-DAY) 


WITH THE REVOLVING PENDULUM << 











Pee Wet, 











On hap pinnnin s* ss ata o 
oN AAS 


Requires winding only once a year 


Here is the clock for your better trade, particularly now, at the new 
reduced price. It is a replica of an old museum piece, and under the 
glass dome, the revolving pendulum turns rhythmically back and forth. 

125" high, 77g" base, polished 


brass case and pillars; two-tone 





NEW IMPORTATIONS silver dial, with embossed figures. 
A complete assortment of 

Cuckoo Clocks to retail 

from $15 to $75. Write NOW AGAIN 


for detailed descriptions ATTRACTIVELY PRICED 


and come in to see our ex- 
ceptional values in clocks 
and watches. Write for booklet and price list 











WALTER KOCHER & CO. 


17 West 57th St. New York 19, N. Y. 
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They May Buy 


46 Jewelry Gifts 


| IN 1950 






gifts on major occasions, ranging around the 


Ketel nist 05's 


Treg 


calendar from Father's Day to Christmas ... 


ee 






may buy at least 46 separate gifts every year. 
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YOU ARE INVITED TO A PREVIEW of 
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... by LUSTERN 
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As exciting as opening night . . . the whole fashion world is 
applauding these new GLAMOUR JEWELS. Emerging from the 
designers studios in glittering golden and silvery Lustérmetal, 
GLAMOUR JEWELS are enhanced by myriads of simulated 
baguettes, emerald cuts and pear shapes, in an extensive series 
of original themes. Here’s FASHION JEWELRY that every woman 

will want... here’s HIGH STYLE for every feminine costume... 
here’s a chance to put YOUR STORE in the “Vogue” gallery. 


AS ALWAYS, SOLD THROUGH THE WHOLESALER. 

Ea 

LUSTERN LOUIS STERN COMPANY, rrovivence- Rr: 1: 
a Ul att 


NEW YORK e PHILADELPHIA e CHICAGO 
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14K Gold 
Cultured @aae ae 
Pearls & | yee iy 
Sapphires 
14K Gold 


+597 


A.BLUMSTEIN inc. 


Manufacturing 


37 WEST 47 STREET « NEW YORK 19, N. Y. 


CHICAGO: Columbus Memorial Bldg. © SAN FRANCISCO: 657 Mission St. 


~ 


SEE THE EXCITING NEW TREND IN SMARTLY STYLED WATCHES AT BOOTH NO. 5, ANRJA CONVENTION 
FOR AuGusT, 1950 89 





the new leader 


every woman - ee 
loves a mystery — 
Our ''Mystére” Silhouette watch 
. vivid red hands on the jet 
black center's rim show the time 
clearly. The back and face are 
transparent, unbreakable. 
Seventeen jewel movement. 
Black suede strap. 


Stainless steel . . . $71.50 
Yellow gold plate . 90.00 
I8K gold 175.00 


Juvenia's Mystere... pceuiaans Fed. tax incl. 


‘AND JUVENIA WATCH AGENCY, Inc. 


a precious import from eee G04 Fifth Ave., New York 20, N.Y. 


Switzerland ... featuring the -FSESS, SN 
simplicity of design 
that is the keynote of smart fashion... the striking 
ovale Tialoliin mislehme) o)ol-celmromislert— 
who seek the unhackneyed. 
PNmidelattelela-talm clela aah a-1el mial= 
17 jewel movement... fascinates the woman 
-or the man... who wears it — ze 


stimulates curiosity ... conversation... and sales. 


in fashion watches 


. with all the 
ise and Accuracy 


dalohmmalel-Mmadaleldelat-laba-ve 


RIUM A-Jalko Mt iala- Es TA8) 


Yo} olaliierehi=lo mm el-telel= 
will be seeing this and 
other Mystere ads 

als TiMn eh Zelahicmasleleleraial=< 


maialismielimelaremal=) 4mv1-Ye] 


1860 Factory at La Chaux-de-Fonds, Switzerland | 


JUVENTA watch acency 


604 FIFTH AVENUE, NEW YORK 20 
Chaux de Fonds, Switzerland 


Factory at La 
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CHOKER and EARRING SET 
with Multicolored Stones 
Detachable Pin 


Genuine Onyx 
CHOKER and EARRING SET 


EXCLUSIVELY THROUGH WHOLESALERS 


SOLD 


CARL-ART, inc. 


PEOVIBENCE + RAO OE i'StANOD 


FOR AUGUST, 





Jin ted ae 


: 
. 
: 
s , 
: 
x 
® 





ae ee ee oe ee, 


THRU YOUR WHOLESALER 
The hand of Parco is skilled in 


the design of distinctive rhinestone 
jewelry. Women wear Parco pieces 
with pride, with dignity . . . without 
ostentation. Stones in Parco’s 
White Magic are free from the 
acid that darkens and dulls 
inferior rhinestone jewelry. 
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chuls watch e4 


10) aa, | OL Org RY LOTR) 


304 EAST 45th ST, NEW YORK 17,N. Y. 


*Reg. Trade Mark 
524,530 


Reg. Trade Mark 
522,818 











A COUPLE OF 
GOOD NUMBERS 


to look up at the Jewelry Shows— 
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SURPRISES AWAIT YOU! 


YOU OWE IT TO YOURSELF TO 
G 


SEE THE NEW FAST-SELLING 
PRECISION VASR| cove LIGHTER DIVISION — AeSeR CORP. — BROOKLYN 1, N. Y. 


PROFITABLE NUMBERS ABOUT 
LALLA 








TO BE INTRODUCED BY.... 
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NATIONALLY ADVERTISED 


HYDE PARK WATCHES 








The watch which is dependable, and 
economically priced. Exclusively designed 
in latest smart styles of exceptional 
values and quality. 


The most complete one brand line. 














Visit Us 
at Booth #406 


ANRJA Convention 
Hotel Waldorf-Astoria, N. Y. 
August 14-17 














THE WATCH 











Cordially inviting you to the showing of the 
complete new Glycine models. Glycine watches 
continue to retain their same fine quality 

as they have for the past century. For your diamond 
watches insist upon Glycine movements. 


*CONSULT YOUR WHOLESALER. 


Emil Leichter Watch Company, wc. 


551 FIFTH AVENUE, NEW YORK 17, N. Y- © MURRAY HILL 2-8726 
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DIAMOND MOUNTED 


WEDDING RINGS 

RING MOUNTINGS 
MATCHED RING SETS 
FANCY RINGS 

LINDE STAR SAPPHIRES 


GUARD RINGS 
(Rubies—Sapphires—Emeralds) 


WATCH ATTACHMENTS 
BRACELETS 
BROOCHES 
WATCHES 





FINE SPECIAL ORDER WORK 


Designs and Estimates Furnished 








BEST VALUES IN THE INDUSTRY— 


‘For a Quarter of a Century” 


J.L. BRANDT C0. 


MAKERS OF FINE DIAMOND JEWELRY SINCE 1928 G ae Be 
» EAST 47th STREET, NEW YORK 17 
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c B All [ il Geweled Lwiira CTovka 


...for desk and boudoir 








No. 7852 8-day — 7 jewel TWIN DIAL desk clock. 
Lustrous satin-gilt-finish case. Silver-finish dial with 
raised gilt numerals. Height 53%"; Width 5°; Depth 2° 





"3 Retail price $42.50 


plus tax 

















Wo. 777. 8-day — 7 jewel DESK or BOUDOIR 
alarm clock. Gilt metal fluted case with decorative 
metal base. Silver-finish dial with raised gilt numerals. 


No. 771 8-day —7 jewel boudoir alarm clock. Gilt 
metal fluted case. Silver-finish dial with gilt numerals, 
luminous dots and hands. One key winds time and alarm. 


Height 2-7/16": wij “ e 
ght 2-7/16 ; Width 21"; Depth | Luminous dots and hands. One key winds time and alarm. 
Retail price $14.95 Height 43"; Width 5°; Depth 2” Retail price $21.50 
plus tax 


plus tax Prices on West Coast slightly higher 


HiT nationally known - mechanically perfect - fully guaranteed TO 


See Us at the ANRJA 1950 Show, Aug. 14-15-16-17 ALSO NACJ — Exhibition Hall 


Booth No. 502 — Le Perroquet Suite, Waldorf-Astoria, N. Y. Stevens Hotel, Chicago, Aug. 28-29-30-31, Booth No. 50-51 














OOM Quckd Bwiss Mam Clocks 


... for traveling 
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No. 77 8-day — 7 jewel traveling alarm 
clock. Genuine leather case. Silver-finish dig 
with luminous dots and hands. One key wind; 
time and alarm. Available in Blue, Pigskin, 
Size: 33% x 3% x 1%" 


Retail price $17.50 plus to, 


bs 
eae 





No. 112 40-hour — one jewel traveling alarm clock. 
Attractive simulated leather case. Gilt-finish dial with 
full luminous figures and hands. Available in Maroon, 
Tan-Pig, Size: 33%, x 3% x 1% 

Retail price $12.45 


plus tax 


No. 773 8-day — 7 jewel traveling alarm clock. 
Folding gilt etched metal case. Silver-finish dial with 
luminous dots and hands. One key winds time and 
alarm. Size: 3-11/16 x 2%, x 1%," 

Retail price $19.95 


plus tax 


No. 7850 8-day — 7 jewel traveling alarm clock with automatic No. 7854 8-day — 7 jewel ROLL TOP traveling alarm clock. A most 
calendar. Fine quality genuine leather case. Silver-finish dial with day unique creation. Finest quality genuine leather. Clock automatically 
and date indicators. Luminous dots and hands. Available: Red, Pigskin. raises to vertical position when roll top is opened. Luminous figures and 
Size: 3-5/16 x 3 x 1%" hands. Available in Pigskin. Red. Size: 354 x 2-7/16 

Retail price $32.50 plus tax x 1-5/16" 


Retail price $27.50 plus tax 











Prices on West Coast slightly higher 


JT nationally known - mechanically perfect + fully Suaranteed | 


See Us at the ANRJA 1950 Show, Aug. 14-15-16-17 ALSO NACJ — Exhibition Hall 
Booth No. 502 — Le Perroquet Suite, Waldorf-Asioria, N. Y. Stevens Hotel, Chicago, Aug. 28-29-30-31, Booth No. 50-51 








Mocks 
... for boudoir 








n No.718 40-hour — 7 jewel boudoir alarm clock. Round gilt- 
finish metal frame set with simulated stones. Colors available: 
Rose, Aqua, Crystal. Silver-finish 


dial with gilt numerals, luminous dots and hands. Height 2%’; 
Width 3”; Depth 11 


Retail price $17.95 plus tax 


No. 741 40-hour — 7 jewel musical alarm clock. Enamel 
metal case trimmed with bright gilt frame and enriched 
with gilt floral designs. A most unusual creation. Silver- 
finish dial with gilt numerals designed to typify the musical 
scale and clef, luminous dots and hands. Available in 


Blue, Maroon. Height 5°; 
Width 4”; Depth 2” 





Retail price $18.95 plus tax 
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No. 710 





, ; 40-hour — 7 jewel traveling or boudorr Brocaded alarm No. 173 40-hour — 7 jewel boudoir alarm clock in gilt frame with 
clock. Silver-finish dial with gilt numerals, luminous dots and hands. easel. Set with simulated stones alternating Crystal Baguettes and col- 
Available White, Black. ored round rhinestones. Colors available: Peridct, Aqua, Rose, Topaz 
Size: 3% x 3% x 13%” Height 5°; Width 5’; 
Retail price $15.95 plus tax Depth 1", 
' 





Prices on West Coast slightly higher 


WT nationally known mechanically perfect 
See Us at the ANRJA 1950 Show, Aug. 14-15-16-17 
Booth No. 502 — Le Perroquet Suite, Waldorf-Astoria, N. Y. 


Retail price $33.50 plus tax 
fully guaranteed 


ALSO NACJ — Exhibition Hall 


Stevens Hotel, Chicago, Aug. 28-29-30-31, Booth No. 50-51 























Phinnej Walker 


Distinctive Desk and Traveling Clocks 






yowenet 














parent 


No. PW27 30-hour traveling alarm, 
Smallest and thinnest American-made clock. 
Simulated leather case in Tan, Maroon, Blue 
and Tan-Pig. Silver-finish dial, full luminous 
figures and hands. Size: 3% x 3% x 1%" 


Retail price $8.95 plus tax 


No. PW26 30-hour traveling alarm. 
Simulated leather case in Blue, Tan-Pig, 
Marcon and Tan. Silver-finish dial, full 
luminous figures and hands. Size: 4-3/16 
x 3-9/16 x 13%" 

Retail price $8.95 plus tax 


No. PW20 30-hour time clock. Combination cigarette or card-box, 
Gilt-etched dial. Available in Tan-Pig or Maroon simulated leather case 
with gilt-finish metal ornamentation. Height 134°; Width 6°; Depth 4¥," 
Retail price $9.95 plus tax 
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No. PW32 30-hour time clock with 22-year perpetual calendar. No. PW15 30-hour time traveling clock. Attractive simulated leather 
A most unusual American creation. Bright gilt-metal case with easel. case. Silver-finish dial with full luminous figures and hands. Available 
Silver-finish dial. Height 4”; Width 4”; Depth 14%,” in Maroon, Tan-Pig, Blue and Tan. Size: 4-9/16 x 4-1/16 x 1% 

Retail price $9.95 plus tax Retail price $6.45 plus fax 


No. PW16. Same as above in smaller size: 34% x 3% x 14,” 
Retail price $6.45 plus tax 





Prices on West Coast slightly higher 


WHT nationally knowns mechanically perfect - fully Suaranteed rill 


See Us at the ANRJA 1950 Show, Aug. 14-15-16-17 ALSO NACJ — Exhibition Hall 
Booth No. 502 — Le Perroquet Suite, Waldorf-Astoria, N. Y. Stevens Hotel, Chicago, Aug. 28-29-30-31, Booth No. 50-51 














An irresistible gift! 

A spacious 10!/, x 71/4 x33," 
Suggested Retail: $9.95 
(No Federal Tax) 

Your Cost: $5.50 


Breathtakingly beautiful YF 


. .. new and original jewel box by Mele to thrill the feminine 
heart. 


Silver-toned Brocade with floral design of gold, pastel 
green, wine and royal blue . . . in contrast to the Ivory 
gracefully contour-moulded plastic frame. Dresden blue 
satin-lined lid and full depth velvet lining. Exquisitely 
feminine. 


See the complete Mele line of 
Jewel Boxes and Musical Jewel Boxes 
at our showroom. 


Complete Catalogue upon request 





MELE manufacturing company, inc. 
366 Fifth Avenue, New York |, N. Y. 
Established 1912 


Manufacturers and exclusive distributors of all Mele products 
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ever, Fidelis Rosaries; There Are No Finer Beads' Design 
ii rosaries must satisfy the public’s desires and at the same time 
carry the elements of lasting appeal. Each ornamentation, each 
detail must be perfected to the minutest degree. To produce the 
finest rosaries, it takes the touch of the Artisan, and Fidelis has 
accepted this responsibility. To present the utmost. in quality 
rosaries to your customers — Stock i 


ly the finest rosary 
o produces DEV 
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Sold only through wholesalers 
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Z) 5 ULATED . 
SHOWROOM OF 
ARLES / 
mon f > : 
| J. A. DEKNATEL : SON EB pEARLS - 
eLAWLES® Manufacturers of Simulated Pearls ; 
Z BEAUTY 
ae, IS NOW LOCATED AT 
t 
gh MULA Z ij eis of t 
Z 366 FIFTH AVENUE Zs* 
4 AY 
peants OF L2 clan 


PENNSYLVANIA 6-3963 


When visiting the ANRJA Convention and Trade Show 
in August, be sure to visit us at Room 975 in the Waldorf, or at the 
above address and see our new simulated pearl creations for Autumn 
1950. Complete line of Necklaces, Earrings, Bracelets and Pins. 


Selling direct to Jewelers. Write for Price List. 


(SEE YOU AT BOOTH 240—NATIONAL JEWELRY SHOW—CHICAGO) 


J. A. DEKNATEL & SON 


Established 1868 


OFFICE AND FACTORY SHOWROOM 
96-20 222nd ST. » QUEENS VILLAGE, L. I., N.Y. 366 FIFTH AVE. » NEW YORK CITY 
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40 worth saving! 


Order this new Gruen Material Cabinet, today! .. .. 








~~ Fis= 


Size: 134%4” x 10%” x 3%” 


Contains 296 parts. If bought sep- 
arately they would cost $99.45. 


SPECIALLY PRICED 
A master assortment of 296 genuine Gruen Watch parts | 
containing mainsprings, crowns, hands and other material $§ 9.00 


parts which will service the most popular Gruen models. 


Complete information on interchangeable parts given in . 
charts supplied with cabinet. CABINET FREE 
Fine, mahogany-finish, two drawer steel cabinet. Standard 
size adopted by Watch Material Dealers Association of 


America for convenient stacking. Mail Coupon To Your Authorized 


Provision made for future addition of parts for new models. ° a 
Gruen Material Distributor 
CABINET INCLUDES FOLLOWING: 


21 Balance Staffs servicing 66 models 

17 Stems servicing 72 models 

16 Intermediate Bridges servicing 40 models 

17 Winding Pinions servicing 68 models 

15 Clutch Pinions servicing 68 models 

16 Click Springs servicing 62 models 

16 Setting Springs servicing 62 models 

21 Detents servicing 65 models 

38 Detent Screws servicing 65 models 

32 Lower Bal. Cap Jewel Screws servicing 67 models 


FILL IN. ATTACH TO YOUR LETTERHEAD 


and mail to your regular Gruen Material Distributor. 


Please send me the Gruen Material Cabinet No. 150, complete with 
296 Gruen material parts, specially priced at $59.00, as advertised 
in JEWELERS’ CIRCULAR-KEYSTONE. 








JEWELER 
19 Mainsprings servicing 64 models 
36 Plate Screws servicing 67 models 
12 Pr. Hands for Ladies’ Watches ADDRESS 
14 Pr. Hands for Men’s Watches 
6 Crowns CITY STATE 








THE GRUEN WATCH COMPANY 


Material Sales Division ¢ Time Hill, Cincinnati 6, Ohio 
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BECAUSE it is the only expansion 


bracelet that is completely new and differ- 
ent. Glamorizes old watches, enhances new 


watches. 


BECAUSE it is a labor saver. No 


gadgets to fuss with, no filing, no time 
wasted in attaching... Automatic 
Universalok* ends custom-fit all standard 
watches. Anyone can do it! 





BECAUSE it is the only expansion 


bracelet that offers features no other brace- 
let in the world has. Compare the Quadra- 
Flex ... you'll find there’s nothing that can 


compete with it. 


BECAUSE over-all superiority sells 
it on sight at a value-full price that permits 
a full-measure jewelry store mark-up that 
insures consistent profit with every sale. 





BECAUSE i: gives comfort never 


before achieved in expansion bracelets... 
Super-fine, guaranteed quality, 1/10-12K 
gold filled top, non-corrosive, stainless steel 
lola Game Ach i-lamelaleMdaleld @le-tiitielile 


BECAUSE i: gives you flexibility 


never before achieved with its four-way 
super-cushioned spring action that assures 
a soft, glove-like contour fit, which em- 
braces the wrist without pressure. 





BECAUSE Apex Quadra-Flex is the 


only expansion bracelet in the world that 
has the ingenious Universalok* ends that 
lock automatically in a jiffy and stay locked. 
Easy to attach. 


*Patent Pending 


SOLD ONLY THROUGH 
AUTHORIZED WHOLESALE 
DISTRIBUTORS 


BECAUSE Apex Quadra-Flex sup- 
ports you with an intensive, all-inclusive 
sales promotion and advertising program, 
without charge! 


WEN YOU SHOW 


ZA BECAUSE W 





"YOU'LL SELL EME 


MAKERS OF FAMOUS APEX WATCH CASES 
OLD TRACK ROAD, GREENWICH, CONN. 


‘eee ~~ ORR 
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You get the advantages of: 


1. Lower Prices because of large volume 
production. 


2. Choice of your own merchandise pages. 


3. Wide choice of nationally advertised mer- 
chandise and other lines. 


amples Sent Free 


Write us today and we will gladly send you samples 
of our direct mail catalogs without cost and without 
obligation to you. 


, fs aS 


5. J. SURNAMER C ey inc. NATIONAL 


JEWELRY FAIR 
370 7th Avenue ‘eal lien Ucite 


ew York |, N. Y. BOOTH 262? 


oe 
LOngacre 4-6650 ANRJA CONVENTION 
NEW YORK 
BOOTH 
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New Type Tableware 





Lovely as sterling silver yet costs 
far less than fine silver plate 


Diamondware is the new modern tableware! It’s 
beautifully designed, gracefully shaped, perfectly bal- 
anced —just like sterling! BUT! Diamondware, made 
from a special extremely hard metal, never tarnishes 
... never needs polishing! Diamondware comes 
packed in a new type chest, too—the Butler’s Tray! 
An open chest with enormous merchandising value! 


Every woman a potential customer 
Women who’ve been longing for a lovely set of table- 
ware. Women who already have complete sets of 
sterling or silverplate—they’ll all want this new tar- 
nish-proof, labor-saving tableware! 


To be introduced nationally in | 1] 
September 4 | al 
Big, full-page ads begin in the September Good zg og 
Housekeeping and House Beautiful, followed by still 
more full page national magazine support in October, ; | ,, : 
November, December! So get your order in now for | J ia 
Diamondware! Merchandising aids—special display “i / r 

pieces, mats, radio announcements and free counter 
folders for general distribution or mailing are available. 


named hwaanee 


Two lovely patterns designed by the world-famous Raymond Loewy | 


Noi: See this new tableware at 
A. N. R. J. A. Show National Jewelry Fair 


Waldorf-Astoria, New York Stevens Hotel, Chicago 
August 14 to 17—Room No. 945 August 27 to 31—Booth No. 286 









Silver Grape 





Ge 











Patino 
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sensational new Butler’s Tray 






NO EXCISE TAX 


Service for 6 






with Butler’s Tray 
$2QHVIS 
BUTLER’S TRAY RETAIL 
| Choice of natural hardwood or silver gray! 
AQ Sw \ CONVENIENT- Slides in any drawer. Keeps _Diamondware 
olor always orderly . . . always at housewife’s fingertips. 


PORTABLE-— Makes table setting easy. Place Diamondware 
direct from tray to table. Carry anywhere—porch, terrace, yard. 


DECORATIVE-—Stunning as a wall rack. Handsome as a side- 
board ornament. Offers novel way to keep and display Dia- 
mondware in dining room or alcove. 


1949 NORTH CICERO AVENUE ° CHICAGO 39, ILLINOIS 
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J. J. SCHMUKLER & SON, INc 


Cordially Invites A.N.R.J.A. CONVENTION JEWELERS to 
VISIT ROOM 4E WALDORF-ASTORIA AUGUST 14-17 
And Their Air Conditioned Show Rooms and Offices 


ROCKEFELLER CENTER, 630 FIFTH AVENUE 











We are presenting a New Pattern in 


TUDOR* PLATE 


By Oneida Community Silversmiths 


$53.45 value to retail for 


ONLY *39,95 


YOUR CUSTOMERS SAVE $13.59, [te ana 





Offer available in all TUDOR PLATE patterns 
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SERVICE FOR CREDIT JEWELERS Ny 


fy] THAT TELLS THEIR STORY Oe 
AS IT SHOULD BE TOLD... : 
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Recently started . First offered to stores 90 days ago. Already being used 






by 150 retailers, many of them the most prominent in the industry. More 























being contracted for daily (exclusive to one store in a city). Those who 


have signed up tell us they have been waiting for years for a Service such 


as this. 


% Layouts, ideas, and human-interest illustrations of a character 


never before offered in syndicated form. Strong , promotional , 
eye-attracting. Designed to sell merchandise! 





% Scratchboard art work of the highest caliber, all done by us, 





for our own use exclusively. 


* A merchandising Service as well as an advertising Service . 





Merchandised by a thoroughly experienced alert staff, in daily 
contact with all leading manufacturers. 


% Published six times yearly (every two months). Each issue con- 
tains approximately 70 complete ads-a total of 420 yearly. 
Each issue illustrates approximately 265 individual items. Examples of Our 
* Mats supplied for every individual ad and merchandise Scratchboard Art 
illustration. Text supplied for all ads. 


~ 





Priced reasonably — within the budget of the average three issues — write or wire us. If your city is still open, 
store. From the way contracts are coming in, the Service our representative in your territory will show it to you, 

should be placed in many additional cities by the time with no obligation on your part. (We cannot submit 
this ad appears. If you wish to see copies of the first samples by mail.) 


()q- 4ee the Soice our fncth (No. §) at the fuvelons Comvention 
a The Waldo New Uk Cote Auguit 14-17. Un ot the 
Chicayo Commention Aug uit 27-31 (orth 304), Hetel Stevens, 


A CRAMER-TOBIAS-MEYER SERVICES + 515 Madison Ave. N.Y. Plaza: 











HOLT G mutrimopor Pencn 
Spe Veuatile Pencil of Comunou 


Colors 


rohaaeiel| 


om \\ in One 


Quality 


Pencil 


Jewelry-crafted ...Precision-engineered... 
Guaranteed for Mechanical perfection... 
‘sTokd.¢-1e Mmm ob Aum LohsA-10d 0] Mmalohilolale] MolohA-Tair dials 
all year ‘round and impressive sales aids. 
Smart models retail from $4.50 to $100. Also 
3-color models $4.00... Write for sales data. 


= NORMA PENCIL CORPORATION, Norma Building, 137 West 14th Street, New York 11, N. Y. 


Exclusive West Coast Distributors: Fred L. Lee and Company * 448 S. Hill Street, Los Angeles, Calif. * 704 Market Street, San Francisco, Calif. 
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See for yourself how 


Registered-Insured 


DIAMONDS 


give you an extra 
sales advantage. 
..-help you sell 
faster - easier 


&. A. Clausin & Co. 
| Ri 3 


DISTRIBUTORS OF Princess REGISTERED - INSURED DIAMONDS 


eee 





It’s a Traffic BUILDER! 
...a new Profit 
LEADER for you! 


Jefferson’s dynamic new electric 

clock is the SALES STAR wherever it 
is displayed. The gold-plated hands 
appear to “float” without support on the 
“see-thru” crystal dial, yet it keeps 
perfect precision time. Sensational 
curiosity appeal stops traffic . . . stirs up 
sales at a record-breaking pace. The first 





major new clock development in years. 
Ultra-smart — unlimited home and gift 
appeal, at a mass-market price. Nationally 
advertised. Tie in . . . cash in today, for the 


greatest clock sales in history! 


LOOK FOR THE ‘‘GOLDEN HOUR" 


ELECTRIC CLOCK AT YOUR | electric clock 


WHOLESALER'S BOOTH AT THE SHOW 


JEFFERSON ELECTRIC COMPANY, Bellwood, Illinois 
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| Dou Juan 


RESILIENT* STAINLESS STEEL 


CLASP-ON WATCH BAND FOR MEN 





*pESILIENT: Springing back, 
rebounding. 








Pat. No. 2511333 
Des. Pat. 143816 





Retail $3.95 beta" Retail $6.50 stus.Fetr™ 
with chrome clips with 1/20 12 Kt. Yellow gold 
to match white watches filled clips to match gold watches 


ALL 10 KT. GOLD RETAIL $75.00 PLUS FEDERAL EXCISE TAX 


The sensationally new DON JUAN wrist band is a 
revolutionary patented development in a clasp-on type 


watch band. 


The ingenuity and practical “know how” of American 
metallurgists, technicians and manufacturing jewelers 
developed this article to the final perfection exhibited 


by DON JUAN. 


Utility-wise DON JUAN reflects jewelers’ craftsman- 
ship — sturdily built — brilliantly styled. 





e Resilient stainless steel... . non-magnetic .... non-corrosive .... 
does away with wrist irritation. 

e Shaped to fit the contour of the wrist .... most comfortable to wear. 

e Shock-absorbing . . . . patented adjustable clips to fit most watches. 


ORDER NOW Wrist sizes: Small 61/4 ‘’ —- Medium 65/3’ — Large 7°’ 


Dow Gua WAN BANDS = 2cteosense 





SOLD THROUGH AUTHORIZED WHOLESALERS 
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! Al OVER 800 PAGES 
1950-51 


COMPLETELY REVISED! JEWELERS’ 
UP-TO-DATE! BUYERS 


Classified listings for all 











Retailers, Wholesalers, 
Manufacturers and 
Watchmakers seeking 
| Profitable NEW Items as 
well as Basic Sources of 
Supply and Service! 


DIRECTORY ISSUE 





‘se ee eee 
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ACT AT ONCE! THIS IS A LIMITED PRINTING! ee wm ee 
See “How to Order” instructi — [HERE'S WHAT] 
ee “How to Order” instructions below. | JEWELERS SAY BS 
If you have already reserved a copy of the new GUIDE, SEs ABOUT THE GUIDE: HES 
be sure to notify us of any recent changes in your firm S54 “invaluable to jewelers’ fF 
name or address. Do it today to assure prompt delivery! S225" Seattle, Wash. 
7 “4 “Ideal buyers’ guide” 
NE Wi! att tHe Latest JEWELRY Sesten. Sess. 
sssscicg “Worth Weight in gold 
INDUSTRY CHANGES FROM COAST-TO-COAST! 224 Dayton, Ohio 
ALMOST 1000 ADVERTISEMENTS! MORE THAN EVER BEFORE! - 7"Can't be without one” 
© 100’s of NEW S om ss Detroit, Mich. 
$0 ources of Supply and Service! 2a Necessary accessory” fF 
@ 100’s of NEW Trade Names! Firm Names! Phone Numbers! S255 Washington, D. C. : 
@ 100’s of NEW Illustrated Lines and Prices! 274 “Most comprehensive” es 
@ 100’s of NEW Illustrated Catalog Offerings! ccd New Verk, &. ¥. be 
@ 100’s of NEW Advertising and Promotional Offerings! Se ae te us 
@ 100’s of NEW and Exclusive Item Offerings! Sed ob yse it daily!” poe 
| Los angeles, caiit. =f 
NOW !/ Permanentiy BOUND WITH A HARD COVER! | complete and informative’) 
sao Miami Beach, Fla. Se 
| The NEW 1950-51 GUIDE has everything YOU need and 1 “Book is wonderful!” oe 
will want to know: Names, Addresses and Telephone Numbers of thou- Sos —§ Chicago, Ill. Ee 
, ; Sg “Big time and work saver Fe: 
sands of manufacturers, wholesalers, importers, repairers plus many See a 


other listings essential to your business. Yes — complete coverage of 
the entire jewelry industry! All indexed and cross-indexed by types of 
merchandise and service! Arranged alphabetically and geographically 
by city and state in 69 separate BUYING classifications! 


It's All in the 1950-51 GUIDE! Find it in a Jiffy! Se ee eS 
WHO MAKES IT @ WHO SELLS IT @ WHO SERVICES IT ss be 





ee en ee ee 0 9 9 I Mee wwe ww www we wwe eee 
aa) 6m i it—‘“‘“‘“‘“‘“‘<‘(‘(‘ é‘(‘(‘(‘( ( ‘(a als” S%tijy; ZRII SSS SSS SO 


HOW To be absolutely sure of getting your copy of the new 1950-51 Di 
BUYERS GUIDE plus 3 “JBG‘ NEWSLETTERS that keep you up-to-date on the market, just pin 


TO $2.00 check or money-order with your name and address to this ad. Mail it back TODAY! 
MONEY BACK GUARANTEE — and use the GUIDE for 10 days— if not completely satisfied 
—just return it. and your money will be refunded immediately. 


ORDER: Reserve YOUR copy now for early delivery! ACT AT ONCE! This is a LIMITED PRINTING! 







_eeeeeeeeeeees 

See eeeS SSH SS EEOSTOEESSOSSESHSSSHSESESHEHSHSSSEHSHSE SESE OS 600 Ose eo eee? 

Oe © © 0 6 6 8 6 Oe se PH SEHSHSH SEH SSSHESHE STS SHEHSSHEHSSSEFH SS EHEHHOEO 2 OO Oo Or rege oo eet 
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oe’ e © 0 8 be 8 oO OO THEO ESESSEESCHSSESSESHESHSSCHESSOESSEEOEESHOES SSO. o 0.00%. °, "5 5 oo 0 Oe 
ove e's ce G0 6 8 ee 8 fF OOOH HEE TOSS SOEHSESHESEHESOESHSESHHLE SS 6 oO 0.9.0 69,9. 9%, oo 0 0 8 

0 ee 0's 6 66 o's 6 OOO OOS OHH OSOE SESE OSHS EHSS PHOS HHESEFE EEE SF 0.0.0.0,%,%,*s re 9 2 + 0 08 
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FARRINGTON MANUFACTURING 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 39, MASS. 
CANADIAN PLANT: FARRINGTON MFG. CO., LTD., 1191 BATHURST ST., TORONTO 4 


DISPLAY PACKAGES ° JEWEL CASES . METAL 








COMPANY 





FARRINGTON ... the name that means 
Packaging Wizardry ...has done it again. 


Here, quite literally, is a package built not alone for 
a product, but actually around the product. 


The Microtone Company needed a package which would 
display its hearing aid, afford it full protection, and 

house the unique Microtone dry cell battery charging unit... 
a package to last as long as the product itself. 


This extreme long-life factor naturally excluded from 
consideration any but a metal-frame package. 


And Farrington’s unmatched experience in planning, 
designing and ge the finest of fine packaging made 
Microtone’s choice 0 package-supplier a logical one. 


However complex your packaging problem, it will pay you 
well to get the full facts on Planned Packaging by Farrington. 
A consultation will not obligate you in any way. 

Will you write us soon? 






PACKAGED BY 


ltt ington 





SPECIALTIES + GHARGA-PLATE SERVICE 





























Trade Mark 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
EW YOR K PROVIDENCE CHICAGO 

















FOR THE 


first time 


Porsonaliyad | ON PRICE TICKETS . 


WINDOW DISPLAY AT NO ADDITIONAL COST 
SERVICE 








OFFERS YOU 

























Only Coronet offers you a window display service 
that is completely three dimensional; each month's 
service beautifully emphasizing the “Reason for 


Buying” in your store. 


Only Coronet uses as many as 7 to 10 different 
colors in its window display service giving your 


window “eye appeal” as well as “buy appeal”, 


And now, Coronet is the only display service that 
gives you a complete set of price tickets “personal- 


ized” with your own store name. 


r Coronel DISPLAYS 


614 West 51 Street, New York City 





4 7 

‘ 

- We are interested in your monthly display } 

E service. Kindly send your set for a 10 day i 

Ww Rr wy 2 Ww ‘ free trial. i 
If at the end of the free trial period we = 5 

' find the display satisfactory, we agree to i 

Send for a ten-day FREE trial of our & pay $10.00; Mog we shall return same : 
monthly display service. If you like without any further obligation. 
it, and wish us to continue snip- NAME TOPE TETELECELETEEELETELi J 
ments, we will supply “personalized ’ ‘ CS + kitaidasnneeeneesenwen j 
price tickets with all succeeding ree aera : 
shipments. PRICE TICKETS NOT SOLD SEPARATELY , 
“ A 

iy on ok On ene ke Oe oe Ue Ue Ue UG. US. Ue UG UG GEG 
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ELeo IDENTS 


in GOLD FILLED 





Family Tray Unit #770 


SPECIAL DEAL 


PY ee ae ae oe A eee 
BRACELETS & TRAY’ */S Sf is fg fF lal, 


assorted for boys, 
girls, men, women 


Your Cost #55 °° 


Suggested Retail 
Selling Price 


987.15 1.1. ¢ 1/20 12K Gold Filled * Heavily Made * Hand Tooled 
¢ Finely Polished * Fully Guaranteed 


Now you can feature Elco gold filled Idents in Special Deal includes a Family Tray Unit fea- 
Family Tray Units. Elco Idents can‘t. be beat. turing gold filled bracelets in a variety of sizes 
They‘re ideal for every gift occasion. Elco’s and styles. Order Elco’s Special Deal now! 


See Your Wholesaler 


MILGLO JEWELRY COMPANY 
302 Fifth Avenue, New York I, N.Y. 
Chicago: Harold Charmack, 36 South State St., Chicago, Ill. * Pacific Coast: Max J. Newman, 57 Post St., San Francisco, Calif. 
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Sears 


We 








ve Nes 





ulova “Goddess 
of Time” Box 









The Arrow plant has all the facilities — creative and manu- 


facturing — necessary for the design and production of 


distinctive packages. Here, under one - roof, the develop! 
ment of a “tailor-made” package advances from the designens 
original idea to model-making, to engineering and-then to 
final production. This controlled process has enabled 
Arrow to produce some of America’s most distinguished 
packages. Arrow craftsmen combine keen creative talent 


with sound merchandising “know-how” to custom-fashion 

















boxes that command attention and increase sales. Arrow 


Sears, Roebuck 
Watch Box 


consultants offer their service as to the best procedure 
in metal, plastic, fabric or other techniques and will gladly 


call on you to discuss your packaging needs. 





Manufacturing 
Company, Inc. 





567 Fifty-Second Street, West New York, New Jersey 
Canadian Plant: 91 Brandon Avenue, Toronto, Ontario 
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SPECI : : ? VN AND PRODUCTION OF DECORATIVE BOXES AND DISP 
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Size 62° x 934” 
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NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 
ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 








Selling points on karat quality, rolled gold plate and os 00 
electroplated articles are backed up with the authority of P 
the printed word, compiled by experts in these fields. aie ene 
Terms in allied fields such as china and glass are also 
explained in detail in easy to understand language. HARD COVER BOUND 
In one comprehensive volume, THE JEWELERS’ DIC- IN RICH BLUE CLOTH 
TIONARY contains an invaluable wealth of information— WITH GOLD STAMPING 


indispensable to the jeweler, watchmaker, gemologist, 


advertising man; in short, to anyone seeking information ORDER TOD AY 


pertinent to the jewelry and allied fields. 
FOR IMMEDIATE DELIVERY 
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| ] 
AUTHORS ) a | ! 
Dr. Frederick H. Pough THE JEWELERS’ CIRCULAR-KEYSTONE ! 
; F ; 
Curator of Gems and Minerals of the oo Se Oe ! 
American Museum of Natural History ; New York 17, N. Y. 
I 
—_ : Please send me a copy of the revised JEWELERS’ 1 
Director of j DICTIONARY. Enclosed find $6.00 
Bowman Technical School ' 
C. M. Hoke | ee is enclosed ! 
Consulting Chemist ; Money order ......... is enclosed 
Jewelers’ Technical Advice Co. 
ere ; 
' 
Check or money order must ! an , 
accompany all orders. ee ne er a eee es eae . 
| 
1 
DO NOT SEND CASH ) errr P. O. Zone No........... a ee 
i 
URUCULRSETT CL CLT ELSA EST LLLERELERECE SESE LLECCRRRE CAEL ESC ERERCLEERRARESTRREELEE See a! 
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Ransroam® Wyle 
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‘, iy JEWELRY COMPANY. ING. 
22-14 40TH AVE., LONG ISLAND CITY 1, N.Y. 
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The Lighter the World Has Been Waiting For! 





Lua MMULs | : 


THOUSANDS OF LIGHTS from a Single Filling! | 


NO TRANSFER OF FLUIDS from one chamber to > 95 oo) | ||| oe : ' 
7 HH § §©=MAGIC 


another. Everlasting wick is in constant contact 
WHEEL 


adjusts flame 
to Hi for 
pipes and 
cigars— 
LO for 
cigarettes 





with fluid at all times. 

















PRECISION BUILT... like a 
fine watch. 

STREAMLINED . . . beauti- 
fully balanced; fits the hand, 
FEATHER LIGHT... only 1% 
ounces. 

VISIBLE FUEL SUPPLY .., 
clear Lucite fluid chamber 
shows at a glance how much 
fluid is left. Thousands of 
lights from a single filling! 
CONSTANT EVEN LIGHT. 
Light it, pass it—flame 
won't die. 

EVERLASTING WICK... 
never requires replacing or 
cleaning. 
MAGNIFICENTLY PACK: 
AGED in individual satin- 
lined clear plastic gift box, 


—~——sm_mC6¥xW 





the tighter the Markl thes Boon Waiting Fee! 


: / fat 
ummm 17 LLL 


trom Une 


oo 


No. 401/6 .. . Self. . 
selling display unit of | No finer lighter can be bought at any price than the revolutionary 


pce tre teal new DUO-LITER. Magic Wheel adjusts flame to HI for pipes and 
plus handsome ' 7 , 
two-color photogra- cigars; LO for cigarettes. Crystal Clear, Golden Amber, Nile 
phic display card. Green, Rose Petal Red transparent Lucite. Magnesium-aluminum 
Electros,photographs, = qiloy body and cover, chrome-plated. Metal-to-metal hinged— 
catalog sheets, adver- . ' . 

tising material avail | cover won't break off. Completely different—truly, the lighter 
able. the world has been waiting for! © (PATENT PENDING) 


FULL DISCOUNTS 


SANFORD PRODUCTS CORPORATION 
3669 OLIVE STREET © ST.LOUIS 8, MISSOURI 
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8X — TRAVEL ALARM — Simulated leather 
Retails at $7.95 
11 — EASEL ALARM — Gleaming chrome 


Retails at $7.95 
12 — SWIVEL — Gilt or chrome finish 


Retails at $12.50 
10A — TRAVEL ALARM — Genuine Morocco leather, 
jewel movement 


Retails at $14.95 
750X — TRAVEL ALARM — (not shown) 


ulated crystal, genuine leather 
Retails at $12.45. 


20S — LUGGAGE ALARM — Natural cowhide saddle leather 
Retails at $12.50 


10B — FOTO ALARM — Top grain cowhide saddle leather 
Retails at $14.95 


20C — VANITY ALARM — Morocco finish cowhide leather 
Retails at $9.95 
120G — MODERNE — Sim. onyx 
Retails at $8.95 


oe en nan so nnn a ee re a EE TS ne ee eee penne mer eee meee en ane = mmm om 


132H — PROVENCAL — Genuine leather 
Retails at $7.95 





ALL ABOVE CLOCKS HAVE ALARMS, RADIUM DIALS AND HANDS 
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—the most sensitive and highly 


perfected mechanism ever developed 


for protection against shock. 


Exhibit B: 


0,000,000 











_ —the number of watches today 


equipped with INCABLOC! 





See the INCABLOC exhibit at the ANJRA show... 


see for yourself the working principle which makes 





7, 8, REG 


IN FORTUNE THE “FOOLPROOF”: SHOCK ABSORBER 


THE AMERICAN INCABLOC CO., 366 Fifth Ave., New York, N. Y. Factories: La Chaux-de-Fonds, Switzerland 
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Rem-V-Lope is more than a return enve- 
lope...it is outgoing envelope, correspond- 
ence and return envelope combined into 
one, result-getting, mailing-notice medium. 

No additional stationery is required. 
Users like Rem-V-Lope convenience be- 
cause they need simply detach the flap, 
insert their remittance or needed informa- 
tion, stamp and mail. 

You achieve the appearance of first 
class mail, pay only third class postal rates. 
You save in clerical cost, postage and sta- 
tionery. And your notices go out promptly, 
easily...no lists, no notices to type, no 
folding, no stuffing, stamping or metering. 


Most important of all—you get results! 
You get replies because Rem-V-Lope. is 
impersonally direct, persuasive and easy 
to use. 

Now, with credit for retail buying at a 
high level, it’s vital to control slow-pay 
accounts. That’s why more and more 
stores of all sizes are using Rem-V-Lopes. 
They keep delinquency down without im- 
pairing customer good will. Customers 
buy more where their credit is good. Don’t 
let your customers spend your money 
somewhere else! Use Rem-V-Lopes to get 
your money in, keep your accounts “open 
to buy.” 


Write today for your copy of Folder KD 597, “REM-V-LOPE”. 
Address Management Controls Reference Library, Room 1357A, 
315 Fourth Avenue, New York 10, or call our office near you. 








~~ 
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THE FIRST NAME IN BUSINESS SYSTEMS 


Copyright 1950 by Remington Rand Inc. 
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READERS’ BOOK SERVICE 

















For the Gem Expert, Connoisseur and Student of Gemology 28. ENAMELLING ON METAL Louis & Elie Millenet $9.50 
29. THE PREPARATION OF PRECIOUS AND 
1. GEMS AND GEM MATERIALS 
din, emus ditiaaanes $4.00 OTHER METAL WORK FOR ENAMELLING 
H. de Koningh $2.50 
2. A KEY TO PRECIOUS STONES L. J. Spencer $3.50 
3. GETTING ACQUAINTED WITH MINERALS For the Skilled Watch and Clock Maker, the Apprentice and Student 
George L. English $3.25 —— 
). Si Bend $3.00 WORK W. J. Kleinlein $3.50 
, 31. RULES & PRACTICE FOR ADJUSTING 
: ae oe nemo sa = WATCHES W. J. Kleinlein _— 
ol. 32. PRACTICAL BENCHWORK FOR HOROLOGISTS 
7. FAMOUS DIAMONDS OF THE WORLD $1.25 ‘eciihe caih ienaiath aaiin $5.00 
8. INTRODUCTORY GEMOLOGY- Robert Webster $3.50 33, SCIENTIFIC TIMING _ Charles Purdom $6.00 
9. GEM TESTING B. W. Anderson, B.Sc., F.G.A. $5.00 34. KEYSTONE WATCH REPAIR RECORD BOOK $2.75 
10. GEM CUTTING J. Daniel Willems $3.50 35. WATCH ESCAPEMENTS Dr. James C. Pellaton — $3.50 
11. POPULAR GEMOLOGY __&. M. Peart $4.00 36. THE SCIENCE OF CLOCKS AND WATCHES 
12. GEMSTONES _. F. Herbert Smith $8.50 (2nd Edition) A. L. Rawlings, Ph.D. $5.00 
13. GEM IDENTIFICATION CARDS 37. HOROLOGY J. Bric Haswell, F.B.H.I. $4.50 
Wilburt M. Draisin $7.50 38. WATCHMAKERS & CLOCKMAKERS OF THE 
WORLD (Enlarged 2nd Edition) G.H. Baillie $10.00 
For the Jewelry Repairer, Engraver, Designer and Enameler 39. PRACTICAL NOTES FOR THE WATCHMAKER 
(French-English Edition) G. A. Berner $3.50 
14. JEWELRY REPAIRERS’ HANDBOOK 40. PRACTICAL WATCH REPAIRING 
J. G. Keplinger $1.25 Donald De Carle $5.00 
C. A. Jakobb $25.00 Harold C. Kelly $2.75 
16. JEWELRY AND ENAMELING 6. Pack $3.50 42. WATCH AND CLOCKMAKERS’ HANDBOOK, 
17. REFINING PRECIOUS METAL WASTES DICTIONARY AND GUIDE F. J. Britten $6.00 
C. M. Hoke $6.00 43. KNOW THE ESCAPEMENT (New Edition) 
18. ART MONOGRAMS AND LETTERING Barkus Watchmakers $5.00 
J. M. Bergling . 
(Special 16th Edition—Paper Cover) $2.00 44. ee ee & ADJUSTING $3.00 
17th Edition—104 Pages—Paper Cover $5.00 en 20 ee oan 
19. METALCRAFT AND JEWELRY . nai : 
Emil F. Kronquisé $3.00 46. TIME AND TIMEKEEPERS _ VP. I. Milham $2.95 
20. AB C OF MODERN ENGRAVING Villiam Kassel $1.00 47. MODERN METHODS IN HOROLOGY — 
21. TESTING PRECIOUS METALS _C. M. Hoke $2.00 onan a ae : 
22. RINGS THROUGH THE AGES Henry B. Fried $4.95 
James R. McCarthy $2.50 
23. GEMS AND JEWELRY TODAY On Silver for the Jeweler, Collector and Antiquarian 
Marcus Baerwald and Tom Mahoney $10.00 
24. 3,033 RETAILING IDEAS Emanuel Lyons $3.50 49. ENGLISH SILVER (1675-1825) 
Stephen G. C.. Ensko and Edward Wenham $5.00 
26. JEWELRY, GEM CUTTING & METALCRAFT FOREIGN _ S. B. Wyler $4.00 
W. T. Baxter $3.00 51. THE STERLING FLATWARE PATTERN INDEX 
27. JEWELERS POCKET REFERENCE BOOK 1949 Edition Without Binder $15.00 
Robert M. Shipley $2.75 With Leather Binder $20.00 
52. THE JEWELERS’ DICTIONARY (New Second Edition) $6.00 
Fw ee eee ee ee eS me eo ER ee eens eat ae ae ae ae ae GF Ge Ge ae ae ae ae ae eSetetaet ee ase ae ae ae ae ae ae ae ae ae ae ae ae ae = op ae Ge ae ae ae Ge ae Ge ae ae oe Ge Ge ae GS Ge Ge ae ae Ge Ge Ge Ge os Ge at 
THE JEWELERS’ CIRCULAR-KEYSTONE . 100 E. 42ND ST., NEW YORK 17, N. Y. 


Please send the following book postpaid: 


1—2—3—4—5 —6—7—8—9 —1 0—1 1 —1 2—13—14—15—16—-1 7—18—1 9—20—21—22—23—-24—-25 —26—-27 
28—29—30—31—32—33—34—35— 36—37—38—39—40—41—42—43— 4445—46—47—48—-49—_50—51—52 


[|] CHECK [] MONEY ORDER [] FOR $........ is attached 

Nome .... 0... ce cc cee ccc neeeeeeeneees xe sc anadnkbeebakiadsukwSe 644bne tbe cKene reer esess ae 

BP sche bebsethdiunas uensesemunsaseessssevausiesesedl eee ae ee ee 
Check or money order must accompany all orders. Do not send cash. Prices subject to change without notice. No books sent on approval. 
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Gorham Mfg. Co.'s #668-1, mahogany drawer 
chest. Brass handles, drawer pull and nameplate. 
Top space holds 132 pieces. Drawer for extras. 


Marshall-White’s Cameo chest made of Plaskon*. 
Old ivory or mahogany color. Fadeproof, scratch- 
proof, easy to clean. Holds 150 pieces. Lined with 


Eureka Mfg. Co.'s #102 chest. Metal cover sup- 
port. Partitioned wells. Tailored style knife rack. 
Fine grained wood. Holds about 150 pieces. Lined 





Lined with Pacific Silver Cloth. Pacific Silver Cloth. *Reg. U.S. Pat. Off. with Pacific Silver Cloth. 





How do chests help sell silver? 


Your taste in packaging can bring silver business to 
you instead of to your competitor. You owe it to your- 
self to look at these handsome new lines of silver 
chests, all lined with Pacific Silver Cloth—the only fab- 
ric that positively prevents silver tarnish. They'll give 
your customer lifetime satisfaction because Pacific 
Silver Cloth positively keeps silver sparkling bright 
without polishing. 





nly 


PACIHC 
Silver 


Cloth 
positively 
orevents 


silver 
tarnish 


Are Pacific Silver Cloth linings always labeled ? 


Yes—they are never sold unbranded. Look for this 
label as proof you are getting genuine Pacific Silver 
Cloth. Ordinary chest linings have little or no tarnish- 
retarding ability. Tiny silver particles imbedded in 
Pacific Silver Cloth absorb hydrogen sulphide from the 


air, prevent it from reaching your silverware. 


Where can I get Pacific Cloth Chests ? 


Outstanding manufacturers of silver chests and many 
silverware manufacturers offer chests with Pacific 
Silver Cloth linings for jewelers who insist on the best. 
Pacific Silver Cloth chests make silver more salable, 
keep customers satisfied. If you would like Pacific 
Silver Cloth chests in attractive new designs for fall 
and winter selling, contact your silverware salesman 
or write directly to the makers of the chests illustrated. 


~d 
| 

| 

| 

| 

| 

i 

| 

| 
J 


PACIFIC MILLS, Dept. R-8, 

214 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in wraps__, chests__, hollow ware 
bags_—., place-setting rolls__, packets__, made with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 
tive literature. 



























McGraw Box Co.’s Cos- 
mopolitan drop-leaf 
table chest. Mahogany 
top and front. High 
grade locks. Brass 
l 

















pulls. Holds about 200 ~— 
pieces. Lined with Pa- Positio Dept 
cific Silver Cloth. 
Store 
ks PACIFIC Silver Cloth ' =" 
S / Vi CL O ‘em Zone State 
MADE BY PACIFIC MILLS I ccactesseieaccenenen canines saemeineniiiecamien sien aniaeiaenannaeeaienadnmnal 


FoR AuGcusT, 1950 123 











* 


Tl rst AMONG SILVERPLATE LINES 


Tit ST AMONG INDIVIDUAL PATTERNS 


2200 jewelers were asked these 
three questions, and here are 
their replies: 


What manufacturer of high-grade sil- 
verplate makes the best line of patterns? 
Community 45.7% 

Brand B 26.4% 

Brand C 12.3% 


What pattern in high-grade silverplate 
is your best seller? 

Evening Star (Community) 13.2% 

Coronation (Community) 11.6% 

Pattern C 10.5% 

Pattern D 10.3% 


What is your second best seller? 


Coronation (Community) 11.3% 
Pattern C 10.8% 

Pattern D 8.3% 

Evening Star (Community) 8.0% 





No wonder Community means sales... and profits . . . for you! 


And wholesalers said the same 
thing . . . Community patterns 
are tops in popularity! 


Wholesalers’ replies to question: 
What manufacturer of high-grade sil- 
verplate makes the best line of pat- 


terns? 
Community 63.3% 


Brand B 42.9% 


What pattern in high-grade silverplate 
is your best seller? 


Evening Star (Community) 61.2% 
Pattern B 8.2% 
Pattern C 6.1% 


What pattern is your second best seller? 


Coronation (Community) 30.6% 
Pattern B 20.4% 
Pattern C 14.3% 


No wonder Community advertising features Community patterns! 


No wonder we urge you to profit more by displaying and 


selling Community patterns! 


This coast-to-coast survey proves once again that Community 
patterns are the patterns most customers want! 


COME ALONG WITH 


* TRADE MARKS OF ONEIDA LTD. 


THE FINEST SILVERPLATE 
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_At the conventions—and all year round 


(especially this 100th-Anniversary Year) 


Artcarved sings 
in Frofit-huilding 





te a ee ae © a —EEE—— — 
pn, 
—_ — P| 





he *Profit-builder ‘1 





4 he Tie in with the coast-to-coast 
promotion of Elizabeth Taylor 

as she appears in MGM’s “Father 
of the Bride.” This lovely star 
will attract attention (and sales) 
all through the year. Call your 


theatre manager today and find 


COO 


out when the movie plays your 
town. Then ask your Artcarved 


op rpaseen wevton salesman about Artcarved 


as the lovely bride in . ;  . 
the MGM production merchandising pieces to tie in 


“FATHER OF THE BRIDE” 
with this exciting promotion. 


Artcarved* 100th-Anniversary values are your best line... 








your customers’ best buy! 


BELOVED BY BRIDES FOR 100 YEARS (1850-1950) 
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arc ahead 
Fromotions for you! 
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“+ Profit-builder LOO 


The Truth 
Stinuey pene 


Every nine days throughout the fall, 
another 1OOth-Anniversary Artcarved 
advertisement in LIFE and LOOK 

will help you sell Artcarved diamond 
and wedding rings. These two great 
magazines will deliver 282,918,000 
reader-messages to prospective 
customers. And to top off this 
tremendous campaign, there’s a 
special, additional campaign that 
means even more profits for you! 


Watch for the complete story! 


J.R. WOOD & SONS, Inc. 





creator of 
Artcarved® «a WOODCREST* 
diamond rings * TRADE MARKS REG, 


216 E. 45th STREET, NEW YORK 17, N. Y. 
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Cups ex Trophies 


In Silverplate and Sunglow 






Featuring a wide variety of cups in Sunglow- 
jewelers’ yellow bronze finish (non-taxable). 
Other styles available in silverplate. Tro- 
phies available in Sunglow only. Figures eee at | 4 
available in Junior and Senior sizes VA Se 
for all popular sports. Heights quoted 


are average. 


Sunglow cups on black plastic pedestals with Sunglow engraving bands. 
Also available without band. 


Height Keystone Height Keystone 
No. Inches Price No. Inches Price 


1263B— 5!/4, with band—$ 6.24 1266B—10!4, with band—$15.60 
1264B— 614, with band— 7.62  1268B—1534 with band— 22.68 
1265B— 814, with band— 12.00  1266B—I0!/4, with band— 15.60 
1269B—I8 with band— 26.64 





Quality trophies on attractive walnut finish wood bases 
with Sunglow figures and engraving shields. 


Height Keystone 
No. Inches Price 


1361 —10 —$ 9.36 
1362 — I114— 10.02 
1363 — 131, — 10.68 


Trophies on handsome black plastic pedestals with Sun- 


glow figures and engraving shields. 
Height Keystone 


No. Inches Price 
1301 | Available only with Junior- 7!/, $ 5.76 
1302 | size sport-figures 8 6.00 
1401 | Available only with Senior- lI 11.46 
1301 1402 size sport-figures 11/7 (12.12 





BROWN & SON, INC., Wholesale Jewelers 


723 Chestnut Street, Philadelphia, Pennsylvania 
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An Authentic 


CaAQUUTE 





INU. | on tHe H/T PARADE” ror Fatt 


... will be advertised in EAGUULL. 











. - in maroon plastic presenta- 


tion box with velour pad. 
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To keep your 
clock sales rolling... 


SESSIONS 
“KITTY-BELLE” 
ALARM 


No. 496A ° 





Retail 


No. 496AL. Same with luminous hands and numerals ... $4.95* 
Sessions “Kitty-Belle” Alarm is 4” wide, 334” high, with 334” dial. 


This new Sessions beauty is the latest sensation in a 
featured line of electric alarm clocks, among the most 
popular clocks of their kind. 


od 
The Sessions ‘Kitty-Belle” offers new and exciting C2SSIONKUS 
modern styling in a new dainty size . . . at a just right 


price! Of course, like all famous Sessions Clocks it is 
dependable, smooth-running and kitten-quiet (“not QO C) 
even a pur-r-r!”). And best of all sales features, it has 


the patented Sessions ‘Tru-Bel’”’ alarm—not a buzzer! 
Right now, “Kitty-Belle” is just the alarm to wake SELF-STARTING ¢ ELECTRIC 
up lazy sales for you! Better stock up now to benefit from ae 
, me ed by 
generous national advertising! ee 
#07 


\) 
45 anvranstd HE 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 


In Chicago: The Merchandise Mart Plaza ¢ In San Francisco: Western Merchandise Mart «¢ In Canada: Northern Electric Co., Ltd., Montreal, P.Q. 
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The Arvin profi 
starts with 


4040 


The Arvin story starts with 40 per cent 
dealer discount. . . the longest discount in 
the electric housewares industry. AND you 
don’t have to buy in carload lots to get it. 

But Arvin’s EXTRA discount isn’t the 
whole Arvin story. Arvin’s high quality, 
service-free products protect your full profit. 
Arvin’s consistently superior promotions 
and powerful advertising—both national 
and local—back up each Arvin product, 
move the merchandise off your counters, 
help you pile up profits. 

Get the Arvin story now. Write, wire, or 
phone for name of your Arvin distributor. 





ARVIN AUTOMATIC TOASTER 


Styled with outstanding beauty for quick 
sales! Engineered for amazing efficiency to 
stay sold! Makes uniformly delicious toast, 
as light or dark as wanted. Cushioned pop-up. 


Hinged crumb tray. Inspection 
knob. Insulated walls and han- x 50 
dles. Sta-Warm Shelf. Keeps ex- 

tra toast warm until needed. 


ARVIN INDUSTRIES, Inc. 
Columbus, Indiana 
(Formerly Noblitt-Sparks Industries, Inc.) 


es 
Sr ie dix. 
ARVIN LECTRIC GRILL 


A beautiful, dependable cooking appliance 
with 95 sq. in. of cooking area. Toasts, fries, 
grills, heats liquids—even pops corn! Tight- 
fitting lid prevents spattering. Aluminum 


cooking surface distributes heat T 0 95 





evenly. 8 spout; cool plastic 
handles and knob; 4 plastic feet; 
6-foot cord. 


See us at the Jewelry Fair! 


Space 220-221 « Stevens Hotel, Chicago * August 27-31 
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,... Versatile, Profitable 


Arvin Leaders 





Build a highly profitable electric house- 
wares section in your store—with 
Arvin’s fast-selling products, Arvin’s 









Most usetul applance / 
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Instant eye appeal! Instant common-sense appeal to every woman who cooks! 
Grills, fries, bakes, toasts! Cooking area equals 3 ten-inch skillets. Pre-seasoned 
waffle grids clip on in a jiffy to make a fully automatic waffle baker. Heat con- 
trol; signal light; insulated handle and base; drip spouts carry off excess grease. 
No-crush sandwich spacers and recipe book included at no extra cost. 








TABLE OVEN 


Wi. 71 (G Leciric Cook Jf ‘ —— a : 
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Most versatile electric kitchen appliance ever offered! All the conveniences of 
the Lectric Cook—plus the luxury of an electric ‘‘second”’ oven! Bakes rolls, 
cakes, pies, roasts meat or fowl; also serves as warming oven. Chrome finish 
inside and out; heat indicator. Warming oven can be used while cooking on 


open “door.’’ Table Oven with Lectric Cook, less waffle grids, priced at only Ovenonly, $8.95 







40% discount, and Arvin’s terrific ad- 
vertising and sales promotion program 
to insure your continuing success! 








Bee 






Soca i ea 


ARVIN AUTOMATIC IRON 
GUARANTEED FIVE YEARS! 


A truly modern iron at a money-saving 
price! Fast heating, fast step-down, saves 
ironing time. Automatic heat control for 


all fabrics. Ever-cool comfort- 9 5 
grip handle. Light weight (3 $9 








lbs.) saves hundreds of pounds 
of lifting in a year. 





ARVIN DUAL CONTROL IRON 
GUARANTEED FIVE YEARS! 


Queen of all deluxe irons! Exclusive Magic 
Watchman ends risk of scorching, saves 
wasted effort. Extra long 8-ft. cord, re- 


versible for right or left hand 95 
ironing; double thumb rest. $ 
Weighs only 3 lbs., saves tire- 
some lifting, ends wrist strain. 


All Arvin Electric Housewares are listed by 
Underwriters’ Laboratories. 
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DIAMOND DIGEST 


CREDIT 





Jewelers all over the United States 
have learned from experience the many 
advantages of buying diamonds from a 
reliable and strong house such as 
Arnstein Bros. & Co. Consider, for 
example, the matter of credit. 





Jewelers who went through the bad 
times in the early 30's understand 
fully how important it is--if they 
have to owe money-——to owe it to a sub— 
stantial firm. In those trying days 
many confidential arrangements were 
made so that merchants were given a 
new lease on business life without the 
matter becoming public. It was rela- 
tively easy to accomplish this when 
the debtor merited consideration and 
only a few sound and large creditors 
were involved. But when there were a 
substantial number of creditors, many 
difficulties were encountered, includ— 
ing public meetings which put unneces— 
sary mental burdens on jewelers. 


Liabilities are now going up. It 
seems timely, then, that jewelers 
should watch those liabilities and see 
that they are in reasonable proportion 
to their assets and are concentrated 
in the hands of not more than one 
strong diamond house and three or four 
other wholesalers of kindred lines. 


Remember, too, that credit is also 
vital during normal and prosperous 
times, such as we anticipate for sev— 
eral years. Many important jewelers 
today tell us frankly that their 
growth was due, in part, to the line 
of credit we extended during their 
periods of expansion. These mer—- 
chants, whose potentialities were evi- 
dent, benefited, too, by our readiness 
to offer them other services as well 
as advice based on our more than 
Sixty years of experience. More im- 
portant, they were able to make a 
profit on their diamond sales and 
prosper. One of the reasons is obvi- 
ous. Arnstein Bros. & Co., with their 
world-wide connections, is always able 
to sell diamonds to their accounts at 
lowest market prices. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS’ 


“B* way of tom-tom, television 
and telepathy, we have been 
getting “the word’ on Fall fashions. 
Even to those of us who have been 
through numerous seasons of report- 
ing, this looks like a season full of 
news.” 

The above is quoted from the 
“Jewelry Fashion Report” by Martha 
Percilla, fashion director for the 
Jewelry Industry Council. This latest 
booklet from the JIC is valuable to 
jewelers who want to do justice to 
their cash registers and to the clothes 
women will wear this Fall. 

Flashes from the book: “‘Above all, 
her accessories will be her pride and 
joy, for literally, these are the 
jewelled punctuation marks in the 
story which fashion is telling this 
year... the accent will be on glitter. 
* * * Rhinestone buttons march up 
and down the front of tweed suits, 
making the diamond clip, real or 
fake, look right posed on the collar. 
Glittering earrings, big important 
ones * * * We would never argue 
that diamonds are not a girl’s best 
friend, but certainly pearls are her 
best buddy * * * gold jewelry will 
be particularly important this season 
* * * The most exciting [bracelets] 
are the new ones designed to be worn 
above the elbow * * *” 

Jewelers who want a copy of this 
booklet should write to the JIC, 608 
Fifth Ave., New York City. 


© © 


ORTENT: The New York Herald 
Tribune of June 29, printed its 
excise tax story on the obituary page. 
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Recent developments (beyond 
the possibility of our anticipa- 
tion) have entirely altered our 
fight for elimination of the re- 
tail excise tax on jewelry and 
placed it in the laps of the Gods 
of War. 

To have the international situ- 
ation, thus snatch from us, as 
we stood on the brink of success, 
our hard earned gains in tax ad- 
justment, is painful. 

We are, however, continuing 
our efforts so that we shall be 
able to make use of any oppor- 
tunity that might present itself, 
for us to carry our present cam- 
paign to a successful conclusion. 

Furthermore, we intend to 
maintain our position in Wash- 
ington in order that the gains 
we have already made are kept 
alive and active. At the first op- 
portunity presented by a _ better- 
ing of the international picture, 
we will capitalize on the gains we 
have thus far earned. 

If the situation should worsen 
—we will be alerted to protect 
the jewelry industry against any 
further injustices. 

The present situation calls for 
sober and calm, but active work 
on the part of your committee 
supported by the knowledge that 
the industry is united behind its 
efforts — continuing the loyal 
support which enabled us to 
make the progress, which we 
hope, is only temporarily ar- 


ed. rw 


Chairman, the Jewelry Industry Tax Committee 
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OU can’t be too careful these 
days—especially with electric 
fans. A friend of ours was inspecting 
some diamonds in a downtown New 
York office the other day. The dealer 
had several papers of diamonds in his 
desk. Well, you know how hot New 
York can be in July and this day 
was one of those scorchers. The 
dealer left his desk to turn on the 
electric fan, a model that could take 
a B-29 into the air with ease. The 
miniature wind storm caught one of 
the papers and out the window it 
went to the street nine stores below. 
The two men rushed down and 
searched hopelessly for an hour look- 
ing under cars and under a horse- 
drawn wagon parked by the entrance. 
Finally, after reporting the loss to 
the police, our friend left. As he went 
out the building entrance, the feed- 
bag dropped off the horse’s head 
which caused the animal to take a 
short step forward revealing the dia- 
mond paper hiding under its hoof. 


© © 
TATISTICS: June doesn’t bust out 


all over-—at least not consistently 
as far as weddings are concerned in 
some parts of the U. S. 

Statistics of the Metropolitan Life 
Insurance Company found that Mis- 
sissippi, South Carolina, Arkansas, 
and Georgia favor December as the 
time to walk down the aisle. But 
these states are the exception not the 
rule. June still holds a 45 per cent 
average above other months for the 
country as a whole. 

Four fifths of all single girls make 
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— The Joyous New Pattern 




















will have the biggest advertising send-off || 
in silverplate history— : | 











beginning in September. 
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To make this advertising your advertising: 






































. Stock adequately | 
2. Display on counter | { 7 
3. Display in windows ' Ty 
4. Plan to have salespeople show — y 
“Daffodil” to every customer | || | 





. Advertise (Newspapers, Radio, 
Direct Mail) 
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the sixth month their choice. While 
brides who are remarrying likewise 
prefer June, only 23 per cent prefer 
‘+ above other months, or about a 
third of the corresponding figure for 
the first timers. Widows prefer early 
Fall as much as June and divorcees 
can’t make up their minds whether 
they like June or July the best. 

Autumn weddings seem to have a 
greater appeal to spinsters than to 
divorcees or widows at these ages. 
The report didn’t say just what age 
determines when a woman becomes a 
spinster. 


© © 


sa always happy to tell 
jewelers about a new market 
for their wares and we believe we’ve 
got one that is relatively untapped as 
far as jewelry is concerned. Nearly 
everybody knows that many firms 
give gifts to employees and custom- 
ers at Christmas time, but how many 
retailers know enough about this mar- 
ket to be able to exploit it? A For- 
tune Magazine survey showed that 
two out of five firms give Christmas 
gifts to customers and that one out 
of four firms give presents (other 
than money) to employees. The mag- 
azine also found that the average bill 
for customer-employer gifts is over 

















$3,800, a tidy sum not to be over- 
looked. Jewelry ranks number three 
among gifts to employees in order of 
frequency but not in volume. It’s 
number eleven in gifts to customers. 
That is jewelry as such, and does not 
include watches, fountain pens, silver, 
or the many other items carried by 
most jewelry stores. Last year, for 
instance, it was found that among 200 
companies, 10,116 fountain pens 
were given to employees; 10,945 
cigarette lighters were given to cus- 
tomers by 300 companies. 

What does this mean to the jew- 
eler? It means that there are in- 
finite possibilities in sales to this mar- 
ket. More than 5000 jewelers have 
already decided to make use of the 
Fortune sales aids which will help 
them push up the sales graph this 
Christmas. Fortune emphasizes that 
these sales aids, which are available 
free to quality retail outlets, are not 
to encourage jewelers to tie up with 
the magazine, but to promote the 
market which Fortune research in- 
dicates is available. 

In its October, November, and De- 
cember issues, Fortune will have 
solid, advertising gift sections which 
will be mailed to jewelers who have 
already signed up. It would be well 
to remember that this is a $250.- 
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| designed this clock especially for Junior. 
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000,000 plus market that has never 
been really explored by retailers, and 
there’s not much difference in the 
time and effort involved in selling 
one jewelry item and selling, say, 200 
to a firm for gifts to employees or 
customers. 


© © 


¢,™ we know got married and 
everything went very well: wed- 
ding reception, gifts, and honeymoon. 
The only sour note among these 
happy events was the letter she re- 
ceived from the bridal consultant of 
the jewelry store where she had re- 
ceived such good service from the 

brides’ department: 
Dear Mrs. 
Just a note to tell you how happy 
we were to help you at the time of the 
most wonderful event of your life. 
* * * I hope that you will be just as 
pleased the next time we have the 
pleasure of serving you. 
Janet 


Bridal Connie 


© © 
We wonder whether it’s shyness 


or something else that makes 
Englishmen avoid double ring cere- 
monies. 

For many years, British jewelers 
have been trying to popularize the 
idea of bride-and-groom rings, but it 
has found no favor according to a 
report from the National Association 


of Goldsmiths. 
© © 
AUGHT with his luggage com- 


partment down. 

At the annual outing of the Whole- 
sale Jewelers’ Association, Charles 
Richter of the Richter Jewelry Co. in 
Cincinnati almost went home in a 
barrel. 

Richter and his store manager, 
Cyril Moorman, changed into shorts 
and placed all their clothing in the 
luggage compartment of his car, so 
that they might compete in the 
various athletic contests featured at 
the outing. At the end of the day, 
they went to get dressed and Richter 
found that he had closed the luggage 
compartment and left the key in the 
pocket of his coat. Richter, assisted 
by volunteers, tried to pick the lock 
for more than two hours. 

Finally an SOS to the dealer where 
he bought the car brought a duplicate 
key from Ryland, 20 miles from the 
scene of the embarrassment. 
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Jewelers can fight door-to-door competition on their own terms. Your 


weapons are prestige, fair dealing, convenient credit terms and quality 


merchandise. But you must tell the public about your unique services. 


Door Selling with Aggressive Promotion 


by JOHN GRESHAN 


W ac: door-to-door salesmen are con- 
cerned, most jewelers are non-contestants. This because 
they approach the problem on the basis of ungrounded 
fears. Door-to-door selling exists. Now, what can retail 
jewelers do about it? Jewelers are apt to lose sight of 
their ability to compete either in their consternation over 
the fact that door-to-door salesmen are operating in their 
community or in wondering why their store didn’t chalk 
up the sales that these itinerant peddlers make. 

House-to-house selling is a seven billion dollar industry 
today and jewelers seem to accept it as a necessary evil 
they have to put up with. It’s strange too, because you, 
as a retail jeweler, have every advantage. Some jewelers 
may think they can relax in their stores behind pretty 
window displays and a few newspaper advertisements; 
but remember that your door-to-door competitor is ag- 
gressively reaching out for his sales and taking them from 
you. You'll have to start reaching out yourself, for it 
may mean the difference between black and red ink on 
your summer sales records. Summer months are tradi- 
tionally low points in the year’s jewelry business—but 
they don’t have to be if you follow one simple rule: 
SERVICE SELLS EVERYTHING. Don’t forget that 
two important wedding months, August and September, 
are coming up and those sales belong to you. 

In Fremont, Neb., a town recently overrun by house-to- 
house canvassers, Spangler’s jewelry store did something 
about this competition. In a newspaper advertisement, 
they told the story of a bride-to-be who selected her silver- 
ware pattern from a peddler’s pack. When she proudly 
announced to her family and friends the pattern she had 
chosen, they went to Spangler’s to buy it, but they were 
unable to find that particular pattern among the many 
available. After several attempts at other stores, they had 
to give up. The bride realized, as did her friends, that it 
was no use dealing with anyone other than a jeweler. 
Why? Because the jeweler in this case maintained a 
Registry Service for brides who chose one of the great 
variety carried at Spangler’s. The bride discovered too, 
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that house-to-house salesmen cannot offer a Brides’ Ad- 
visory Service which provides the important extras such 
as punch bowls, tables to display gifts, glasses, and can- 
delabra for the reception. Nor does the door-to-door 
salesman have an experienced hostess like Mrs. Walter 
Peterson on hand to solve the last minute problems that 
arise in regard to the wedding service and reception and 
to help the bride-to-be choose her patterns. 

Perhaps one of the most effective ways of fighting out- 
side selling is to let your name become known by your 
community. There is not much better advertising than 
by word of mouth from satisfied customers. Housewives 
when they meet for bridge parties or luncheons, will in- 
variably talk about the wedding of Mrs. X’s daughter— 
and they will inevitably talk about the gifts. If those 
gifts came from you—as they should have—rest assured 
that the service you gave will be known and you'll have 
Mrs. Y’s business when her daughter is ready for the 
altar. But if you didn’t sell those gifts; if you didn’t let 
your store’s services become known, those housewives will 
be easy prey for the next roving salesman who pushes 
their bells. And the fault will be entirely yours. 

When Fred Vining of the Vining jewelry store in Pine 
Bluff, Ark., sponsored a table-setting contest in order to 
increase his sales, he was not only beating out his retail 
competitors but door-to-door salesmen as well. By put- 
ting his contest into the category of a public service 
rather than a sale, he not only sold more of everything 
that goes on a table but added prestige to his store. 
Women’s clubs and other organizations competed against 
each other for the best table. What better advertising 
than this? What can your door-to-door competitor do 
about fighting you on these grounds? Nothing. Why? 
Because you have rendered a service. 

A factor that has made house-to-house selling so good 
is that these salesmen have to sell “or else.” If they 
don’t sell they don’t eat. This necessitates a smooth sales 
talk. Although they insist it’s not high pressure stuff, it 
usually is. In spite of the services you might offer, some 


(Please turn to page 190) 
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School Opening — Watch Inspection’ 


To Start the Ball Rolling in Fall Promotions 


= some circumstances, window displays 
may serve as full fledged salesmen—doing everything but 
writing up the sale and delivering the package. There is 
even a mechanical device available now by which the 
customer outside the window can speak into a microphone 
attached to the plate glass, recording her order for mer- 
chandise on display on an instrument inside the store. 
But the window’s chief importance is in serving as an 
invitation to the passing public to come into the store 
and be served. Generally the success of this invitation 
must depend on interesting the customer-to-be in some 
specific type or piece of merchandise. With this interest 
aroused, it is generally an easy matter to complete the 
sale once the customer is in the store. However, it is 
possible to make your window invitation one which will 
not imply the obligation of making a purchase. This can 
be done either by a specific offer of a service or gift or 


by VIRGINIA DIXON 


by a general invitation to come in and examine a wider 
selection of merchandise inside the store—without ob. 
ligation. The specific suggestion is by far the best and 
most effective. The Watch Inspection Time promotion of 
the Jewelry Industry Council described elsewhere in this 
issue is just the kind of idea that makes an excellent 
promotion of this type. 

When you can increase store traffic by such means, 
whether or not the result in immediate sales is appreciable 
or not, you are making a sound investment in future 
business. By this means you can bring new people into 
your store who might not otherwise ever come in. And 
once a person has entered your store and made himself 
familiar with its atmosphere, he will find it much easier 
to come in again—when he has a purchase to make. 


The familiar "slate" and “apple for the teacher" serve as backgrounds for Back-to-School display. 
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Watch facts are highlighted in this display designed to encourage an appreciation of fine timekeeping. 


The results in immediate sales from such campaigns 
can be excellent, especially from a promotion such as 
Watch Inspection Time. It is not necessary to stage a 
high-pressure sales demcnstration—indeed that will de- 
feat your very purpose, but there are plenty of opportu- 
nities for tactful selling. The visitor must be made to 
feel welcome and under no obligation. 

In the suggested window display shown for Watch 
Inspection Time, a large hand-lettered banner carries the 
main message on the window background while smaller 
banners carry interesting “Do you know?” facts about 
watches and their care. Watch repair tools and watch 
parts are displayed with the copy banners. A large 
magnifying glass, front and center, with an open watch 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
“Watch Inspection Time” Display 
Material 


Pennant for background Show card writer 

Small pennants—lettered Show card writer 

Stars Cut out yourself or use 
die-cut ones from dis- 
play supply house or 
stationery store 

Use own 


*“Back to School’ Display 
Black fabric for slates 
Red Fabric for apples 
White cord for slates 
Leaves for apples 


Source 


Elevations 


Department store 

Department store 

Department store 

Department store or 
artificial flower house 

Cut from cardboard and 
cover 

Showeard writer 


Slates and apples 


Copy slate for background 


a 
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focused under it, will mzke an excellent attention getter. 
A good selection of both ladies’ and men’s watchbands 
should of course be featured. Cut-out stars are scattered 
across the background as additional decoration. The 
small flags should be lettered on fairly heavy cardboard 
or drawing board so that they keep their shape. They 
can be tacked to small dowels which are in turn fastened 
to the drum-shaped elevations on which the watch parts 
and tools are shown. The background banner can be 
lettered on heavy paper attached to the background. 

A bright color scheme will enliven the window and 
help to get attention. You will probably want to write 
your own copy for the banners, but here are a few sug- 
gestions:—“Do you know that some of the parts of your 
watch are so small that 10,000 of them would not fill a 
thimble?”—‘“Do you know that you should wind your 
watch only once a day—preferably in the mornings?” — 
“Has your watch been cleaned, oiled and inspected in 
the last ten or twelve months?”—“Do you know that a 
cracked or broken crystal should be replaced immediately 
so that no dust can get inside the case?”—*“Do you know 
that some of the screws in your watch are smaller than 
the dot of an “i” in your newspaper?” 

The second suggested display for next month is on the 
“Back to School” theme. Copy for this window can 
also embody an invitation into the store—without ob- 
ligation. Arrange a table of suggested “Back-to-School” 
gift items and invite passersby to come in and examine 
it. Slates made of black fabric covered panels, edged 
in white cotton cord feature watches, and apples, red 
fabric covered discs decked with artificial leaves, carry 
costume jewelry. Other items of merchandise are ar- 
ranged on the window steps. Copy is lettered on black 
cardboard and edged with cord. 
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Rich Fabrics and Smart, Simple 


Dress Designs Call For .... 





= interest dies in today, today 
dies in tomorrow, and tomorrow is born again in yester- 
day. Thus the fashion cycle keeps turning. The clothes 
that a woman wears and the jewelry with which she 
adorns her beauty follow an ever-changing picture. This 
pretty kaleidoscope of fashion brings zest to the routine 
of living and is certain to bring lively financial returns 
to the jeweler who keeps informed of current fashion 
trends. 

A powerful trade paper recently stressed the urgency 
of creating a demand for lingerie from the fashion angle. 
Shades of profit! If fashion can be used as a potent 
factor in selling intimate apparel that does not show— 
what a powerful weapon it can be for the jeweler! You 
are the source to which a woman turns for the ultimate in 
beauty; you are the source to which she turns for the 
most important of all her precious plumage! 

The weathervane of fashion, for fall of 1950, points 
firmly in the direction of elegance. The summer months 
ushered a period of romanticism with picturesque sil- 
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by WINIFRED PARKER 


LAVISH JEWELRY 


houettes and fabrics of gossamer enchantment. This same 
feeling for the romantic picks up impetus and increases in 
importance for all with the emphasis on stylized splendor. 
Silhouettes are slimmer, fabrics are richer, colors more 
vibrant, and costume effects are everywhere in evidence. 
There are suits with companion blouses, matching 
blouses and vests, dresses with own jackets, and coats 
with contrasting linings to match dress fabrics. In mate- 
rials we shall see lots of supple wool, soft wool jersey, 
rich damask, heavy satin and antique taffeta. Velvet 
continues proudly in importance. 

Clothes of these rich fabrics, designed with sleek lines, 
present a charming picture of elegance, and require 
jewelry of matching elegance to enhance them. With this 
picture in mind, most jewelry houses have designed their 
fall lines with an emphasis on lavishness and splendor. 
There is revived interest in the historical and a leaning 
toward both a Spanish and an Oriental influence. You 
feel, as you look at this new jewelry, that it might well 


(Please turn to page 194) 


Silhouettes are slimmer, fabrics are richer, colors more vibrant, costume 
effects everywhere in evidence. With fashion elegance in mind, fall jewelry 


lines have been designed with the emphasis on lavishness and splendor. 


(Illustrations by Peggy Christopher) 
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Where to Find 


EAHIBITORS 


At ANRJA Convention 
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Floor plan of Grand Ballroom and adjoining rooms. 





List of Exhibitors and Participants 






















Adams, Wm., Inc., New York eee ae Booth 306 B 

ra oe ae “— ihe _ Babcock Box Co., Inc., Attleboro, Mass. .......... Booth a 
Admiration Products Corp., New York City........ Room 845 a _— ro —— re eee eae ee —s y 
ADvisers, Baltimore, Md. .....................05. Booth 130 ~- ee sle ans Mmy te: Prater Nae SF eee ta Booth 17 
Aisenstein & Gordon, Inc., Philadelphia, Pa...... Participation Baldw; Miller Ce Indi es ‘ Ind nineilcimenmetithlaibiiice Booth % 
Alberts I., Sons, Inc., Boston, Mass. ................ Booth 26 Ball 1B , e gC . ong -" p — ee, T eee 
Allsopp-Steller, Inc., Newark, N. J. ............ Participation ey eae a ween "acaine 312 313, 314 
Altheimer & Baer, Inc., Chicago, Ill. ........... Suite 867-869 ee as 808 
American Incabloc Company, New York City...... Booth 514 Site: Munaiie C os oi The 3 in wan "Calif eee Booth 400 
American Jewelry Distributors, Inc., New York City. . Booth 26 Bat ‘ C y & Se % a atl wn goles, — " Reath 205 
American Rolex Watch Corp., New York City ..... Room 906 Be oan J + P d _— Ir ‘New y : “a Cit iin. Booth 213 
American Safety Razor Co., Brooklyn, N. Y. ...Booths 508, 509 ~entatant ie te ee tee So Cie Roots 4 
American Time Products, Inc., New York City. . Booths 216, 217 eautycrest Viamond Lo., Inc., New To ity ....- mid 506 
Anson, Inc., Providence, R. I. ................-- Suite 914-16 Block, J. & L., New York City ecercesecccers Booths 505, 5 
Art Paper Company, New York City .............. Booth 117 Blumstein, A., Inc., New York City ................. Booth 
Axel Brothers, Inc., Long Island City .......... Booths 56, 57 (Please turn to page 187) 
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Saturday, August 12 
Meeting, ANRJA Executive Committee 


Sunday, August 13 
1:00 P.M. to 6:00 P.M.—Registration, Second Floor, 


Lexington Avenue side. 


Monday, August 14 


9:00 A.M. to 7:00 P.M.—Exhibits open in all exhibit 
halls and rooms. Your Badge will admit you. 

9:00 A.M. to 6:30 P.M.—Registration, Second Floor, 
Lexington Avenue Side. 

12:30 Noon—National and State Officers’ Luncheon, 
Norse Grill, Lobby Floor, Lexington Avenue 
side. Officers’ Conference, President Kenneth 
I. Van Cott, Binghamton, presiding. Reports 
of Vice Presidents; Robert A. Abbott, Lowell, 
Mass.; H. L. Carter, Kansas City, Missouri; 
Benton C. Clark, Jr., Oklahoma City, Okla- 
homa; Leo F. Henebry, Roanoke, Virginia; 
Oscar Kind, Jr., Philadelphia, Pa.; H. C. Kirk- 
berg, Fort Dodge, lowa; Lester W. Moon, 
Tallahassee, Florida; Sidney L. Stevens, Salem, 
Oregon. Reports of Membership Committee. 
Address: Rivers Peterson, Indianapolis, Indi- 

ana, Managing Director, National Retail 
Hardware Association. 
8:00 P.M.—Opening Session of Convention in Ball- 
room, Park Lane Hotel, Park Avenue and 48th 
St..—just one block from the Waldorf. 
Chairman, Kenneth I. Van Cott, Binghamton, 
N. Y. President, ANRJA. 

Hammond Organ Music by Reginald Smith, 
Long Island City. 

The National Anthem 

The Invocation 

Introduction of Guests 

The President’s Message—Kenneth I. Van Cott 

Address: “Business in Government” by Hon. 
Clifton A. Woodrum, Washington, D. C.— 
President American Plant Food Council, and 
former Member of Congress (for 23 years) 
from Virginia. 


10:00 P.M.—Social Hour—Music—Refreshments. 


Tuesday, August 15 


9:00 A.M. to 9:00 P.M.—Exhibits open. 
9:00 A.M. to 8:30 P.M.—Registration, Second Floor, 

Lexington Avenue side. 

10:00 A.M.—Convention Session, Norse Grill, Lobby 
Floor, Lexington Avenue side. 
Convention Theme: “More Profit Through 

Better Merchandising.” 

10:05 A.M.—Address: Fen Doscher, Vice President in 
Charge of Sales, Lily Cup Company; President 
Sales Executives Club of New York City. 

10:45 A.M.—Address: “Know Your Merchandise”— 
Robert G. Crowningshield, Acting Director, 
Eastern Headquarters, Gemological Institute 
of America; Director—Gem Trade Laboratory, 
New York City. 

11:00 A.M.—Address: “Use Fashion in Selling”— 
Martha Percilla, Jewelry Industry Council. 

11:10 A.M.—Address: “Why Quality?”—G. H. Nie- 
meyer, Chairman, Jewelers Vigilance Commit- 
tee. 
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Schedule of Events on ANRJA Program 


12:00 Noon—Address: “Fashion Jewelry” (Karat 
Gold) Oscar Kind, Jr., S. Kind & Sons, Phila- 
delphia, Pa. 

12:15 P.M.—Address: Representative, Jewelry Re- 
search Foundation, New York. 

12:30 P.M.—Preliminary announcements of Conven- 
tion Committees: 

Nominations: Hoyt T. Purvis, Jonesboro, Ark., 
Chairman; Resolutions: Maurice Adel- 
sheim, Sr., Minneapolis, Chairman; Creden- 
tials: Frederic W. Roedel, Utica, New York, 
Chairman. 

2:30 P.M.—Meetings of Convention Committees— 

Nominations, Resolutions, Credentials. 


Wednesday, August 16 


8:00 A.M.—Breakfast Conference, ANRJA Execu- 
tive Committee and ANRJA National Advisory 
Council, Maurice Adelsheim, Cr., Chairman— 
Palm Room, 18th Floor, Park Avenue side. 


10:00 A.M.—Convention Sessions, Norse Grill, Lobby 


Floor, Lexington Avenue side. 


10:05 A.M.—American Watches—Hamilton presenta- 
tion; Lowell F. Halligan, Lancaster, Pa., Vice 


— and Sales Manager, Hamilton Watch 
oO. 


10:20 A.M.—American Watches—Elgin presentation 
James G. Shennan, President, Elgin National 
Watch Company, Elgin, Illinois. 

10:35 A.M.—Imported Watches — Watchmakers of 
Switzerland presentation: Paul Tschudin, 
American Representative. 


11:05 A.M. Diamonds—Milton Gravender and Leo 
Kaplan of Lazare Kaplan & Sons, New York. 


11:35 A.M.—Sterling Silversmiths’ Guild of America 
—Rodger Harrison, Executive Vice President. 


12:15 P.M.—Announcements. 


2:30 P.M.—Secretaries’ Conference; National Secre- 
tary, Charles T. Evans, Chairman. 


Thursday, August 17 
10:00 A.M.—Convention Session, Norse Grill, Lobby 


Floor, Lexington Avenue side. 


10:15 A.M.—Address: “Fair Trade—The Need For 
Better Appreciation of its Advantages”—Mor- 
ris Mermey of Baldwin & Mermey, Public Re- 
lations Counselors; Director of Bureau of Edu- 
cation on Fair Trade, New York City. 


10:45 A.M.—Business Meeting 
Reports of Committees: ‘ 
Secretary's Report—Charles T. Evans, New 
York 
Treasurer’s Report—Hoyt T. Purvis, Jones- 
boro, Arkansas 
Report of Resolutions Committee—Maurice 
Adelsheim, Chairman 
Report of Nominations Committee—Hoyt T. 
Purvis, Chairman 
Election and Installation of Officers: Myron 
Everts, Dallas, Texas, Past ANRJA Presi- 
dent, presiding. 
12:30 P.M.—Meeting of Executive Committee — 
Luncheon and business session. 
8:00 P.M.—Convention Banquet—Grand Ballroom, 
Waldorf-Astoria. 
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A Bigger Selling Job ina 


A large store does not automatically mean large profits nor does lots of 


space necessarily make sales, as this jeweler found in his small store 


which concentrates on quality and value to increase his store traffic. 


ee 


OR the metropolitan jeweler, the high 
cost of floor space is often the ruling consideration in 
determining the size of his store. Our first year of oper- 
ation in our new store location has confirmed what I had 
previously suspected: that you can do a big job in a 
small store.” 

The small store is Herbert’s Inc., Jewelers, of Seattle, 
Wash. President and manager Herbert Meltzer is au- 
thor of the above statement. Meltzer bases his reason- 
ing on the substantial sales increase which his store has 
recorded since moving to its new corner location in 
April, 1949. Display area of the new store measures ap- 
proximately 400 square feet, and is actually smaller than 
the area of the previous store, which was located a block 
from the firm’s present address. 

Meltzer attributes his store’s satisfactory showing to 
a number of factors. One factor is the attractive and 
attention-getting exterior in a good foot traffic location. 
Another is an interior display arrangement which makes 
the most of the limited display space available. A third 
is the exceptionally complete and varied stock of im- 
ported cups and saucers in which the store specializes. 
Herbert’s also fills a substantial volume of mail orders 
for imported merchandise. 

Partly because of its relatively small sales area, 
Herbert’s was planned specifically as a “semi-specialty” 
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operation. The stores main specialties are diamonds, 
watches, antique jewelry, and imported cups and saucers, 
A few other items of chinaware are also included. 

An important item in the store’s success, the manage- 
ment believes, is the fact that all customers are treated 
with courtesy regardless of the size of their purchase. 
The small purchase today may lead to a considerably 
larger sale in the future. People of all income groups are 
encouraged to shop at Herbert’s. To those who cannot 
pay cash, a dignified but friendly credit policy is ex- 
tended. 

Cups and saucers are imported by Herbert’s direct from 
India, Switzerland, Czechoslovakia, and England. The 
firm carries over 300 individual patterns, retailing from 
$2.95 per set. to as much as $150 for the choicer collec- 
tors items. This merchandise is highlighted both in 
display windows, shadow boxes, and on a special wall 
case inside the store. It is not only a profitable line of 
merchandise, but is the best single traffic-pulling depart- 
ment. For this reason, they are placed prominently where 
they can be easily seen from the sidewalk. 

Herbert’s also sells a considerable quantity of such mer- 
chandise by mail order, and has shipped to every state of 
the Union as well as to buyers in Alaska and Hawaii. 
Sales outside the Seattle area are promoted by mail order 
to the store’s substantial list of mail order customers, and 
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The display floor show- 
ing the store's two flat 
display cases with 
shadow boxes in front 
and on the walls for 
good effect. 
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by RICHARD HUSTON 


Outside view of Herbert's re- 
veals attractive store front. 


by advertisements placed in some national circulation age foot traffic inside the store. An enclosed wall display 
magazines. Out-of-town customers in the western Wash- case extends from the interior out into the recessed door- 
ington area may order through display ads placed in the way where it will catch the attention of passers-by. The 
Seattle newspapers which newspapers circulate widely in result, again, is to draw foot traffic in from the street. A 
the western part of the state. plate glass door permits visibility of the entire store from 
Merchandise is secured at night in a battery of steel the sidewalk. 
safes built directly under the show windows. This ar- The store’s interior is well illuminated, with recessed 
rangement makes it possible to remove merchandise and neon tubing in the powder blue ceiling. Recessed pencil 
place in the safes in a few minutes’ time. Replacing in spotlights highlight the show cases individually. Walls 
the windows in the morning is accomplished just as are stained walnut, and showcases are plastic and glass. 
easily and swiftly. Shadow boxes are used liberally, both in the walls and in 
Such factors have all combined to accomplish the cen- the lower faces of the floor cases, to spotlight individual 
tral objective of pulling traffic into the store. The daily merchandise. 
stream of traffic is estimated at 200 to 1200 persons. (Please turn to page 187) 


Such foot traffic is readily translated into increased store 
sales. 

The exterior of the store gives the impression of con- 
siderably greater size than it actually is, because, it is 
located on a corner of a small triangular block, causing | b Z as 
the interior to taper to narrow width at the rear. The Ml =. 
exterior is faced with green imported French marble and : 4 
trimmed in brushed aluminum. Six display windows give se 
ample window display space along two heavily travelled Rovere st = 
sidewalks. ~olal ! 

The entrance is recessed several feet back from the a wall « ge a; 
sidewalk, the wall here being curved slightly to encour- — il 





Above: This wall display of 
cups and saucers inside the 
store can be seen from the 
street and helps attract foot 
traffic into store. 
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Left: An effective window dis- 
play of one of the store's spe- 
cialties: imported chinaware. 











National Jewelry Fair at Steven 


Month later date of 1950 National Jewelry Fair, held in conjunction with 


annual convention of National Association of Credit Jewelers, has been sei 


to fit buying schedules better of the large number of retailers expected. 
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Chicago, August 2/-31 


Ovex 5000 jewelry store representatives and 
buyers are expected to attend the National Jewelry Fair 
in Chicago, held jointly with the Annual Convention of 
the National Association of Credit Jewelers in the Stevens 
Hotel, August 27 to 31, the NACJ Convention Committee 
announces. The retailer attendance mark, estimated by 
the NACJ Convention Committee at 5000, is expected to 
be reached, according to reports from The Stevens and 
other Chicago hotels receiving requests for sleeping room 
reservations for the dates of the Fair. 

By mid-August, the NACJ will have mailed out more 
than 40,000 advance registration badges to retail jewelry 
representatives in all fields of distribution. Those who 
failed to receive an advance registration badge will find 
ample registration facilities set up in the Lower Level of 
The Stevens where, upon proper identification, they may 
secure their badge without charge. 

Well over 200 leading firms of the jewelry industry 
have been assigned approximately 285 booths at the 
Stevens. All this booth space, located in the Exhibition 
Hall, the Grand Ballroom, Foyer and Normandie Lounge, 
has been sold two months in advance of the opening of 
the Fair on Sunday, August 27, at 4:00 p.m. 

It is the opinion of the NACJ Convention Committee 
that an unprecedented amount of business will be written 
at the Fair, due to buying which had been deferred pend- 
ing outcome of action on excise tax. 
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NACJ Speakers and Forum Leaders 
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Another factor calculated to cause immediate buying 
is the unsettled international situation. Regarding the 
1950 National Jewelry Fair, H. A. Goldberg, NACJ Pres- 
ident, stated that “This year, more than for several years, 
the representatives of jewelry retailing will be keenly in- 
terested in new goods, promotional ideas and new ways 
to do business on a profitable basis. 

“The 1950 National Jewelry Fair will be held a month 
later than in former years. The change was made to fit 
the buying schedules of many of the retailers who were 
not prepared to make definite commitments at the end 
of July. 

“By the end of August, retailers will be in position to 
judge what the conditions likely will be during the last 
quarter of the year and present-day indications are that 
they will see bigger and better jewelry business ahead.” 

The Stevens offers excellent facilities for a jewelry 
trade show with its sizable booth space and wide aisles 

(Please turn to page 202) 


List of Exhibitors and Floor Plans on Next Page — 
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National Jewelry Fair Exhibitors 


A 
Adels, M. Company, New York, N. Y........... Room 609A 
Advisers, Inc., Baltimore, Md........ 2nd Fl. Booths 295-296 
Aisenstein, Louis & Bros., New York, N. Y....... Room 557A 


Altheimer & Baer, Inc., Chicago, IIl. 
2nd FI. Booths 257-258-259 


American Jewelery Distributors, Inc., New York, N. Y. 
Ex-H Booth 78 
American Safety Razor Corp., Brooklyn, N. Y. 
Ex-H Booths 34 & 35 
American Time Products, Inc., New York, N. Y. 
Ex-H Booths 137 & 138 


Animated Display Co. of Wisconsin, Madison, Wis. 


Arnstein Brothers & Co., New York, N. Y.............. Suite 

Arvin Electric Housewares Division (Noblitt-Sparks Indus- 
tries, Inc.) Columbus, Ind....... 2nd FI. Booths 220 & 221 

Ascherman, Chas. & Co., Inc., Cleveland, Ohio....Room 537A 


Atlas Novelty Co. of Chicago, Inc., Chicago, III. 
2nd FI. Booth 279 


B 
B. & O. Chain Co., Providence, R. I......... 2nd FI. Booth 312 
Babroff, Emanuel, Chicago, IIl............... Ex-H Booth 151 
Baden & Foss, New York, N. Y................ Ex-H Booth 9 
Bardach Brothers, Inc., Indianapolis, Ind........... Room 556 
Bel-Cor, Inc., Chicago, Ill................. 2nd Fl. Booth 205 
Bell Lamp Mfg. Corp., Chicago, Ill.......... 2nd Fl. Booth 238 


Benrus Watch Company, New York 
Ex-H Booths 37-38-39-40-41 


Berman Watch Co., Inc., New York, N. Y.......... Room 657 
Bieler-Levine, Chicago, Ill........... 2nd FI. Booth 263 & 264 
Blancard & Co., Inc., New York, N. Y.................. Suite 
Bond Diamond Co., Newark, N. J. ........... Ex-H Booth 14 
Borel, Jules and Co., Kansas City, Mo....... 2nd Fl. Booth 228 


Boyle Leather Goods Co., Inc., New York, N. Y...Room 516 
Brown & Gravenson, Inc., New York, N. Y...2nd Fl. Booth 277 
Bruner-Ritter, Inc., New York, N. Y.....Ex-H Booths 119-120 
Buffalo Jewelry Case Co., Inc., Buffalo, N. Y..2nd FI. Booth 251 
Bulova Watch Company, New York, N. Y. 

Ex-H Booths 1-3-4-5-134-158-159-160-161 
Buss-Linthicum-Thorson, Inc., Chicago, Ill........... Room 534 


Cc 
Caplen Jewelry Display, Buffalo, N. Y. 


2nd FI. Booths 280-281-282 
China Overseas, New York, N. Y....... 2nd FI. Booths 236-237 
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Cohen, A. & Sons Corp., New York, N. Y. 
Ex-H Booth 95, Private Dining Rooms 1.2.5 
Continental Silver Co., Inc., Brooklyn, N. Y. 

. 2nd FI. Booth 20] 
Cramer-Tobias-Meyer, Inc., New York, N. Y..2nd Fl. Booth 304 
Cranley Silver Mfg. Co., Rockville Centre, N. Y. 

2nd FI. Booth 275 
Crest Jewelry Company, Chicago, IIll....... 2nd Fl. Booth 229 
Cyma Watch Company, Inc., New York, N. Y..Ex-H Booth 118 


Davids, Lothar, New York, N. Y........... 2nd FI. Booth 21] 
Davidson & Sons Jewelry Co., Inc., New York, N. Y. 

Ex-H Booths 75.76 
Deknatel, J. A. & Son, Inc., Queens Village, N. Y. 

2nd FI. Booth 240 
Denberg, J. J.. New York, N. Y............. 2nd FI. Booth 26] 
Dennison Mfg. Company, Framingham, Mass..Ex-H Booths 6.7 
Diamond Silversmiths, Ltd., Chicago, IIl.....2nd Fl. Booth 28% 
ee, GU, GI, Ba. as icc ceseccceens 2nd FI. Booth 209 
Dormeyer Corporation, Chicago, IIl.....2nd Fl. Booths 207-208 
Dorset Products, Inc., New York, N. Y........... Room 539A 
Doxa Watch Agency, Inc., New York, N. Y...2nd Fl. Booth 272 


Eagle Watch Co., Inc., New York, N. Y...... Rooms 610-61] 
Elgin American, Elgin, Illinois 
Ex-H Booths 66-67-86-87, Rooms 542A-544A-548A 


(Please turn to page 205) 
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Floor plans and booth locations of ex- 





























hibit areas in Grand Ballroom, Nor- 
mandie Lounge and Exhibition Hall of 
the Hotel Stevens. 
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These new Ronson Penciliters should give 
you many times your former prospects for 
this famous gift item and prized possession! 
A new mass market to increase your sales. 


In glamorous new finishes, these new 
Ronson Penciliters have that same 
precision-built Ronson lighter at one end... 
that same finely balanced mechanical 

pencil at the other end. 


At the new popular prices, many more 
people can afford a Ronson Penciliter! 

So stock these new models! Display them 
in your top gift line. They are backed 

by the biggest advertising campaign in 
Ronson history. 


And don’t forget to feature the other 
Ronson Penciliters . . . in precious 
Rhodium plate, retailing at $10, no Fed. tax, 
and in = 14K gold filled, retailing 

at $15, plus tax. They’re all sales-getters! 


Tune in Ronson’s ‘‘20 Questions” Sat. nights (Sun. nights, 
Pacific Coast) MBS. See Ronson on Television, too. 


See the Ronson Exhibit, Booth #65, A.N.R.J.A., Waldorf- 
Astoria, New York, August 14-17. And at Booths #125, 
126, 127, N.A.C.J., Stevens Hotel, Chicago, August 27-31. 


Ronson Art Metal Works, Inc., Newark 2, N.J. 


U.S. PATS. — OTHER U.S. AND FOR. PATS. POG. 


FOR AUGUST, 1950 





In 3 different colors: Engine-turned 
Ebony, Burgundy or Blue Enamel chromium plate 
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Check y < your rocks 6 on Wiese 
and other popular best-sellers! 
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if your Ronson Assortment 
is complete... 


_.. hows the time to order! 


Every year a lot of dealers get caught short... find they 
: - haven’t ordered enough Ronsons. In spite of the fact that they 
gl lanes know there’s nothing quite like the Ronson gift line! 


» 









This year, play safe! Place your orders now! Your customers 
demand wide assortments. Who wants to miss sales by not 
having stock? 


For this Christmas there are exciting new additions to the 








—_— beautiful, varied Ronson line. Your customers will be talking 
RONSOR about them. See that you have these new, heavily advertised _ 
ee . numbers. And stock up on all the Ronson favorites. There’s _ 
; | RONSON. BANKEI co 
no substitute for a Ronson! | Satin finish, engine- 


\ turned. 
Tune in Ronson’s ‘20 Questions” radio broadcast, (Sun. nights, Pacific Coast) MBS. urned. $6. 50 


See Ronson on Television, too. 


See us at the Ronson Exhibit, Booth #65, A.N.R.J.A., Waldorf-Astoria, New York, 
August 14-17: And at Booths #125, 126, 127, N.A.C.J., Stevens Hotel, Chicago, 


ONSO 


® : Reng Ss u ; 

WORLD’S GREATEST LIGHTER ) RONSON TEN-A- 

RONSON Art Metal Works, Inc. Newark 2, N. J | CASE. Cigarette come 
| and lighter combina- — 

tion. Engine-turned, _ 
Apple . 
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e RONSON WHIRL- RONSON CROWN. - 

WIND. Disappearing 3 Table lighter in heavy - 
windshield. Satin fin- | silver plate. Modern 
ish, engine-turned. > Danish design. at 
$8.25 ee plus tox | 
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(W, only after long research, RONSON 


WORLD'S GREATEST LIGHTER 












ee adds 
rich, black enamel, ‘s —_ — 
=: ; & So 3 


Eg Rowson vamguare 


compressed-fuel lighter 


Thousands of lights 
from a single cartridge! 












And with that famous patented 
one-finger, one-motion safety action! 
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RONSON VANGUARD in rich 
black enamel, with engine-turned 
design on chromium plate. 


pete 


Handsome Presentation ae , ‘ 
Box richly displays the beauty | eo Se. 
of the Ronson Vanguard | ie 


tex 
>>.,. 
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LIGHTERS SHOWN IN REDUCED SIZE 






This handsome new Ronson gives 
thousands of lights on a single 
cartridge loading! 
The Ronson Vanguard, the result of long research 
and development, is precision-built to finest jewelry 
standards. It, too, has that famous patented 
one-finger, one-motion safety action. 
The luxurious gift box of plastic, beautifully lined in satin and 
velvet, is also a most attractive window and counter 
display. Unusually effective consumer folders, mats 
and a striking easel-back display available upon request. 
See your distributor! Interest in the Ronson Vanguard 
is running high. Profit by adding these unusual new models 
to your line of other best-selling Ronsons. . . . The Ronson 
Vanguard will bring you prestige—and extra volume! 
It will attract new traffic to your store. 



















Tune in Ronson’s ‘'20 Questions” radio broadcast Sat. nights (Sun. 
nights, Pacific Coast) MBS. See Ronson on Television, too. 


Ronson Art Metal Works, Inc., Newark 2, N. J. 


See the Ronson exhibit, Booth No. 65, A.N.R.J.A., Waldorf-Astoria, New York, Aug. 14-17. 
And at Booths No. 125, 126, 127, N.A.C.J., Stevens Hotel, Chicago, August 27-31. 
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More people read LIFE than any other weekly 
magazine. 


One out of every 2 people in your community 
reads LIFE. 


Jewelry advertisers are discovering more and more 
every day that LIFE reaches the people who are 
able to reach for the money to buy all items in the 
jewelry line. 


And everywhere, jewelers are realizing that ad. 
vertised-in-LIFE ads in their windows are magnets 
to passing customers. 


LISTEN TO THE JEWELERS! 


All Over America — 


In Memphis, Tennessee. “We will be able to 
count the results of our recent LIFE promotion 
for many months ahead!” 


Philip A. Perel, of 
PEREL & LOWENSTEIN, INC. 


In Seattle, Washington. “LIFE seems to have a 
magnetic effect on people, our LIFE tie-in 
attracted a lot of attention and caused consider- 
able comment!” 


G. M. Ford, ass’t manager of 
THE GOLDSMITH’S 


in Reading, Pennsylvania.“ We have found that 
showing the product advertised in LIFE, was in- 
strumental in clinching a sale!” 


Albert Kravitz, manager of 
ROGERS JEWELERS 


In New Britain, Connecticut. “We enjoyed a 


comfortable increase in business d uring Our LIFE 
promotion!” 
Edward FE. Kern, manager of 
MICHAELS JEWELERS 


In Michigan City, Indiana. “There is no question 
that using LIFE displays will attract people and 
ultimately increase sales!”’ 


John Erickson, manager of 
OLSEN & EBANN 


In Morristown, New Jersey. “Our LIFE pro- 
motion gave us triple identification for our store 
—told our customers we feature the finest brands 
in the U. S.”’ 
M. Siegel, of 
LEE JEWELERS 


In Kansas City, Missouri. “LIFE is a very good medium for the jewelry business!” 


W. B. Jaccard, Vice-president of 
JACCARD JEWELRY COMPANY 
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In Philadelphia, Pennsylvania, Barr Jewelers featured the consumer than advertising in any other magazine. A 
this Trifari advertised-in-LIFE display. Joseph Barr, vice- _ LIFE tie-in adds glamour to any window display. There’s 


president of the store, wrote us a letter afterwards. In it, no doubt that this Trifari display has helped sell the pieces 
he said, “I feel that advertising in LIFE means more to advertised.” 





























In Providence, Rhode Island, the S. A. Foster Co. 
tied in with 1847 Rogers Bros. advertising in LIFE. Here’s 
what Harold W. Hughes, manager of the store, had to say: 


the fact that you carry the best products, LIFE promo- 
tions help us do exactly that!” 


First with people who buy 


First with people who sell 
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Lead Off Your Fall Promotion With 


‘Watch Inspection lime f 


JIC-sponsored campaign for second successive year is 
aimed at giving initial impetus to fall sales by building 
store traffic and business by emphasis on watch repair. 
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/ annual watch inspection week, “It’s 
Watch Inspection Time,” sponsored and promoted by 
the Jewelry Industry Council for the express purpose of 
increasing retail jewelry store traffic and _ stimulating 
watch repair business and attachment sales, again has 
been scheduled to lead off the jeweler’s fall promotions. 
The promotion this year will be staged from September 
7th to 16th and, according to the JIC, wide participation 
by retail jewelers is anticipated. 
The Jewelry Industry Council earlier released informa- 
tion and material to its supplier members to enable them 
to make preparations for retailer tie-ins in the promo- 





tion and on August 1, the Council released its own pro- : eat ieee , 

. e ° ° ° romoTtionag: aids in e@ torm of sug- 
motional material to retailers. That material included gested newspaper, direct mall, redio 
an idea book carrying suggestions for newspaper adver- and window display is furnished JIC 
tising, direct mail letters, radio commercials and window member jewelers with “idea booklet.” 


displays. 
The purposes of the promotion are outlined in an intro- 
ductory letter by Albert E. Haase, Executive Director 


(Please turn to page 209) 
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Welcome Wagon: A 
Public Relations Service 


For More 
Jewelry Store Sales 





I. you could personally greet all newcomers 
to your community and tell them about your store. .. . 

If you could get the name of every high school senior 
who will soon be buying a diamond ring, or every en- 
gaged girl just before she chooses her silver pattern, or 
every family new to the neighborhood and looking for a 
good watch repairman. ... 

In short, if you could make a few new customers every 
day, every week, the year around and build up their 
confidence in you as a diamond and jewelry merchant, 
the future of your business would take on new promise. 
Footprints on the doormat, pointing inward—that’s what 
every store needs. 

But meeting new people is not so easy. All day long 
you're tied behind the counter and at night you’re busy 
with stock sheets and invoices. How does a jeweler get 
out and make new friends? 

Well, there are several ways to accomplish this. One 
of the most successful is the “Welcome Wagon” which 
some jewelers have included in their sales programs to 
good advantage. Jewelers who are doing this include 
Frederick W. Roedel of Utica, New York, who has made 
new customers through Welcome Wagon for seventeen 
years; Alberts, Jewelers, of Ventura, California; Brodnax, 
Jewelers, of Memphis, Tennessee; Wright’s Jewelry of 
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Above: A young hostess about to greet a new family 
of the neighborhood and tell them about the friendly 
jeweler. Left: A more mature hostess paying a visit 
to an engaged girl, showing her a brochure of diamond 
rings. The girl and mother examine the rings together. 


by DOROTHY DIGNAN 


Silver Spring, Maryland, and Barth’s Jewelry Store of 
Geneva, New York. 

Welcome Wagon is a public relations service that 
makes new customers for jewelers and 155 other classi- 
fications of business. It operates in 900 communities 
from New England to the West Coast. It is 22 years old. 

The name comes from an old pioneer custom on the 
Western prairie. Wagons stocked with fresh water, food 
and fodder used to set out from the little settlements 
along the old highways to meet the exhausted travelers 
in the great wagon trains pressing Westward. Hailed with 
eratitude, they were called welcoming wagons and part 
of their mission was to win new settlers for the strug- 
cling little hamlets along the highways. The welcoming 
wagon proved to the passer-by that here was a friendly, 
desirable place to end his wanderings and settle down. 

Thomas W. Briggs of Memphis, Tennessee, had the 
idea that merchants in a town would like to meet up 
with newcomers and make friends of them. So he called 
his idea “Welcome Wagon,” and today he has over 2500 
(including many jewelers) and about 3500 hostesses 
who go around and make the calls. 

Besides newcomers to a town or neighborhood, all the 
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AToast 'n Jam" Set 
aMadgt.No. 6D5 










CASH IN NOW ON 
TOASTMASTER’S TWO 


@ Get acquainted with the newest 
member of the ‘“Toastmaster’’* 
family—and at a profit! Check the 
two special offers below. They’re 
your introduction to the new “‘Toast 


SPECIAL OFFERS! 'n Jam’ Set that promises to be a 
e sales star in your store. 






IMPORTANT— Read Carefully “al 

. “Hospitality” Set i... 
1 Not more than a total of 6 Special Offers to any Model No. 6B14T , aes 
one retail outlet. 

2 Orders must be for immediate delivery and must 
include all items specified. 


3 Toaster offered at special price and Merchan- 
dising Kit will be shipped direct to retailer by MERCHANDISING KIT 
McGraw Electric Company. Distributor will de- INCLUDES ALL THIS! 


liver balance of the merchandise. PERMANENT COUNTER DISPLAY featuring “Toast ’n Jam” Set. 

taken in accoedance with the rerms of rhese Special FULL-COLOR COUNTER FOLDERS with your imprint. 

Offers. TWO-COLOR MAILING LEAFLET on 

5 Special Offers are not good after August 31, “‘Hospitality”’ Set, ‘““Toast ’n Jam” Set, and Toaster. 
FULL-COLOR TOASTER IDENTIFIER that attaches directly to toaster. 


1950, and may be withdrawn earlier at our option. ; 
& Place your order for your Special Offers with TWO-COLOR COUNTER CARDS, easel backed, 5 x 8 inches. 
your distributor, NOW! CUT & MAT SERVICE for making your own ads. 


TOASTMASTER Automatic Electric. Appliances 


**TOASTMASTER,” ‘‘HOSPITALITY,” and “‘TOAST 'N JAM” are registered trademarks of McGraw Electric Company, makers of ‘‘Toastmaster”’ Toasters, **Toast- 
master’ Electric Water Heaters, and other ‘‘Toastmaster’’ Products. Copr. 1950, TOASTMASTER Propucts Division, McGraw Electric Company, Elgin, Ill. 
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Left: A scene in Barth's Geneva, 
N. Y. jeweler. A young couple are 
looking over place settings, china 
and crystal. Below: Congratulatory 
cards given by hostess for jewelers 
who use the welcome wagon ideo. 





following classifications of people are reached, right at 
a peak spending-time of their lives: 
Teen-age girls, on or around their sixteenth 
birthdays; prospects for a diamond soon and 
an immediate influence on their families for 
all sorts of purchases. 
Engaged girls, who have the man staked out and 
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The new mother with a slew of relatives on both 
sides, all giving stork gifts. 
The family that has just moved to a new home 
in the community and may well be customers 
for generations if you can once get them 
started with you. 
Well, who gets around and sees all these people and 
who tells them about you? 
The callers are 3500 alert, specially trained and highly 
(Please turn to page 231) 
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see it at the Jewelry Fair: Space 220-221, August 27-31 


Arvit 


William Boyd as 
Hopalong Cassidy, 
idol of millions 
of children! 












Designed to 
comply with 
- Underwriters’ 
requirements 








® with Lariatenna! 


© Colors: Red or Black cabinets Free Promotion Kit 


with Silver trim. 
Here’s a natural for opening new 


with every order for 12 sets 


accounts or boosting Christmas . way Pa eatilh ‘ ’ 
Sales. It’s an official Hopalong yy acy Aa eee @ Commanding Window Streamers 
Cassidy Radio—designed for kids a>, 3. @ Colorful Window Display 


of every age. Not a toy, but a real 
big-performing radio. Four tubes 
including rectifier, AC-DC Super- 
het circuit with amazing range and 
tone. Backed by powerful national 
color advertising in Life, Septem- 
ber 11 and dynamic point-of-sale 
display material. Shipments start- 
ing now. 
Television and Radio Division 
Arvin Industries, Inc. 


Columbus, Indiana 
(Formerly Noblitt-Sparks Industries, Inc.) 


@ Newspaper Ad Mats 
@ Radio and TV Spots 


@ Also available—Hopalong Cassidy 
Giveaways and Crowd Pullers 


ARVIN HANDLES 
THE SERVICE! 


® No Service Headaches for you! 
Hopalong Cassidy radios are serviced by 
the factory for one year. Ask for details! 
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Jewelers’ Circular-Keystone’s Report on 


THE DIAMOND INDUSTRY IN 1949 


by W. F. FOSHAG and GEORGE SWITZER 





A REVIEW of the diamond industry must neces- 
sarily consider the jewelry industry in the United States, because 
America is the world’s largest single market for these gems 
(about 75 per cent of all production) and because diamonds ° 
and diamond jewelry represent 20 to 25 per cent of the jewelers’ 25th Annual Review 
annual sales. A survey made among 1500 jewelers by JEWELERS’ 


CIRCULAR-KEYSTONE, the results of which were published in their Acknowledgment 
April, 1949, issue, showed that diamonds led the lines which had 
made the most profit for the jeweler in 1948, and that diamonds No satisfactorily factual summary of 
were first choice among all lines for anticipated profits in 1949. 
With the closing of the year 1948, business, as a whole in the diamond industry would be _ pos- 


the United States, was at its all-time peak. Jewelery volume had 


declined from its sensational peak established in 1947, and as sible without the collaboration of many 


1948 began much concern was expressed over the immediate persons. To the numerous individuals, 
prospects. The traditional seasonal pattern of the jewelry indus- 
try reasserted itself for the first time in ten years, but still and to the companies and associations, 
followed somewhat general business trends and was subject to 
the psychological waves which rolled across a country adjusting who have so generously responded to 


itself from a war-time to a peace-time economy. 

Fortunately, the jewelry industry had been anticipating a 
decline and was reasonably well prepared. Prices in general 
began to decline and jewelers liquidated their stocks to establish 


our requests for information, the writers 


extend their thanks and acknowledge 


low inventories. This was done in an orderly way. Hand to mouth their indebtedness.—//. F. Foshag, Cura- 
ordering came back and during the spring and early summer 
business was quiet. However, this was reversed in July and tor, George Switzer, Associate Curator, 


August when business confidence was restored. The fall months 
were reasonably active, and the weeks before Christmas saw the 
traditional rush for jewelry store merchandise. High priced dia- 
mond jewelry lagged, however, because anticipated reduction of 
present excise taxes caused prospective customers for such items 
to postpone purchases. As a result of this uncertain position of 
excise taxes, diamond sales (according to a survey made by the 
National Wholesale Jewelers’ Association) showed a 19 per cent 
decline in 1949, compared to 1948, 

The JEWELERS’ CiRCULAR-KEYSTONE, using U. S. Department 


Division of Mineralogy and Petrology, 


Smithsonian Institution, Washington, D. C. 


(PUBLISHED BY PERMISSION OF THE SECRETARY, 
SMITHSONIAN INSTITUTION) 
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Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond promotions that 
are working for you. They include... 


ADVERTISING supporting the engagement ring tradition 
—in leading national magazines. Advertising stressing 
the fashion significance of diamonds—in outstanding 
fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—“‘The Eternal Gem’’—to show in your town. 
Write to Association Films, 347 Madison Ave., New 
York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL .. . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th St., New York 17, N. Y. 
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Use the FREE movie 
“The Eternal Gem” 
to promote 








your diamonds 


Ls good publicity for your store — and for 
your diamonds—to show “The Eternal Gem” before club groups, 


schools, and trade associations. 


This interesting, fast-moving professional production, just 
10 minutes in length, gives the history of diamonds, the story 
of famous stones, and the facts of diamond-cutting operations. 


Audiences enjoy it thoroughly. 


Showing the movie gives you a chance to talk directly to an 
assembled audience about your diamond selections, to distribute 


diamond literature, and to invite people into your store. 


For details on how you may acquire “The Eternal Gem” for 
your own use, write to Association Films, 347 Madison Ave., 


New York 17, N. Y. 


De Beers Consolidated Mines, Ltd. 
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of Commerce statistics and Internal Revenue (excise tax re- 
ceipts) figures, calculated that the volume of business by jewelry 
stores in 1919 was approximately $1,055,000,000, compared to 
$1,205,000 000 in 1918; a decline of about 12 per cent. H. A. 
Goldberg, president of the National Association of Credit 
Jewelers, stated in his 1948 report that the percentage of dia- 
mond to total volume of members of the American National 
Retail Jewelers Association (“cash”) was 18.6 per cent in 1947 
(compared to 27 per cent in 1937). In 1948 the average for the 
National Association of Credit Jewelers (“credit”) was 24 per 
cent diamond sales to total valume. 

Consumers’ disposable income in 1949 was slightly higher than 
in 1948, reaching $192,900,000,000 with consumers spending in- 
come of $178,000,000,000. The jeweler had much aggressive compe- 
tition for this from homebuilders, auto makers, home furnishing, 
electrical appliance and television manufacturers, whose prod- 
ucts were not available during the war and who had now met the 
accumulated backlog and were once more aggressively promoting 
their wares. 


DIAMONDS IN FASHION 


The fashion aspect of the diamond industry received more recog- 
nition in 1949 than ever before. The Jewelry Industry Council ap- 
pointed a fashion director and began to include jewelry fashion 
shows and other forms of jewelry education for the fashion press 
in its regular schedule of activities. 

The new fashion activities of the Jewelry Industry Council are 
especially worthy of note as they emphasize precious jewelry, with 
full recognition for the unique position of the diamond. Diamonds 
have one advantage which cheap jewelry does not offer, the ad- 
vantage of enduring value. Women prefer the real; they are proud 
of it; other things being equal, they would rather put their money 
into it. But events have proved that smartly dressed women will 
not wear badly styled jewelry just because it contains diamonds. 

It is significant then, that independently, several prominent 
jewelers made claims to fashion leadership during 1949 on the 
basis of their diamond designs. The claim was made for diamond 
jewelry in general in the annual “Diamonds U. S. A.” fashion 
show presented in New York on October 20 by N. W. Ayer & Son, 
Inc. (advertising agency) as a part of their diamond publicity 
program for the account of De Beers Consolidated Mines, Ltd. 
Sixteen jewelers participated in that show, representing twelve 
key cities throughout the country. Newspaper and radio reports of 
the event credited diamond jewelry with establishing trends of 
design to be imitated by costume jewelry. 

Traditionally, imitation jewelry has followed the lead of the 
real. Recently, however, costume jewelry has become “high fash- 
ion.” Manufacturers of costume jewelry, of course, can act more 
quickly to tie in with new fashion trends. They hire famous de- 
signers to bring them new ideas, and they gamb!e on producing 
extreme styles which may or may not sell. At the present time, 
costume jewelry manufacturers, including some of the great dress- 
makers of New York and Paris, sometimes take the initiative in 
setting jewelry styles. This is what happened when the fad for 
“scatter pins” arose a year ago and continued on into 1949. Jewel- 
ers had long carried small brooches, but the costume jewelry 
people brought out well designed pieces, coined the term, “scat- 
ter pins” and put over the fad of wearing them in groups. 

The fashion picture on the whole was pleasing and conservative. 
Paris made no radical change in styles. Fashion designers de- 
clared that the approach to the mid-century was to be marked by 
completely modern clothes. However, there was a strong trend in 
America (less marked in Paris) toward the flapper styles of the 
1920’s and the persistence of this trend is slowly affecting the 
design of diamond jewelry. 

Sleeveless dresses, for instance, greatly increased the importance 
of bracelets. The gradual lowering of the waistline, another trend 
of the twenties, brought back longer chains and pendants. But the 
exceedingly short haircut and large-crowned, pull-down hat made 
the most noticeable change in jewelry fashion. The pendant ear- 
ring, virtually the only kind that could be seen below some of 
the deep or sideswept hats, caused many women to change from 
pearl buttons for the first time in years. Jewelers brought out two- 
part earrings consisting of lobe ornaments for daytime with at- 
tachable showers and pendants of small diamonds for evening. 

When necklines are very low, necklaces tend to be large. In 
1949, the vogue for strapless bodices was extended from the 
evening mode to clothes for resort and after-five wear. A dia- 
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mond necklace was the sing'e item of fine jeweiry most coveted 
by women. At the 1949 opening of the Metropolitan Opera. an 
event which annually brings out the finest jewels in the ranks 
of society and celebrities, more diamond necklaces are said ;, 
have been worn than in any year since before the depression, 

In Paris, a strong trend toward the Persian and Oriental was 
noted in diamond design. Among the best customers for luxury 
goods were wealthy women from India, Egypt and Turkey. 
There was a fresh and interesting exchange of ideas and talen 
between Paris and New York. Jacques Fath, one of Paris’ Jead. 
ing dressmakers, designed a line of real jewelry which was many. 
factured in New York. Duc di Verdura, a leading New York 
jewelry designer, established a French company under the name 
of Societe Verdura in Paris. He was formerly a jewelry designer 
for Chanel. Salvador Dali, Spanish surrealist, began the many. 
facture of jewelry creations, each individual and signed with his 
own name. Only diamonds and other precious stones are used. 

Manufacture was ingenious from the standpoint of mechanical 
construction. Diamonds were set in hundreds of tiny links, jp. 
visibly hinged to form mobile showers of baguettes, “trembling” 
leaves and stems and petals. Strands of diamonds were braided 
and interlacel as “softly” as tape. Seldom-seen kite, keystone 
and triangle cuts were incorporated in this new jewelry, and 
the marquise and pear-shape continued in use for fringe. 

In diamond engagement ring mountings, the locked-together 
types of engagement ring and wedding band ceased to be the 
novelty they were in 1948, but many pairs of rings were planned 
to “fit” together by their design. Ingenuity continued at work to 
make small diamonds look larger. Rims, extensions, “picture 
frames,” and other projections of metal bordered the small 
solitaire to add to its apparent size. The demand for straight- 
sided stones increased. Emerald cuts of one-half carat and less 
were bordered with highly polished white metal following the 
outline of the stone itself and making it look much larger. The 
use of baguettes as side stones increased. 


TRENDS IN THE RETAILING OF DIAMOND JEWELRY 


Trends in the retailing of diamond jewelry in the United 
States were investigated by N. W. Ayer and Son, Ine. One hun- 
dred and two jewelers, probably of the better class, in 62 cities 
responded to the canvass. 

Diamond jewelry represented about one-quarter of the total 
sales of the participating jewelers, and the rate of turnover of 
dealers’ diamond stocks was from one to two. From a standpoint 
of sales, diamond engagement rings were the principal item of 
diamond jewelry for most of the jewelers in the panel. Sixty- 
four per cent reported that ring sales accounted for half, or 
more than half, of their total diamond sales. More than half of 
all sales of engagement ring diamonds involved stones of 35 
points or less. Stones over 75 points accounted for only 8 per 
cent of the total volume. The most popular price for diamond 
engagement rings averaged $167, exclusive of tax. 

Increased popularity was reported for diamond wedding rings, 
and the current trend is an expanding demand for this class of 
wedding ring to supplement the diamond engagement ring. 
About 25 per cent of the wedding rings sold in 1949 by the 
typical jeweler in the panel were set with diamonds, with five 
and seven stones listed as the most popular. The most popular 
average price for diamond wedding rings sold in 1949 was $83, 
exclusive of tax. 

Diamond brooches and diamond cocktail rings were said to 
have lost favor. In men’s jewelry, the greatest drop in popularity 
was indicated for diamond scarf pins and diamond cuff links, 
while sales of diamond rings and lapel emblems were said to 
have dropped only slightly. 

To the average customer, stone size was more important than 
quality for low-priced rings; for higher priced rings quality was 
regarded as being more important. Sales of loose stones were 
en unimportant part of the average jewelers’ sales; most re- 
spondents listed such sales at 10 per cent or less. Investment 
purchases of diamonds were reported to represent a negligible 
part of total volume. 


RETAIL PRICES IN AMERICA 


From the beginning of World War Il to September, 1946, cut 
diamond prices steadily increased. Melees tripled or quadrupled 
in price; half carats more than doubled; one carats doubled and 
larger stones showed a somewhat smaller increase in price. Prices 
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but it requires 
wide-awake 


merchandising 


Every diamond sale marks the fulfillment of a dream. ..a dream your customer has had since 
the day she was old enough to read the story of Prince Charming. 


How to make that dream come true in YOUR store requires wide-awake, on-your-toes 
merchandising. You must offer something extra .. . some plus value your customer can see 


and appreciate. 





The Circle-of-Light Diamond offers you just such an opportunity. You and your customers can 
actually see the extra value, extra beauty, extra 


loveliness in this fully polished gem. You get, 
and they see MORE FOR THEIR MONEY 
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from then on were relatively weak until July, 1947, when they 
strengthened, only to weaken again in October 1948. 

For a number of years De Beers has published retail diamond 
prices in its advertising campaign in America as estimated by 
a canvass of a number of retailers. These prices, between August 
1947, and December, 1949, follow: 


9 


Diamond Prices as Quoted in De Beers Advertisements 


Date Y{ carat 4 carat 1 carat 2 carats 
Aug. 1947 $85 to $230 $230to $500 $590 to $1135 $1450 to $3450 
Nov. 1947 95 to 210 235 to 465 705 to 1250 1815 to 3340 
Mar. 1948 90 to 210 260 to 525 665 to 1165 1615 to 3470 
May 1948 90 to 205 250 to 450 600 to 1185 1400 to 3335 
Jan. 1949 90 to 205 250 to 450 600 to 1185 1450 to 3335 
Mar. 1949 85 to 225 215 to 450 555 to 1050 1355 to 3180 
June 1949 80 to 195 200 to 440 460 to 1060 1000 to 3000 
Aug. 1949 80 to 195 200 to 440 460 to 1060 1000 to 3000 
Sept. 1949 100 to 230 210 to 475 625 to 1250 1290 to 3250 
Dec. 1949 100 to 230 210 to 475 625 to 1250 1290 to 3250 


These figures indicate an average fall in prices from November, 
1947, until August, 1949, and then a rather sharp rise through 
December, 1949. 

The prices of % carat and 1 carat were higher September- 
December, 1949, than any time since August, 1947. 


BRITISH MARKET 


Jewelery and silverware carried a 100 per cent purchase tax, 
clocks and plated ware 331/3 per cent. In the early months of 
1949 many traders hoped that the Chancellor of the Exchequer 
would see his way to reduce the crippling purchase tax in his 
April Budget. During January, February and March retail jewelry 
trade was almost at a standstill. When the April Budget brought 
no tax relief, heavy buying made up to some extent for the dead 
months. The British merchant found himself in a similar, but 
more aggravated, position as the American dealer. The hardest 
hit lines were the 100 per cent taxed jewelry and silverware. 

In 1949, second-hand goods, the jewelers’ standby for the pre- 
vious decade, had become a less feasible alternative to the heavily 
taxed new goods. Not only had the pool of second-hand goods 
been drained by ten years trading, but the customer wanted 
something new and different. 

It was generally known that there had been a black market 
in new second-hand goods for years, but the extent of this black 
market was revealed in September by the Development Council, 
a governmental sponsored body which registered all makers to 
check the black market. This council reported an annual black 
market turnover of £1,000,000. 

England’s market for polished goods was largely an export 
market to Sterling areas. Fewer diamonds were exported to the 
United States, due to the fact that higher prices were obtain- 
able from Sterling area countries. 

The year ended in London with brisk demand for diamonds, 
due, in part, to the stabilizing effect of the devaluation of the 
pound and the new schedule of prices posted by The Diamond 
Trading Corporation, in part due to the decision of the Board 
of Trade to relax import restrictions from both Amsterdam and 
Antwerp. 


DEVALUATION 


During the first half of 1949 the diamond market was in an 
unsettled state, with retail sales off 5 to 10 per cent. This condi- 
tion was perhaps due largely to the depressed economic outlook 
in the United States, but was also largely influenced by the 
uncertain effect of the anticipated devaluation of the British 
pound and other currencies. A further contributory factor was 
the irregular money manipulations resulting from the disparity 
between the official and black market rates of the pound and 
other currencies in relation to the dollar. It was reported that 
intermediary importers bought diamonds at rates from 2.50 to 
3.10 dollars per pound, while U. S. importers were held to the 
officially pegged rate of 4.03 dollars per pound, making it diffi- 
cult for United States diamond importers to deal directly with 
Britain. It is said, more than 50 per cent of all diamonds im- 
ported into the United States came from such sources. 

On September 18, the pound was devalued in relation to the 
dollar by 30.5 per cent, necessitating a revision of diamond 
prices if values were to remain stable. On September 30, the 
Diamond Trading Corporation announced that new prices had 
been fixed. The new price scale took into consideration that 
devaluation affects different diamond centers and the demand 
for different qualities and sizes in varying degrees. The new 
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price schedule maintained essentially the same dollar values ag 
before devaluation, with some adjustments where necessary, 
The result has been little change in diamond prices in the 
United States, but increases up to 40 per cent in European 
diamond centers. 

After a period of hesitancy and uncertainty immediately after 
devaluation of the pound, pending an announcement by The 
Diamond Trading Corporation, a lively demand for all types of 
diamonds arose and the market showed great improvement. 


UNITED STATES IMPORTS LU. S. Department of Commerce] 


Total gem diamond imports into the United States, in dollar 
value, for the years 1942 to 1949 are as follows: 


ee $ 26,186,949 
1943......... 68,127,004 
1944......... 72,670,146 
1945......... 107,308,028 
are 166,637,049 
1947......... 96,061,131 
1948 (Revised) 100,645,415 
1949......... 69,727,517 


These figures show the value of imports for 1949 to be the 
lowest in five years, and only about 70 per cent of 1948. A break. 
down of these figures into rough or uncut, and cut but unset, 
for the past two years are given below: 





ee 


Cut but Unset 


= 


Rough or Uncut 





Value Value 
per per 
Year |Carats Value | Carat | Carats Value /| Carat 








$48.80/388 ,499/$56,244,934/$144.77 


19481, . .|909,871|$44,400,481 
43.46|335,487| 41,427,718} 123.49 


1949. . ./651,150) 28,299,799 
1 Revised figures. 
Details of 1949 U. S. diamond imports follow: 
Rough or Uncut 























Country Carats Value 
Union of South Africa........... 595,101 $26,938,598 
ot xr ehtasneeehawkes 29,217 711,007 
MED, «+ 4. 5: tex seek bo RATE MaTOREEE 14,765 430,826 
wos ceesseneneawes 6,947 81,936 
eS ee 3,100 6,096 
United Kingdom ................ 1,708 118,838 
British Guiama ............s0.05: 241 6,464 
ond seni erenkgia Rens 60 2,900 
Netherlands Antilles ............. 11 3,534 
Cut but Unset 
Cee 159,189 $19,581,847 
No a eee eg aR KES 70,485 5,402,074 
Union of South Africa............ 39,644 8,404,959 
RS nt cate aremaaunwads 24,789 3,202,227 
er rere 14,465 1,932,944 
a 8,663 539,412 
Ee er 4,679 615,265 
United Kingdom ................ 3,771 449,356 
OTST Tee ne 3,528 283,903 
CC Tee 2,843 355,899 
Ne on cewen sau m seated atid 1,142 251,155 
ns oa dt warn ba mine se ey ean 996 82,039 
BES 5. 5 1st ane aun wine Ma 580 71,099 
TN i iio doce ine are eae 159 17,155 
ee ee 139 11,300 
a ie hig a aa ae 103 13,829 
ED, Os en ees ov eaeweas 75 41,172 
French Morocco ................ 63 15,091 
Czechoslovakia .................. 44 4,357 
lel ct te tees 38 5,303 
TN i tote we gin eins 30 3,011 
Ta aioe rere eel 27 134,933 
Netherlands Antilles ............ 15 3,689 
Chile rrr rT TTrTrTCrT TET Ter TT 13 3,990 
err er 4 700 
SP een re 3 1,009 


(Please turn to page 234) 
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. . The unsurpassed brilliancy and 
accurate cutting of every 
Kimberley Diamond gives you 
value that defies comparison. 
The large selection of loose 
diamonds always on hand makes 
it easy to fill your diamond needs, 
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Jewelers have a good choice of quality mailings, such 
as this one from Gruen (left), from which to select 
the one which precisely reflects the character of the 
store. Fortunately, the kind of merchandise sold in 
jewelry stores lends itself to syndicated production 
of direct mail and jewelers can buy booklets for less 
than their competitors with wider ranges of goods. 
The booklets published by Bulova (above) bear out 
the idea of properly presenting merchandise to the 


public. 


15,000,000 Christmas Booklets Can’t Be Wrong! 


It’s not too early to begin thinking about those Christmas sales. A small 


store with the right kind of booklet will derive far better results than 


a larger one which fails to present its merchandise properly. 


by GOLDALIE FRANK, President. 


Contempo Advertising Agency, Inc. 


= year’s Christmas sales proved conclu- 
sively the value of Christmas booklets. Were you one of 
those wide-awake, progressive jewelers who stimulated 
your Christmas business with this sales-propelling medium 
with its directly traceable results? 

It is estimated that in 1949, over 15,000,000 prospec- 
tive customers received a gift suggestion booklet from 
their jeweler. These mailing pieces were purchased either 
from syndicate producers, manufacturers who cooperated 
with their dealers to share the cost, or produced by groups 
or individual stores. Fortunately for the jeweler, the kind 
of merchandise he sells lends itself to syndicated produc- 
tion of direct mail. This means that he has the opportu- 
nity to purchase a more beautiful mailing piece at less 


166 


money than his department store competitors who are 
compelled to invest considerable sums to produce their 
own Catalogs. 

This year more than ever, the jeweler will have a good 
choice of quality mailings from which to select the one 
which reflects precisely the character of his store. Many 
jewelers may wish to purchase more than one booklet 
to embrace different types of merchandise, or to send 
out two mailings . . . one in early November, and the 
other about December first. An effective combination 
of booklet mailings may be one on all types of gifts, and 
still another which concentrates on one important item 
such as silver. 

The International Silver Company in Meriden, Conn., 
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The integrity of the House of Harry 


means to vou... confidence ... 


... confidence that your requirements will be met 
for a continuous source of evenly graded diamonds 


of an exact color. quality and size... from the 


smallest melee to the largest sizes... 


confidence that our large volume and rigid 


manufacturing controls will give you prices that 


challenge the industry! 


.. confidence ... and prestige. too... for we 


acquire the most fabulous and highly publicized 


of the world’s diamonds... 


Winston 
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Sketched is the uncut 


Jonker diamond as it 
was prepared to yield 

e twelve beautiful! 
diamonds in the photo- 
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WINSTON COLLECTIONS ARE AVAILABLE 
AT YOUR REQUEST 














The first impression your booklet makes Hii eae By gt. : 
on your customers is the most important oer ; ; ' ti . . 
point to remember. International Silver 4 Qa" ee 


publishes two booklets, one for credit 
jewelers (above) and another for jewel- 
ers who prefer cash (right). Below is 
a booklet published by Bulova designed 
to bring in those extra Christmas sales. 





for example, is offering their dealers a colorful self-mailer 
broadside of “Gifts for the Home.” It’s about 17 by 22 
inches and contains most of the 1847 Rogers Bros. items 
as well as Wm. Rogers & Son and Anchor Rogers Anchor 
Sterling. The Bulova Watch Co. is producing a special 
mailing for Christmas Watch Lay-a-Way presentation. 
It’s about 844 by 51% inches when folded and is attrac- 
tively designed for Christmas selling. 

The International Silver Co. and The Bulova Watch 
Co., as well as The Gruen Watch people, have dealer 
booklets showing all types of merchandise helps which 
the jeweler should review before making commitments 
for his Christmas mailings. Last year The International 
Silver Co. launched the first Christmas booklets for deal- 
ers in the 1847 Rogers Bros. division. They were received 
so enthusiastically not only by jewelers but by the jewel- 
er’s prospective customers that this year the booklet is 
planned with more pages, (16 pages) all in four-color 
process. Also, there are more watches, diamonds and 
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other gift items as well as silver so that the jeweler will 
have as beautiful and as complete a mailing as if he had 
prepared it at great expense for his own use. 

E. P. Hogan, of The International Silver Co., revealed 
that a survey of jewelers using the 1949 booklet indicated 
that a majority of them could attribute a definite increase 
in sales because of their extremely beautiful mailing piece. 

The Gruen Watch Co. this year is offering a twelve- 
page booklet in full-color stressing a wide variety of 
jewelry, although Gruen watches are featured. The com- 
pany reports that this Christmas booklet is their most 
popular dealer service. 

Two leading syndicated producers of Christmas book- 
lets are Cramer-Tobias-Meyer and Brown & Gravenson. 
The booklets they produce are sold on an exclusive basis 
to one jeweler in each city or town, and formats include 
those for credit as well as the “cash” jewelers. 

In addition to Christmas catalogs produced by manu- 
facturers (catalogs which show not only the manufac- 
turers’ products but other lines), the jewelers should 
not overlook the many Christmas booklets, folders, leaf- 
lets, etc., which manufacturers such as Hamilton, Elgin, 
Oneida Ltd., Toule, Speidel, Kreisler, in fact most manu- 
facturers furnish to their dealers. 

Every jeweler who expects to take advantage of the 
Christmas gift-selling period should send at least one 
mailing to his customers. The important question is, 
“Which booklet shall I select to do the job for me?” 


(Please turn to page 229) 
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LAZARE KAPLAN & SONS 





WELCOME ALL JEWELERS 
ATTENDING THE A.N.R.J.A. CONVENTION 


PMULLALANANENAUASUALAMAAMAADAAAAAAGAA DASA DAAUNAONNUG CUUAUANDSLAU SLU NUAGDANOALANOEL A LOOUGUSUEUNLSUEGAEUANOAL DOU AAO SUANANS EL NOAANAAEA AU NAAME 


We cordially invite you to visit us at 
our suite at the Waldorf-Astoria 


or at our nearby of fice 





LAZARE KAPLAN & SONS, INC. 


630 FIFTH AVENUE — NEW YORK 20, N. Y. 
(Rockefeller Center) 


Telephone: Columbus 5-0870 


- Callens of the y Honker ciitemead - 
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Sentiment Replaces Dollar Sign 


As Sales Builder on Rings 


Jack Ronson, store manager, 


Baird-North 


Left: Baird-North's effective window 
display tied in with national advertis- 
ing in Life and other magazines. Rings 
featured in their rotogravure ads were 
also exhibited and this proved to be a 
good method of getting sales for these 
rings. Below: An ad directing its ap- 
peal to the "pigtail" set. This reveals 
how every sales angle was used for the 
promotion of rings of every description. 





by PAT EDWARDS 


“BH USINESS is not only better these days. 
it’s a lot more fun!” enthusiastically declared Jack Ron- 
son, store manager and advertising director for Baird- 
North, Inc., one of the leading jewelry stores in Prov- 
idence, Rhode Island. “We're getting away from hard, 
cold dollars and romancing the purchase of rings. Cus- 
tomers have responded with such warm friendliness it’s 
bzen like a revival of the old romantic carriage days. 
and we’ve never before had such volume!” 

Ronson has every right to his enthusiasm! In the 
past few months he has created a whole new ring de- 
partment. He has increased store profits many times 
beyond that of last year, while most jewelers were la- 
menting poor business conditions . . . and all of this in 
one of the most highly competitive jewelry cities in the 
world. 

It all began cone day last April when a salesman for 
a ring manufacturer introduced Ronson to a_ newly 
developed plan. By taking advantage of this plan, Baird- 
North instituted a campaign which called for ring This circular display was very effective in directing at- 

(Please turn to page 239) tention to fine rings. Appeal is made to all age groups. 
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The sales staff of Talcott's 
discusses sales problems and 
techniques over ham and eggs 
at regular breakfast meetings, 


Kmployee-Management Conferences 


Improve Selling Techniques 


By putting the combined knowledge of the sales staff of Talcott’s jewelry 


store in Tacoma, Wash., to work through guided questions and discussion, 


sales records and employee morale showed an immediate improvement. 


Woes the sales staff of Talcott’s jewelry 
store of Olympia, Wash., sits down to breakfast for a 
sales conference there are 125 years of selling experi- 
ence and knowledge around the table and at the head of 
it stands the ghost of Socrates who puts those years to 
good use. In a recent series of such breakfasts the sales 
force had ham and eggs and Socrates once a week for 
12 weeks in a new type training conference which saw 
that group mind, 125 years old, solve selling problems 
and develop improved techniques. 

The unusual feature of these sales conferences was the 
unusual manner in which they were conducted. Richard 
Talcott, or his father, Noyes Talcott, conducted them, 
but they did no telling, did not act the part usual to 
employers and go into lengthy explanations of how to sell. 
Instead, they merely asked brief questions and then de- 
pended upon their sales people to provide answers that 
would build better selling procedures. And even before 
the series of 12 meetings had ended, sales results indi- 
cated the new conference method is a distinct improve- 
ment over the ordinary sales session. 

The Talcott store is the pioneer jewelry store in Wash- 
ington. In fact, its founders designed the state’s official 
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by W. J. GRANBERG 


seal. Fittingly enough, perhaps, it was then pioneering 
the field of sales training with a revised version of the 
conventional conference system which gained popularity 
during the war years in business and industry generally. 
With selling becoming increasingly important on today’s 
market, Talcott’s adopted a conference technique de- 
veloped by Robert S. Boaz, Seattle, which has as its 
paramount feature the use of the group mind in solving 
sales problems, as compared with the usual training meet- 
ing which finds the employer, or sales manager doing 
all the talking. 

Boaz set up his conference method on the theory that 
if Socrates could develop a philosophy by lounging 
around Athens and merely asking questions, then busi- 
ness can do the same thing by utilizing the experience 
and knowledge of employees on the job. He calls his 
new-type conference “an oral interchange of thinking 
on an organized basis.” By using guided questions to 
solve the problem at hand, co-ordinated thinking of 

(Please turn to page 241) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 




















RUBIES - STAR RUBIES - SAPPHIRES 
CAT'S EYES - EMERALDS + PEARLS 


We have a large stock of Precious Stones mounted and 
unmounted from which to make your selection. Let us co- 


operate with you on your special calls. 





5.5673 


Circle 





508 Filth AVEnM® enya us 1 
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High Ad Budget 
Brings in [hose 


‘Extra’ Customers 


NE PSII III PIII OH ty 


Above: Attractive, eye-level displays are 
the central point of the exterior of Litt's 
new store. Left: Visibility and appeal key- 
note the interior of the store. Space for dis- 
plays has been apportioned in a ratio which 
conforms to the estimated sales volume of 
the wide variety of merchandise available. 


One of the things that have kept Litt’s at the top of retail jewelry 


‘ business is the firm’s outlook on its advertising budget. By keeping it 


comparatively high, the firm has made many ‘old’ customers out of new ones. 


i Litt Jewelry Company, one of the 
Chicago Loop’s oldest credit jewelers, moved into $140,- 
000 worth of new store early this spring. 

Planning, construction and furnishing of the new store, 
at 16 W. Madison Street, cost the firm $110,000, accord- 
ing to Louis Litt, its president. (Another $30,000 was 
spent by the State-Madison Building, in which the store 
is located. This marks the latest step in company’s 59- 
year history of keeping up with the latest developments 
in jewelry retailing. 

Probably the foremost of these policies which have 
kept Litt at the top of the retail jewelry business is the 
firm’s outlook on its advertising budget. From the time 
it occupied the new premises, the firm has been spending 
better than 10 per cent of its gross on advertising. It 
has advertised regularly in all four Chicago dailies, with 
ads up to full pages appearing regularly. 

Yet this budget is not just a temporary measure to 
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by BENEDICT KRUSE 


acquaint people with the location of the new store. Litt 
says his advertising appropriation will remain at the 
same general level as long as it proves profitable. 

He went on to explain that off-the-street trade, cus- 
tomers who come in for advertised specials, still account 
for less than 30 per cent of the store’s volume. By far 
the greatest number of customers are those who have 
had other dealings with the firm at some time during its 
99-year history. 

But this extra percentage of customers brought in by 
advertising cannot be overlooked, Litt says, despite the 
seemingly heavy outlay it takes to bring them into the 
store. Many people who are first attracted by advertise- 
ments return and become regular customers, he said. 
As for the others, their money is good too. 

(Please turn to page 233) 
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IN JEWELS 


Available on consignment for your special 











requirements. Platinum and gold Jewelry= 


precious colored stones, loose diamonds 





Specify price range desired. 






RAYMOND ABRAHAMS 


W-2039 551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 











They re New 











6. "Cinderella" Watch 





7. Transparency Viewer 





8. Men's Jewelry Set 
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3. Necklace Clasp 





1. “Daffodil” Pattern 





4. Money Clip 





5. 14K Bracelet Watch 


CJ 


CL) 


CJ 


|. Newest pattern in 1847 Rogers Bros., "Daffodil,"' makes 
its appearance this month. Matching hollowware also avail- 
able. 52-piece service for 8 in chest retails for $69.75. 


2. Newest men's watchband by Speidel Corp., Providence, 
R. |., the "Cortez" is available in yellow, pink or white, 
$10.95 retail with tax. Gift packaged in simulated lli- 
gator leather case that has after-use as a cigarette box. 


3. This attractive necklace clasp of white gold set with 
three cultured pearls is priced at $48 Keystone. Avail- 
able from Gutenstein Bros., 18 East 53rd St., New York. 


4. Sterling money clip with old penny (last minted 1853). 
Entire piece is burnished and polished. Made to sell at 
$10 retail by Charles H. Greenlee, 225 Fifth Ave., N. Y. 


5. Heavy 14K natural gold bracelet watch from Eric E. 
Seibert, Inc., 665 Fifth Avenue, New York, is priced at $230 
Keystone. The watch has a fine 17-jewel Atoma movement. 


6. Walt Disney "Cinderella" watch has a pale pink dial on 
which Cindy appears in her blue ball gown. Blue grosgrain 
strap is punched with pink eyelet holes. Encased in plastic 
glass slipper. U. S. Time Corp., $6.95 retail plus tax. 


7. Designed to facilitate viewing of I6mm color transpar- 
encies, the Minute-16 Transparency Viewer and Multi-Mount 
have been developed by the Universal Camera Corporation, 
28 W. 23rd, N. Y. Viewer $1 retail; mounts, two for $0.25. 


8. This cuff link and tie bar set is one from a series of 
new designs in 1/20 12K gold filled men's jewelry made by 
Jacques Kreisler Mfg. Corp., N. Bergen, N. J. Gift-pack- 
aged individually or in sets to retail at $3.50 and $2.50. 
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The SURPRISE PEARLS of 1950). 


SEE THEM 
at the WALDORF-ASTORIA 
New York—Aug. 14-17 
OR at HOTEL STEVENS 
Chicago—Aug. 27-31 


OR at our 3 
Office Showrooms 


PEARL SYNDICATE 


607 Fifth Avenue, New York 17, N. Y. 
5 North Wabash Avenue, Chicago, Illinois 


607 South Hill Street, Los Angeles, Calif. 


FOR AUGUST, 1950 


_.. the only Cultured Pearls 
REGISTERED AND INSURED 
for the protection of 


your customers and you: 


Richly Packaged 
NATIONALLY AND INTERNATIONALL\ 
ADVERTISED AND ADMIRED 
Awarded hignest 
arolalelscmre)areler-1ii8" 


+ . . me £ : 
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They re New 








2. “Bridal Wreath" Pattern 


7. Ladies’ Billfold 


8. Stone Charm Bracelet 





5. Catseye Ring 


1. Automatic 


6. Ladies’ Jewelry Set 


[] !. The Suter Duamatic self-winding watch has dual action 


winding for full 360°. Model shown in 14K gold case re- 
tails for $150 with tax. Other models, standard or water- 
resistant, from $49.75. F. Suter & Co., 37 W. 57th, N. Y. 


2. "Bridal Wreath," a new pattern in Tudor Plate by Oneida 
Community Silversmiths, has a raised design entwined around 
the handle. 54-piece service for eight has introductory 
retail price of $39.95 with chest and plated butter dish. 


3. Westminster chiming and strike clock the "Stuart," by 
Nutone, Inc., Madison and Red Bank Rds., Cincinnati, Ohio, 
is electric with Telechron self-starting movement, etched 
brass dial, automatic night chime shutoff. Lists $89.50. 


4. Jacoby-Bender, Inc., 161 Sixth Ave., N. Y., has just in- 
troduced this full-expansion men's watchband, the “Triumph” 
in 1/20 12K gold filled to retail at $5.50, including tax. 


5. This fine catseye of 13!/, carats in heavy platinum ring 
is flanked by two tapered baguette diamonds. Priced at 
$3,500. Robinson & Sverdlik, Inc., 610 Fifth Ave., N. Y. 


6. "Milady" earrings, cuff links and glove guard in gold 
plate or rhodium finish. Earrings, $3; links, $4; glove 
guard, $5, all prices Keystone. From Intercontinental Im- 
port and Export Co., 816 S. Robertson Blvd., Los Angeles. 


7. Velvety suede cowhide is used in this new Lady Buxton 
stitchless style billfold with an accessible coin purse on 
outside of the back. Available in rose red, yellow, light 
green, pine green, rust tan, royal blue. $7.50 plus tax. 


8. Multi-stone, hand-made charm bracelet in 14K gold, set 
with genuine stones; no two alike; retail $160. Necklaces 
to match, retail $240; rings, $70; earrings, $32 to $70 4 
pair. By the Art Craft Jewelry Co., | West 47th St., N. Y. 
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4. Bone China Jewelry 





6. Lightweight Binocular 


7. Cultured 
Pearl Ring 








1. Compressed Gas Lighter 


3. Men's Watchband 





5. Table Radio 


[] 1. Newest addition to the line of Ronson Art Metal Works, 


Inc., Newark, N. J., is this lighter which uses compressed 
gas as fuel. The Vanguard as it is called, retains patented 
Ronson lighting action and is available in two models. 


2. One of several new designs in men's cuff link and tie 
bar sets made by Shields, Inc., 302 Fifth Ave., N. Y. In 
gold plate with patent pending link fastener, $2 retail. 


3. Airflex watchbands by French Jewelry Co., 137 S. 8th 
St., Philadelphia, feature gold filled tops on nickel base, 
cupro-nickel links, non-corrosive springs and _ stainless 
steel backs. Guaranteed against all mechanical defects. 


4. Imported by Fondeville & Co., Inc., 149 Fifth Avenue, 
N. Y., is this brooch and earring set of bone china by the 
Coalbrook Potteries, England. Brooches retail from $1.75 
to $3; earrings from $3.50 to $4.50, in various flowers. 


5. One from General Electric's new fall line of radio re- 
ceivers has cabinet of simulated mahogany plastic. Dial 
face has both AM and FM scales in a semi-circular pattern 
framed by polished brass band. 2 self-contained antennas. 


6. Designed for all outdoor use, this lightweight binocu- 
lar is of metal and plastic construction with leatherette 
barrel. Easy adjustment of 3x40 lens. $7.50 retail from 
Fee and Stemwedel, Inc., 2210 Wabansia Ave., Chicago, Ill. 


7. Handmade and delicately styled in 14K gold, this ring 
is set with a cultured half-pearl. It is available also 
in a matching set of earrings and clasp. It is made by 
the Anchor Casting Co., Inc. 30 E. 23rd St., New York. 
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Trade-Mark 


FOR EVERYONE 





Ask your manufacturing jeweler about the new 
budget-priced ‘“‘Linde’’ Stars...in the striking blue 


of sapphires, the rich red of rubies 


The term “Linde” is a trade-mark of The Linde Air Products 


Company, a Unit of Union Carbide and Carbon Corporation. 
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6. Ladies’ Links 


7. Stainless Flatware 


2. Colored Stone Necklace 


3. Automatic 
Pop-Up Toaster 


and Studs 











4. Magnetic Money Clip 





5. Table 
Receiver 


[] |. The Gold Stripe for men and the Bow-Ette for women by 


Flex-Let Corp., 20 W. 47th St., N. Y., are both available 
in yellow, pink or white gold filled with stainless steel 
backs. Men's band retails at $9.95; women's, $8.95 F.T.I. 


2. Centerpiece of necklace by Alicraft Novelty Co., Inc., 
16-18 Maiden Lane, N. Y., has pear-shaped machine cut 
stone combined with round and square stones in crystal or 
seven different colors. Rhodium finish setting. Retails at $7. 


3. Automatic pop-up toaster by Westinghouse Electric Ap- 
pliance Division has new control mechanism combining the 
advantages of both timer and thermostat. Maroon plastic 


handles, controls and base. Model TO-501 lists at $20.95. 


4. Magnetic money clips completely encased in embossed or 
plain sterling silver. Magnets are claimed to be permo- 
nent and normal usage will not affect watch. From Manon 
Products, 3723 W. 6th Street, Los Angeles, $5 Keystone. 


5. This new Arvin table radio (Model 460T) is one of a new 
series introduced by this company. It has an_ illuminated 
edge-lighted dial in plastic cabinet. The dial pointer is 
of satin gold finish with matching metallic control knobs. 


6. Ladies’ cuff link and stud sets in gold filled at $10 
and $3.50; in rhodium finished sterling, $9 and $3 Key- 
stone. Enameled subjects include fleur de lys, shamrock 
and clover. From Charm Craft Corp., 198 Broadway, N. Y. 


7. Two new patterns in stainless flatware just introduced 
by Diamond Silversmiths, Ltd., subsidiary of Ekco Products 
Co., Chicago, Ill., are called "Patina" (left) and "Silver 
Grape.’ 34-piece set in butler's tray retails for $29.95. 
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National Silver Company 
(/ 


J, 


q olorious 


introduces 


new pattern 


Tt) 


ao 


Fdward... Silverplate | 


Special introductory offer! 


e 


Two piece salad serving set. 
maenitficent...127/," long... 
to sell at / off 

S495 


retail 


for a limited time only. 


eo 





S750 


Price after sale 
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— — — _ See the National Silver Company exhibit at A.N.R.J.A. convention, Aug. 14-17, 
; — Ce Carpenter Suite, Waldorf-Astoria Hotel, New York City 
N ational Jewelry Fair, Aug. 27-31, Room 513 Hotel Stevens, Chicago 



























“Holiday” is the new fashion in fine silverplate. It combines the new, slightly broader form with 

romantic, flowing curves and a deeply sculptured floral decoration. The introduction of “Holiday” now | 
- gives you four great patterns in King Edward Silverplate ... . makes it possible for you to satisfy 

___ every customer’s taste with this one great line. 

. “Holiday” has all the quality features of King Edward Silverplate: Substantial plating : . . taper 

and balance . . . sectional overlay on most-used pieces .. . forged mirror stainless blades... hollow-handle knives .. . 

“most complete assortments .. . de luxe anti-tarnish chests . . . Unlimited Service Guarantee. : 

Your customers will read the big “Holiday” news, including the introductory offer, in House Beautiful, 
_ House and Garden, Good Housekeeping, True Story, True Confessions, Modern Romances, 

: and True Romance. They'll be in a “Holiday” mood, so get set for your “Holiday” business now. 


“The popular priced silverplate with the high priced look” y ‘4 , vel “it | gi 4 0 p f e 
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Can You Help Me? ture very easily. For fall and winter, velvets or bengalines 
could be used, changing these to light-weight rayons in 


My Display Problem Is novelty weaves for spring and summer. 


WE are planning on remodeling our store early this 


by VIRGINIA DIXON fall and are interested in getting new showcases and 


Readers’ questions about window and inside-store display will fixtures. Can you send me any catalogs of such itemis 
be answered in this department each month by Miss Virginia , ] d hasten © 
——- one a ao? ne Se ang’ nage from which we could made a selection ?—C.D.A, 

TOU 0 Oocus On € jeweir ° s : 
already well known to JC-K readers as the author of many Answer—l\ am sorry, but we do not have material 
stand-out articles on jewelry store display. available to send you. I suggest that you write either to 

Edwin Freed, 1233 Sixth Avenue, New York 19, N. Y, 

Y show window is forty-three inches in depth and or Grand Rapids Store Equipment Co., Grand Rapids 

it seems to me that this is too wide to allow the Mich., for their catalogs. Grand Rapids may have ap 
customers to see the merchandise displayed in the rear office near you in which case, they might be willing to 
of the window. Can you suggest any way that I can send a representative to discuss your particular lay-out 
make the window more shallow without having to make problems with you. Edwin Freed, of course, specializes 

9 . . e e ° . 
any structural changes? I don’t want to tear the window in jewelry store equipment and fixtures of all kinds ang 
apart at this time. . therefore is particularly well acquainted with the prob. 
Answer—I agree with you that the forty-three inch lems of jewelry store arrangement. 


depth of your window is too great for all merchandise 
to be seen to advantage. It seems to me that the simplest 


SHOPPING NOTES 


thing to do would be to install a curtain rod across the A decorative unit for “Back-to-School” promotion that 
window some twelve or fifteen inches from the present holds a nineteen-inch diameter glass shelf for merchan. 
background and hang a fabric curtain from it. Or you dise display is the Giant Wood Apple display from Doerr 
could have a very simple self-standing screen made, fabric and Associates, Portsmouth, Ohio. The apple sections 
covered, or painted, to occupy the same position. This are in white edged with gold, with decorative green wire 
would probably have to be made in two or three sec- stem and leaves. Unit stands thirty-eight inches in height 
tions so that it could be removed in order to have easy including the leaf sprays and twenty inches in diameter, 
access to merchandise in the window. A thirty-inch depth Priced under eighteen dollars. They also have drafting 
has been found to be about correct for the average motifs—T-square, triangle, compass and so forth exe. 
jewelry store window. cuted in gold wire and wire mesh—each unit twenty 

If you use the curtain, you can have several sets to inches high and eleven inches wide—the set of four units 
alternate thus changing your background color and tex- under nine dollars. 
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eading jewelers and the public agree: 























Best Seller because it’s a Best-Performer! 











The record is clear: Croton Aquamatic outsells all other self- 
winding waterproof watches in its price class by a wide margin. 
By such a wide margin, as a matter of fact, that it is definitely 
America’s No. 1 watch of its kind! Jewelers like it because it 


sells easily and profitably and stays sold with satisfied customers. 
AQUAMATIC “65”—17 jewels. Waterproof, shock-resistant, 


The latter like it because it delivers a full measure of timekeep- raised gold figure or radium dial, sweep second hand, 10 kt. 
, . yellow gold-filled case, Alligator strap. Resale: $65.00 
ing satisfaction under any and all circumstances. Take no chances Prices Include Federal Tax 


-sell Croton Aquamatic and you sell the watch customers want! 





"Croton Aquamatic watches remain waterproof as long as the crystal is intact, the case unopened. 
nly a competent jeweler should replace the crystal or close case to restore waterproof quality. 








AQUAMATIC “T”’ — 17 jewels. Waterproof, shock- resistant, 
non-magnetic, radium dial, small second hand, chrome top, 


F merica ’s Most Comprehensive Watch Line shatterproof crystal, stainless steel back, waterproof strap. 


, Resale: $42.50 
OTON WATCH COMPAN Y, Inc. e 48 West 48th Street, New York 19, N. Y. Other Croton Self-Winding Watches up to $137.50 


See these watches at our Booths Nos. 201 and 202, ANRJA Show, Waldorf-Astoria, August 14th-17th 





Another item for “Back-to-School” displays comes 
from Display Craft, 963 Lake Drive S.E., Grand Rapids 
6, Mich.—miniature school desks and cut-out children’s 
figures with “Back-to-School” copy on slates and other 
types of signs. Write to them for prices and sizes. 

If you do or like to execute your own display props 
in the store, you will be interested in a new material 
called “Celastic” which has some very remarkable quali- 
ties for the execution of decorative display units of all 
kinds. It is a tough cotton fabric impregnated with a 
colloidal plastic so that when dipped into “Celastic” 
softener it becomes easily worked and can be draped, 
moulded or shaped by hand as desired and when dry— 
in twenty minutes—becomes as hard as stone and can be 
drilled, cut, sanded, painted—is unbreakable and abso- 
lutely weather resistant. It lends itself to all the uses of 
papier mache, but with much greater ease of preparation 
and more lasting strength. This material has limitless 
possibilities for theatrical design, cutdoor floats and 
many industrial uses, but it is easy enough to handle so 
that it can be worked into clever designs by anyone with 
a modicum of modeling ability. For detailed literature 
and prices write to Walters Display, Inc., 125 West 26th 
Street, New York—the distributor for this country and 
Canada. 

Plastic fixtures—both small and large—are finding 
their way more and more into the jewelry store because 
of their light and graceful appearance and adaptability 
to every color scheme and setting. As the result of in- 
tensive research, a new product is available which elimi- 
nates any unsightly dust collection due to static attrac- 


tion on polystyrene plastic surfaces which has been the 
one drawback of this material from a “housekeeping” 
standpoint. “D-Stat-B” is the trade-mark name of this 
product and samples may be obtained from the Roxb 
Chemical Works, Inc., 2072 Smith Street, Centredale 1] 
R. I. The liquid may be applied by dipping, spraying 
or brushing—it is odorless, colorless and non-flammable 
and laboratory tests have shown that objects treated with 
it remain static-free even after repeated wipings. 





A Bigger Selling Job 


(From page 145) 


Two special features of the store are the floor covering, 


and location of the safes. The floor is covered with © 
sponge rubber underneath wall-to-wall carpeting in soft 
tone. The sponge rubber is restful to shoppers, and en. — 


courages them to linger in the store for a longer period 
of time, thus increasing impulse sales. 

The store does not sell price, but quality and value, 
the manager adds. They have never run a sale nor offered 
a special, and never suggest to a customer that he must 
buy now, to take advantage of a special price. The fact 
that they feature nationally advertised domestic mer- 
chandise, enables them to move such merchandise without 
special price inducement. 

Herbert’s also specializes in antique jewelry, and in 
jewelry designing. A former jewelry designer, Meltzer 
still devotes a considerable portion of his time to this 
work for customers who desire fine and unusual jewelry. 
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DIAMONDS FOR PROMO 


been known. 





We have recently acquired and cut abroad a large quantity of naats and 
spotteds in a wide range of sizes, from melees to large stones. They are 
ideal for promotional selling. Exceedingly reasonable prices enable you 


to use this line in low-priced goods. 


Of course, we are continuing to supply the market with better grades 
and the finest qualities, for which the firm of Paul de Vries has always 


PAUL de VRIES, Inc. 


DIAMOND CUTTERS and IMPORTERS 
535 Fifth Avenue, New York 





OLD MINERS « ANTIQUE JEWELRY + RE-PURCHASED JEWELRY 
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’ROTON Sees THE TRADE 


WITH 14kt. Gold CERTIFIED PERFECT DIAMOND 







WATCHES TO RETAIL PROFITABLY 


lis Low AS 32”! 


Only a revolutionary CROTON achievement brings you 





LYDIA — 
2 Certified Perfect 
Diamonds.... 


Resale: $32.95 | 


14 kt. gold 17-jewel certified perfect diamond watches to 
retail profitably for as little as $32.95! Determined 

to bring better quality diamond watches within everyone’s 
reach, we have developed what must be regarded as 

the trade outstanding and most comprehensive line 

at prices that simply defy all competition in the $32.95 

to $575.00 price range. And each watch comes with 

a guarantee attesting the perfect quality of its 


diamonds as well as the dependability of its movement. 


— . , ‘ CAROLYN — 
Hence this is your opportunity to score heavily 10 Certified Perfect 
© . * Di d eee 
in sales and profits of truly magnificent diamond ieee $71.50 


watches priced to sell easily and quickly. 


oO THIS GUARANTEE PROTECTS 
B YOUR CUSTOMER’S INVESTMENT 


This guarantee not only attests the 
dependability of Croton diamond 


watch movements, but the perfect 
. , ' LARAINE — 
quality of the diamonds as well. 22 Certified Perfect 
Thus you sell Croton diamond Diamonds.... 


watches with complete confidence! Resale: $200.00 


See these watches at our Booths Nos. 201 and 202, 
ANRJA Show, Waldorf-Astoria, August 14th-17th 


HELAINE — 

24 Certified Perfect 

Diamonds.... 
Resale: $250.00 


America’s Most Comprehensive Watch Line 
CROTON WATCH COMPANY, Inc. e 48 West 48th Street, New York 19 


Prices Include Federal Tax 











AMERICAN 
PEARLS 
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. CAVLS 


Complete Line 


Necklaces 





Baroques - 


Rosebuds’ - 
Turtlebacks — - 


Earrings 
Brooches 


Wings: Rings 


Albert 0. Osterwald 


608 Fifth Avenue 
New York 20, N. Y. 
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Door-to-Door Selling 


(From page 137) 


housewives will be taken in by this line of chatter and 
buy. The door-to-door salesman doesn’t give them 
chance to think. And remember, too, that this is his only 
weapon. Think of the arms you have with which to fight. 
e« You might believe that this high-pressure sales line js 
impossible to fight against, but you have every advantage 
as a member of the community in which you live. Hoy. 
ever, you must lay the groundwork now to compete suc- 
cessfully. The appointment of a woman, well known in 
your city or town, to act as official representative for your 
store is a low-pressure but profit-adding means of block- 
ing the streets to house-to-house men. By choosing a 
woman of some social position—perhaps the widow of a 
business man—who can act as counselor to young girls 
becoming engaged, arrange weddings and act as head of 
your Brides’ Service, will make your store automatically 
thought of when the subject of weddings arises. You 
will have personified your store in the pleasant person- 
ality of this woman. 

Miss Brockway of Friedlander & Sons in Seattle, Wash- 
ington, is a good example of how a jeweler can handle 
this situation. As head of the store’s silver department, 
Miss Brockway is responsible for the firm’s educational 
program which is carried on through meetings conducted 
by her with various social groups such as women’s social, 





Name Brand Campaign 
Ups Diamond Sales 
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CROWDEP’S 


a 
Keiisake 


OfAMOND Ring 


a eddins 
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te gs 0d Keepsake gelectio® os 
May #* wit 
Keep? 


ay tind 
'S ov'll fin 
ot CROWDER 50,00 to $1000.00 


COME IN AND SEE THEM Now? 


Convenient Terms No Extra Charge 


diamonds priced from Your Dependeble Jevelen 
Je Jewelers a 
ow D ER CROWDER’S 
cR sevtdar’s vargest ond Fee Boulders Largest & Finest 


Examples of the consistent newspaper advertising campaign con- 

ducted by Crowder's, Boulder, Colorado, retail jeweler, since 

February 7, 1941. A complete story of this firm's diamond mer- 

chandising program appeared in the June issue of JEWELERS 

CIRCULAR-KEYSTONE on page 98. This store claims the record 

fo selling more diamonds per capita than any other store in the 
United States. 
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business, and professional organizations. Almost invari- 
ably at these meetings, the subject of door-to-door sales- 
men comes up and she stresses the point that variation 
‘n the weight of silverware patterns, which directly affect 
the price and intrinsic value, frequently accounts for the 
rice of the merchandise sold by door-to-door salesmen. 
She emphasizes that reliable jewelers’ lines conform to 
certain specifications of weight and other requirements. 
And again she emphasizes the store’s services, the wide 
variety, and willingness to stand back of all merchandise. 


JEWELER FIRST IN SERVICE AND VALUE 


“Actually, the jeweler can present a much stronger and 
more persuasive selling program than can any door-to- 
door salesman,” said Ben Benton of Benton Jewelers in 
Seattle. “Both in value received from the merchandise 
and in service he can offer, he can out-sell these competi- 
tors right down the line.” When Benton was faced with 
competition, he realized he had to bring the advantages 
of buying from his store forcefully before the eyes of 
prospective silverware customers. This called for educa- 
tion of residents in his district. To be effective, such a 
program would have to be carried to residents in their 
homes or at meetings of their organizations. 

For this purpose, Benton acquired a 16 mm. sound pro- 
jector and an educational film from a silverware manu- 
facturer. Although he didn’t appoint a woman directly, 
through a service he obtained a representative for his 
area. This woman was charged with contacting women’s 
groups for appointments to show the film and give talks 
on silverware. Appointments are most often made for 
an evening and Benton has found that interest in the film 


is keen. Of course, the exact results of such a program 
are difficult to estimate. A presentation now might lead 
to a sale three years later, but Benton is well satisfied, 
for since the initiation of his program, silverware sales 
have shown a definite upswing. 

In the past, some jewelers have gone so far as to hire 
“outside men” for themselves to handle their merchan- 
dise, in the belief that they had to fight fire with fire. In 
reality, this is more like spraying gasoline on a blaze. 
First, many housewives refuse to allow door-to-door sales- 
men in their house, because they don’t like high-pressure 
sales talks or they have already been disappointed by their 
lack of service. Secondly, when retail jewelers do this, 
they detract from the dignity of silver. “A door-to-door 
salesman selling silverware called on me this morning,” 
said a New York housewife, “and I was surprised that 
they sold sterling. I expected mops and brushes but not 
silver. I prefer to deal with my jeweler.” How right 
she is! After all, sterling silver connotes romance and 
love. A woman doesn’t want to be interrupted in the 
middle of her housework to look at silverware. 


ARE YOUR CUSTOMERS AT EASE? 


One argument that door-to-door salesmen have used is 
that customers are more at ease in their homes than in a 
store. At this point a red light should flash in your 
mind: “Is my store such that my customers are at ease 
in it?” If not, you better get it in that shape. And by 
“fat ease’ is not only meant physical comfort but at ease 
with you and your salespeople. 

Another means by which you can compete successfully 
is making calls at your customers’ homes by appointment. 
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For instance, if a customer is looking at c:ocks and can- 
not make an immediate choice, suggest that you will bring 
several models to her home so that she may see how the 
clock actually looks on her mantel. The same applies to 
silverware; take it to the home where it can be seen in 
its proper setting. The Lefkoe-Morton Jewelry store in 
Philadelphia says, “If you can’t come .. . We'll come to 
you’ in their newspaper advertising. 

Stanley M. Lefkoe believed that there was many people 
unable to drop in although they wanted to buy merchan- 
dise—people such as invalids, old people, women busy 
with housework or taking care of children, and people 
who could not find parking space in traffic-congested mid- 
city areas. The last is an important point with the in- 
creasing number of cars in large cities today. How many 
sales have you lost simply because your potential cus- 
tomers could not find a parking space near your store? 
By advertising home appointments, you will save your 
customers’ patience and yourself lost sales. 

It’s not necessary to go into the details here of contact- 
ing the teen-age market. JEWELERS’ CIRCULAR-KEYSTONE 
has published many articles on the importance of this. 
Just one point not to forget is that you should contact 
high school seniors immediately at graduation time. Don’t 
wait until an engagement or wedding is announced—the 
door-to-door competitor reads the papers too. You must 
get there first. 

For the adult trade, one jeweler gave away coasters to 
his customers and he found that people returned for a 
complete set to go with the ones he had given away. This 
more than paid for the cost of the coasters and brought 
in lots of other sales. 


The advantages of a retail store can be further ep. 
phasized by the case of a new Jersey concern, Corh) | 
Jewelers in Bloomfield. This organization had beep en. 
gaged in door-to-door selling for 50 years when, in 1946 
a boom year in door-to-door selling, they decided to Opes 
a retail store. They saw the advantages of a store. mainly 
in the fact that they could offer more and better Service 
to their customers. When an outside selling outfit ye. 
treats to a store, then there must be an advantage and 


you have it in big letters: SERVICE. 


An important reason why door-to-door salesmen take 
away a lot of your business is that they put everything 
into their sales talks and they completely sell themselye 
on their products. Now look to your own sales staff 
Is it trained to sell? Do they have an incentive to wap 
to sell? The more the door-to-door salesman sells, the 
more he makes. He has an incentive. Perhaps an incep. 
tive system would work in your store. This practice js 
becoming more and more prevalent throughout the coun. 
try and retail sales have gained in stores where there js 
some way that an employe can make more money by 
selling more. 


The main thing jewelers must do is to compete and 
compete on their own terms, those with which you are 
the most familiar. Your weapons are prestige, fair deal. 
ing, quality merchandise, convenient credit terms and 
they give you a big headstart over strange salesmen 
knocking on doors. But you have to let the public know 
about it. With your unique good service, the sales you 
have been losing will roll in. 
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665-5th Ave. 


Theodore D. Sulzer 


LARGE HALF CULTURED PEARLS 


Supplied from 5 to 18 mm for the Manufacturing Jeweler 


CULTURED PEARLS 


In All Sizes and Qualities 


THEODORE D. SULZER, INC. 


Tel. Plaza 3-532! 
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Jewelry in Action Aids Retail Sales 


“Jewelry which looks dead and uninteresting in a show- 
case comes to life when it is worn; jewelers across the 
country who have taught their salespeople to be jewelry 
conscious themselves have seen it pay off in added sales.” 
This information, passed on by the Jewelry Industry 
Council’s Martha Percilla at recent jewelry conventions, 
has suggested to many retailers a brand new approach to 
selling and displaying jewelry merchandise. 

Miss Percilla cites the instance of one progressive 
mid-west jeweler who, after asking her for sales sugges- 
tions put this idea to a test. The women on his staff were 
told to go every morning to the costume and gold jewelry 
departments and pick out a set of jewelry to be worn 
for the day. When selling a customer, whether in the 
silverware, watch or some other department, they casually 
called attention to the jewelry they were wearing, asking 
whether the customer had seen these new pieces. 

As a result, the jeweler found that the staff not only 
developed a personal interest in jewelry which thereto- 
fore had not existed, but became so much more familiar 
with their stock that they brought out and sold items 
which in some cases they had never known were there. 
The additional jewelry sales resulting from the practice 
were so notable that the jeweler has now extended the 
idea to other types of merchandise such as men’s jewelry 
and watches. 

According to Miss Percilla, more and more retailers 
are putting the idea to work successfully. After hearing 
the above story, another jeweler had an interesting sequel 


to add. 


He explained that they recently had stocked several 
gold necklaces of a certain design and that one of his 
saleswomen had purchased one for herself and worn it 
a great deal in the store. He said they sold more of that 
particular gold necklace than any other in stock and in 
fact reordered it several times. No one could quite 
understand it at the time, since the necklace did not seem 
actually to be that outstanding. After hearing of other 
retailers’ results with clerks modeling jewelry from stock, 
he recognized this as the secret of the success of the 
gold necklace. 

Many retailers find that the plan is given added suc- 
cess if the tags are left on the jewelry worn by sales- 
people. This serves to announce to the customer that it 
is not a personal possession of the wearer, but rather some- 
thing being displayed for his benefit and it draws addi- 
tional attention to the jewelry. 


To circumvent the problem of personnel forgetting to 
remove jewelry at the end of the day, it is suggested 
that employers establish a simple method of checking in 
for getting jewelry in the morning and checking out for 
returning it at night. Notations as to what each person 
receives daily can prevent any possible confusion. 

“The most successful merchandisers and advertisers in 
the country discovered long ago that the best way to sell 
a product is to display it in actual use,” Miss Percilla 
declares. “The retailer is learning that jewelry is no 
exception and it is becoming an important sales help not 
only in the store but in window display ideas, and adver- 
tising and promotion as well.” 
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ro vist ROSENTHAL & KAPLAN 


in their usual suite 
im the WALDORF-ASTORIA HOTEL 


during the A.N.R.J.A. CONVENTION 
August 14-17 


You re avited 


to view a choice collection of rings and mountings, de- 


signed and manufactured in a tradition of quality, through 


many years of creative design and master craftsmanship. 
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VWES31D'4 — $20.50 


co KEYSTONE 


ITEMS SHOWN ARE 14KT. WHITE GOLD 
WITH PALLADIUM SETTING PLATES 


USEFUL FOR REMOUNT JOBS 


We also manufacture popular priced diamond jewelry 
items with rings to match. The high respect in which 
diamonds are held by the public makes these articles 
very desirable and reduces sales resistance. 

A Few Wholesale Distributors Desired 







AY WO & COMPANY 





Manufacturing Jewelers 


26-30 Beecher Street, Newark 2, N. J. 
















Lavish Jewelry 


(From page 140) 





have been worn by the Spanish Queen, “Isabella” oy by 
the lovely Chinese Princess, “Little Golden Bells” ag ye 
know her from Messer Marco Polo. 

Ostby and Barton Company, who have maintained , 
tradition of creating beautiful rings since 1879, are shoy. 
ing a fall line in direct keeping with the new fashioy 
trend. These rings are the inspired creations of Mr 
Henri Hiltz, Paris born jewelry designer with 25 year, 
of international recognition in Paris, Vienna, London, 
and New York, who was appointed Chief Designer and 
Ring Stylist for Ostby and Barton some months ago, 
All of these rings bear evidence of Mr. Hiltz’ wide experi. 
ence in working closely with the fashion world and are 
outstandingly beautiful both in design and exquisite 
jewel combinations. 


RINGS FOR ALL AGE BRACKETS 


Ostby and Barton have wisely included every age 
bracket and every possible social function in building 
their line of rings—all of them, incidentally, are of 10 or 
14 karat gold. There are rings for men, women, girls 
and boys. There are club and organization emblems as 
well as all the traditional rings, and they cover a choice 
from sweet little baby rings for the current Stork Set to 
glamorous creations that will be at home in the scin- 
tillating sophistication of the Stork Club. When I asked 
Mr. Hiltz to tell me his favorite design, he shook his 
head stubbornly and said, with a charming little accent: 
“No, these are my children. I can not place one in favor 
beyond any other!” 

One example of drama, executed with restrained beauty, 
is a stark black onyx framed in gold, and startlingly re- 
lieved by a single cultured pearl glowing from the center. 
Two of these rings are shown on the fashion page and 
are illustrated with the handbag and the clasped hands. 
The one on the left.is a radiant cluster of genuine opals 
and synthetic rubies encircling a large center opal with 
an interplay of jeweled fire and mirrored in fluted blue 
enamel. The ring on the right is a flower-burst of syn- 
thetic rubies with each jewel individually pronged and 
standing like a petal framed in sunlit gold. The settings 
of these rings are delicately executed and are a complete 
departure from the old, heavy, solid ones. They aptly 
express the theme of elegance and are perfect with the 
new fall styles. 


PEARLS HARMONIZE WITH FALL FABRICS 


Pearls are in glamorous harmony with fabrics and 
fashions for fall, and will be seen, wherever pretty 
women are seen, at all hours of the day and night. The 
soft glow of pearls will add beauty to daytime costumes 
of soft tweed, wool jersey, bright flannel and gabardine. 
Pearls will highlight with spellbinding loveliness candle- 
light gowns of whispering damask, rustling taffeta, and 
shadowy velvet. 

There is good reason why women love pearls so de- 
votedly and why the pearl has become known as the jewel 
of womanhood. Pearls have a rare quality that brings an 
intangible gift of beauty to each woman who wears them, 
regardless of her age or coloring. And women love 
pearls for their innate rightness, and because they can be 
worn with good taste upon almost every occasion. 
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Leo Nathan, at Victoria Pearl Co. Ltd., showed me 
some fascinating designs in their fall line of simulated 
pearls to go with current fashions. Some of these pieces 
show a decided Chinese influence and look as though they 
might have come from an ancient royal palace. Illus- 
trated with the evening pajamas, on our fashion page, is a 
set of chandelier cluster earrings. Lavish hanging baskets 
of seed pearls hold larger pearls like shimmering white 
fruit. Tiny seed pearls form basket handles which hang 
at dramatic length from extravagant ear-lobe clusters. 
(Kublai Khan’s daughter would surely have loved 


these! ) 


COLLAR AND CUFF GROUP 


After looking at many other opulently beautiful pieces, 
Mr. Nathan directed my attention to some pearls designed 
with versatile interest. This was a Collar and Cuff group, 
and is also illustrated on the pajama-clad model. It con- 
sists of three matching bracelets of cream-colored pearls 
with sparkling rhinestone clasps in varying lengths. This 
forms a dramatic 9-strand bracelet—or any combination 
of two of these lengths makes a striking 3-strand dog 
collar—the remaining length is a matching bracelet. 

Victoria Pearl Co., Ltd., certainly forwards the feeling 
for movement, color contrast and unusual texture com- 
binations that is so prevalent throughout the entire pear] 
industry, and they have shown delightful imagination in 
their entire line. There are vividly tinted “Colorama” 
necklaces with matching bracelets, either uniform or 
graduated. There are adorable pearl sets for babies and 
little girls, and precious “Start-o-Pearl” necklaces of 


luminous Oriental pearls strung on 14 karat gold chains. 
The cultured pearl line is beautiful in the traditional 
manner and a new line of antique jewel pins is being 
created. Mr. Nathan remembered to bring these pins out 
just as I was leaving, and | fell in love with them im- 
mediately! They are carved amethyst and jade, charm- 
ingly outlined in lacy gold frames and again reflect an 
historical influence. (Illustrated on handbag) Also shown 
on the fashion page is a choker with an intriguing side 
drape. This type design nicely balances the flow of dress 
line when pleats cascade unexpectedly from one side only 
of sliver-slim skirts. 

You may be interested to know that the Pakistan Em- 
bassy in Washington has sent me “A Quarterly” maga- 
zine showing jewelry currently fashionable in Pakistan. 
This jewelry is fabulously beautiful as we might expect 
when we remember that even 40 centuries ago women 
of that country were fond of jewelry. In a special article 
on Earrings written by, “Zebunissa Hamidullah” the 
opening paragraphs begin: 

“Wise in the ways of the world, Eve early learnt to 
adorn her ears. Earrings gave her a touch of distracting 
splendour. Whimsical fashion has come a full circle 
today, and the Pakistani Eve has started a frantic search 
of the family trinket boxes for the earrings cherished by 
her grandmother. .. .” 

It is interesting to note that even in such distant places 
of the world there is a revival in historical interest, and 
it is important to realize that Fashion plays a major role 
in building sales for jewelers in Pakistan and other parts 
of the world just as it does in America. —_ 
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HAND MADE 14K GOLD 


Genuine stones 





We also maintain the largest 
stock of jade jewelry to fill your 
every requirement; stones Imported 
direct from the orient. 
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VISIT OUR ENLARGED QUARTERS 
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S hown above is only a part 
of the vast Jacco line of crosses, 


lockets, diamond mountings 
and wedding ring sets, cuff 
links, ladies’ stone rings with 
genuine, synthetic and imita- 
tion stones, men’s stone rings, 
signet rings, tie slides, spray 
pins, cameos, brooches, wed- 
ding rings, chatelaine pins, 











Miraculous Medals, boys’ and 
babies’ signet and stone rings, 
earrings, chains and pendants. 
Almost all are available in 
great variety of styles, sizes 
and prices, boxed or carded. 
In 10K and 14K gold, white 
and yellow. Investigate by writ- 
ing now for full information 
and extremely popular prices. 


Consult Your Wholesaler. 





18-20 Columbia St. 


NEWARK JEWELRY 
CO) MANUFACTURING CO. 


Founded 1905 
Newark 5, New Jersey 
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Fashioncraft Jewelry, Inc., is doing a splendid plece of 
work in relating jewelry designs to fashion trends. The 
designer for this jewelry house, Mr. Roberts, is a fing 
artist in water-color and oil as well as brilliantly talente 
in jewelry design and he has brought his artistic know. 
edge of color to life in arresting jewel combinations 
Mr. Roberts has collaborated with the well-known dreg. 
designer, Tina Lesser, and has developed a fall line of 
jewelry to dramatize the favorite colors for this autumn, 
These are: 


For brown ..... topaz and gold (twisted strand 
choker and bracelet illustrated 


on stem silhouette ) 
For gray amethyst with pearls 
For apricot pearls with gold 
ruby with pearls (Oriental 
influence ) 


For glowing red 

For deep navy . . crystal with pearls 

For black ..... jet with gold (Spanish influence. 
especially becoming to petite 
women of “Carmen” type.) 


A truly glamorous creation of crystal and_ pearls is 
shown with the antique taffeta gown. This necklace has 
unusual side interest with a single strand of large jewels 
draping one side of the throat while three strands of 
smaller jewels drape the opposite side. 

A technicolor movie called, “The Black Rose” whieh 
will be released within a few weeks is furthering the 
Oriental influence in fashion. At a recent style show by 
Tula lingerie, adaptations were shown of costumes which 
will appear in this film. “The Black Rose” jewelry was 
created especially for this showing by Mr. Roberts of 
Fashioncraft Jewelry, Inc.. in cooperation with the 20th 
Century Fox Film Corporation. 


JEWELRY FOR LOUNGE WEAR 

Jewelry dramatized each of these lovely lingerie styles 
and this interest in lingerie as a fashion can be another 
selling point for jewelers. For instance: One piece 
pajamas trimmed with black velvet and with a loose, 
sleeveless Coolie coat needed a lavish necklace and 
bracelet to complete the costume effect. A taffeta hostess 
ensemble with a Mongolian jacket was especially beautiful 
with extravagant chandelier earrings of Oriental design. 
Canasta parties and television mean that lounging cos- 
tumes for entertaining at-home will be increasingly popu- 
lar . . . and jewelry can be promoted to give sparkle to 
at-home evening as well as for more gala social affairs. 
You may want to tie-in your sales with the “Black Rose” 
fashion promotion when this movie comes to your city 
or town. (Department stores will certainly make use 
of it!) 

There has been a tendency among jewelers to forget 
just how important fashion is to their business. After 
all, if it were not fashionable to wear jewelry, the jeweler 
would not sell any. At that time, the jeweler would no 
longer be in the jewelry business, he would be in the 
appliance trade. Or perhaps he could sell aspirin—if he 
could spare any! 

Fashion is a great international business working con- 
stantly in your behalf. Please study the current fashion 
trends. Begin to use this knowledge, and watch an in 
crease both in your sales and profit! 
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ANRJA Exhibitors 


(From page 142) 


. ny, Inc., Providence, R. I. ....... Booths 218, 219 
Bojst Fiamond Co, Newark, N. J. -...-------..... Room 921 
Brett, Morris & Company, New York City...Booths 317, 318 
Bretton Watch Bands, New York City......... oecees Booth 19 
Bristol Seamless Ring Company, New York City....Booth 33 
Brown & Gravenson, Inc., New York City.......... Booth 122 
Bruner-Ritter, Inc., New York City........ccceses; Booth 19 
Buffalo Jewelry Case Company, Buffalo, a. Room 977 
Bulova Watch Company, New York City...... Ballroom Stage 

Cc 
Leather Goods, New York City............ Room 941 
>a’ & Company, Newark, N. J — Sore Room 909 
Clausen, S. H., & Co., Minneapolis, Minn........... Booth 26 


A., & Sons, Corp., New York City 
— Booth 4 J,K,L,M, & Booth 72 
Columbia Diamond Rings, Long Island City..... Booths 56, 57 


rdey China Co., Philadelphia, Pa................. Room 965 
eee “wg New York City.......... Peer Booth 16, 21 
Croton Watch Company, New York City...... Booths 201, 202 
Cramer-Tobias-Meyer, New York City.............. Booth 8 
Cyma Watch Co., Inc., New York City.............. Booth 55 

D 


Davidson & Sons Jewelry Co., Inc., New York City 
Booths 207, 208 


Davids, Lothar, New York City.................... Room 959 
Deknatel, J. A. & Son, Inc., Queens Village, N. Y....Room 975 
ee DB De WO Gs knce ccc crenecenassen Room 932 
D’Esposito Bros., New York City................ Room 928 
Diamond Silversmiths, Ltd., Chicago, Ill............ Room 945 
Doxa Watch Agency, Inc., New York City.......... Booth 88 
Duff, Wm., Jewelry Co., New York City............ Room 841 
Dunhill, Alfred of London, Inc., New York City...Room 865 
Dunkirk Silversmiths, Inc., Meriden, Conn.......... Room 938 
E 
Edwards & Company, Kansas City, Mo.............. Booth 26 


Elgin American Div. Ill. Watch Case Co., Elgin, Ill. 


Booths 28, 29 
Elgin National Watch Company, Elgin, Ill. . Booths 58, 59, 60, 61 
Empire State Glass Company, New York ee Scud Booth 225 
Engel, Brothers, New York City.................. Room 992 
Engel, J., Co., Inc., Baltimore, Md................. Booth 26 
Engel, N. & Company, New York City............. Room 991 
Eureka Mfg. Co., Inc., Taunton, Mass............. Room 983 
Evans Case Company, New York City. Booths 510, 511, 512, 513 
Eversharp, Inc., New York City............ Booths 323,324,325 

F 
Fantasy of Jewels, New York City............... Booth 126 
Farber, S. W. Inc., New York City................ Suite 768-70 
Feature Ring Co., Inc., New York City.......... Participation 
Feinstein, E. S., & Company, New York City...... Booth 123 
Fidelity Diamond Rings, New York City.......... Suite 942-44 
Firman Leather Goods Corp., New York City...... Booth 121 
Fisher & Co., Newark, N. J...................... Room 986 
Fisher, A. Edward & Co., Inc., New York City. . Suite 842-44-46 
Flex-Let Corp., New York City.............. Booths 67, 68 
Florn Clock Co., The, New York City............. Booth 212 
Flyer, J. & H., Inc., New York City.............. Room 923 
Forman Family, Brooklyn, N. Y................ Suite 994, 995 
Forever Yours Ring Company, Inc., New York City. Booth 322 
Forstner Chain Corp., Irvington, N. J........... Booths 73, 74 
Frackman, Harry & Ben, Inc., New York City... . Participation 
Freed, Edwin, Advertising, New York City........ Booth 404 
Freed, Edwin, Inc., New York City.............. Booth 405 
Freedman, Marvin J., Inc., Buffalo, N. Y........... Booth 206 
Freeman, I., & Son, Inc.. New York City.......... Booth 215 
Freudenheim Bros., New York City............. Participation 
G 

Garne Jewelry, New York City.................. Booth 403 
Garnet Jewelry Corp., New York City.............. Room 893 
Gemex Company, Union, N. J...................... Booth 66 
Gem-O-Graph, The Corp. of America, Inc., New York City 

Room 949 
Gemological Institute of America, Los Angeles, Calif.. Booth 13 
Gerwe-Brown, Company, Cincinnati, Ohio.......... Booth 26 
Ginnel, Henry & Co., New York City............ Suite 953-55 
Glass, Leo, & Co., Inc., New York City....... Booths 301, 302 
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* Comprehensive selections of fine Gems 
. .. loose or in distinctive Platinum Dia- 


mond mountings. 
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Star Sapphires « Catseyes .. . 











ROBINSON & SVERDLIK INC. 


610 FIFTH AVE., Rockefeller Center, New York 
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Glycine Watches, New York City.................. Booth 406 
Gorman, The, Company, Providence, R. I..... Wedgwood Room 
Gotham Watch Company, New York City. .Booth 39, 40, 51, 52 
Gross, B. & E. J., Co., Inc., New York City....Booths 407, 408 


Gross, J. H. & Co., Cleveland, Ohio............. Suite 968-70 
Gruen Watch Company, Cincinnati, Ohio....Pillement Suite 
Gurwitt, Albert, & Co., New York City............ Booth 214 
H 
Hamilton Watch Company, Lancaster, Pa.. Booths 44, 45, 46, 47 
Hampden Chain Company, Providence, R. I......... Room 836 
Hartman-Cutler Corp., New York City............ Booth 129 
Helbros Watch Company, New York City...... Booths 30, 31 
Heller, L., & Son, Inc., New York City............. Booth 14 
Hobe Cie., Ltd., New York City................. Room 974 
Holzer Watch Company, New York City........ Booth 211 
Huriburt, H. O., & Sons, Philadelphia, Pa........... Booth 43 
Huye Space Saving Box System, New Orleans, La...Booth 75A 
Hyde Park Watches, New York City............... Booth 406 
I 
Illinois Watch Case Company, Elgin, Ill......... Booths 28, 29 
Imperial Pearl Syndicate, New York City...... Booths 34, 35 
Ingraham, The E., Co., Bristol, Conn............... Room 931 
International Silver Company, Meriden, Conn.....Sert Room 
Iskin Manufacturing Co., Inc., Philadelphia, Pa...... Booth 304 
J 
Jabel Ring Mfg. Co., Newark, N. J.............. Participation 
Jaffe, Isadore, New York City..................... Booth 220 
Jewelry Industry Council, New York City........... Booth 2 
Jewelry Magazine, New York City............... Booth 222 
Jones & Woodland Company, Newark, N. J:....Participation 
K 
Kaplan, Lazare, & Sons, Inc., New York City... Participation 
Karp, David, Company, Inc., New York City....... Booth 4V 
Karpeles Rosary Company, Providence, R. I........ Booth 109 
Kaspar & Esh, Inc., New York City............. Suite 915-17 
Kassoy, I., Inc., New York City.............. Booths 119, 120 
Kaufman, Bert L., Co., New York City............ Booth 22 
Kaufman-Ruderman, Inc., New York City......... Room 911 





Kaufman, Jack L., Inc., New York City............ Room 86 


Keepsake Diamond Rings, Syracuse, N. Y..........., Booth | 
Kessler Luggage Mfg. Co., New York City......... Room 95} 
Keystone Silver, Inc., New York City............... Booth 1(2 
Kingston Watch Co., New York City............. Suite 815.917 
Kirk, Samuel, & Son, Inc., Baltimore, Md...... Booths 4 Nap 
Kocher, Walter & Co., New York City.............. Room 93 
Korn, William & Co., Buffalo, N. Y............... Booth 77, 8 
Kramer Jewelry Company, New York City........ Booth 319 
Kreisler, Jacques, Manufacturing Co., North Bergen, N, J. 
Booths 36, 37 
Krementz & Co., Newark, N. J..........e00220- Participation 
Kritzer, Stern & Klein, Inc., New York City........ Room 925 
Kupper, Herman C., Inc., New York City.......... Room 947 
L 


L. & R. Manufacturing Company, Arlington, N. J. 
Booths 203, 204 


Lady Alice Pearls, New York City.................. Booth 22) 
Lampl, Joseph, New York City................... Booth 410 
Lampl, Walter, Inc.. New York City........ Booths 85, 86, 87 
Lasner Jewelry Corp., New York City.............. Booth 305 
Lathin Watch Co., New York City............... Room 973 
L. M. D. Jewelry Mfg. Corp., New York City....... Room 988 
Lederer, Victor E., Co., New York City........... Booth 223 
Lee Watch Corporation, New York City........... Booth 22] 


Lehman Brothers Silverware Corp., New York City. . Booth 224 
Leichter, Emil, Watch Co., Inc., New York City....Booth 4% 


Leif Brothers, New York City..................... Booth 40] 
a, es GP Gis SI, Be Bike oss ccc ceaccecnsvans Room 984 
RawGie, Tee, BR, TED, Tee Tei ccc cccccccccesscsus Booth 4 U 
Life Magazine, New York City................. Suite 853.55 
dows Tien, Feeer Wetltt Gib... xc noc ccccsnvcccccevcens Booth 3 
Longines-Wittnauer Watch Co., Inc., New York City 

Booth 42, 49 
Lovebright Diamond Rings, New York City. .Suite 842-44.46 
Luria, L., & Son, Inc., New York City.......... Chinese Salon 

M 

Maharam Fabric Corp., New York City........... Room 933 
Manchester Silver Company, Providence, R. I...... Room 807 


Manhattan Novelty Company, New York City....Room 963 
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You are cordially invited 


to visit our new quarters 


580 FIFTH AVENUE 


Suite 1203 


Where you will see a varied selection of 
Diamonds, Sapphires, Rubies and Emeralds 
CULTURED PEARLS—direct from our own Toba (Japan) oyster beds. 


IPEKDJIAN INC. 


HONGKONG — TOKYO — MANILA — BANGKOK — BOMBAY — ANTWERP — JOHANNESBURG 

















NEW YORK 19, N. Y. 
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ny, Attleboro, Mass............. Participation 
ie Coen, New York City......... Booth 328 
Masin "Co,, The, New York City....Booths 307, 308, 309, 310 


Mautner : 
, Walter H., & Co., Inc., Providence, R. I...Booth 226 

nin Goon. Mow Yoo City... ....cscccce. Booth 409 
aan | Marking System Co., Dayton, Ohio Pst dell Booth 107 
Monarch Watch Co., Inc., New York City...... Participation 

N 

, M. I. Company, err Room 985 
a Company, Meriden, Conn. .................. Room 907 
Nathan, S. & Co., Inc., New York City.............. Booth 5 


: Silver Company, New York City 
National Stlv Carpenter Dining Room 


Haven Clock Co., New Haven, Conn.......... Booth 320 
i cane Inc., New York City... voce cece eeeeess Booth 6 
Norma Pencil Company, New York City.......... Booth 104 
Nu-Tone, Inc., New York City.................... Booth 402 

©) 


Ollendorff Watch Co., Inc., New York City. Booths 39, 40, 51, 52 
Oneida Community, Ltd., Oneida, N. Y...Jansen Living Room 


Ostby & Barton Company, Providence, R. I......... Booth 20 
Otis Company, Providence, R. I. ................... Booth 64 
P 
P. M. Jewelry Creations, Inc., New York City..... Booth 112 
Parker Pen Company, Janesville, Wisc. ..... Booths 315, 316 
Parker Watch Company, New York City ......... Room 946 


Paulson, Henry, & Company, Chicago, IIl. 
Booths 113, 114, 115, 116 


Pennio Brothers, Inc., New York City............ Room 989 
Pereline Mfg. Co., Inc.,. New York City .......... Room 929 
Phinney-Walker, New York City ................. Booth 502 
Pilcher, J. V. Mfg. Co., Louisville, Ky. ........... Room 934 
Plainville Stock Co., Plainville, Mass. ............. Room 966 
Polishook, K., & Son, Corp., New York City ........ Booth 3 


Polumbaum, Richard Co., Inc., New York City ....Booth 501 
Pond, A. H., Co., Inc., Syracuse, N. Y. 
Booth 1 and Suite 879-81 


Poole Silver Company, Inc., New York City....Booths 80, 84 


Posin, A. C., Company, Milwaukee, Wisc. .......... Booth 26 


Prill Silver Company, New York City ............ Booth 18 
Prism-Lite Diamonds, New York City .......... Suite 979-81 
x 
Randahl Silversmiths, Chicago, Ill. ............... Room 987 
Reich, M. A., & Co., Buffalo, N. Y. ............. Suite 980-82 

Reiling, J. W., Manufacturing Co., Battle Creek, Mich. 
Booth 126 
Remington Rand, Inc., New York City ............ Booth 106 
Rensie Watch Co., Inc.. New York City.......... Room 990 
Reutter Displays, Boston, Mass. .................. Room 935 
Rexon, Inc., New York City ..................... Booth 229 
Reynolds, E. W., Co., Inc., Los Angeles, Calif....... Booth 26 
Richie Premium Corp., New York City ........... Booth 122 
Rima Watch Co., Inc., New York City ............ Room 809 
Rings O’Romance, New York City ........... Booths 407, 408 
Rivkin, Morris, & Sons, Inc., New York City ...... Booth 48 
Robbins, J. W., Co., New York City ........ Booths 326, 327 
Rogers, William A., Ltd., Oneida, N. Y. ....Jansen Blue Rm. 
Ronson Art Metal Works, Newark, N. J. ........... Booth 65 
Rosenthal & Kaplan, New York City ............. Room 937 
Rubin, Herman S., Chicago, Ill. .................. Room 919 
S 
Sammartino Brothers, Providence, R. I. .......... Booth 227 
Sarkin, David, Inc., New York City................ Booth 311 
Savoy Watch Company, New York City .......... Room 850 
Semca Watch Corporation, New York City ....... Booth 502 
Semca Clock Company, Inc., New York City ...... Booth 502 
Schick Electric Shaver, Stamford, Conn. .......... Booth 105 
Schiffman, M. W., & Co., New York City ...... Participation 
Schildkraut Bros., New York City ................ Room 993 
Schless-Harwood Co., Inc., New York City ..... Suite 979-81 
Schmukler, J. J., & Son, Inc., New York City ............ 4E 
Seidman & Co., New York City ................... Room 943 
Sheaffer, W. A., Penn Company, Fort Madison, Iowa. . Booth 38 
Shiman Bros. & Co., Inc., New York City ..... Suite 812-14-16 
Shiman, M. H., & Co., Ince New York City ....Suite 894-895 
Sickles, M., & Sons, Philadelphia, Pa. ............... Booth 15 
Silberman, Kohn & Wallenstein, Inc., N. Y........ Suite 942-44 
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Simmons, R. F., Company, Attleboro, Mass. ...... Room 912 


Sloves & Waitzel Corp., New York City ......... Room 936 
Simons-Michelson Company, Detroit, Mich. ........ Booth 507 
Solow, Harold, Inc., New York City .............. Booth 124 
Solow Watch Company, New York City ........... Booth 124 
Spear & Susskind, Providence, R. I. ................ Room 836 
Spelrein Luggage Corp., Brooklyn, N. Y. .......... Room 941 
Speidel Corporation, Providence, R. I. ......... Booths 78, 82 
Sperry Mfg. Co., Providence, R. I. ................. Room 834 
Stern & Stern, Inc., New York City ............... Room 927 
Stern, Louis, Company, Providence, R. I. ........... Booth 32 
Stieff Company, The, Baltimore, Md. .............. Booth 504 
Stratoflame Division Stratford Pen Corp., New York 

 weUigcag tig euveekes oak Cente s ee et lhe cb oeee Room 838 
Street, George O., & Sons, Newark, N. J. ....... Participation 


Streicher Manufacturing Company, Newark, N. J...Booth 103 
Surnamer, S. J., Company, Inc., New York City....Booth 108 


Swank, Inc., New York City........ Booth 27 and Suite 868-70 
Swartchild & Company, Inc., Chicago, Il}. ............ Booth 7 
Swift & Anderson, Inc., Boston, Mass. ............. Booth 118 
T 
Tanz, Philip, Company, New York City ...... Booths 209, 210 
Telechron, Inc., Ashland, Mass. .................... Booth 75 
Tessco Jewelry Creations, New York City ......... Booth 23 
Thomas, Seth, Clocks, Thomaston, Conn. ............ Booth 25 
Time Magazine, New York City ................... Room 908 
i ee 8 re Booth 211 
Towle Mfg. Company, Newburyport, Mass. ....Participation 
U 
Urich Associates, New York City ................. Booth 110 
U. S. Jewelry Co., Inc., Baltimore, Md. .......... Suite 976-78 


United States Time Corp., New York City..... Booths 53, 54 
Vacheron & Constantine-LeCoultre Watches, Inc., 


Pe SE I cS ecdadddeed eeeeeiandscun® Booth 41, 50 

Vv 
Victoria Pearl Co., Ltd., New Yorke City ........... Booth 5 
ee ee ek rrr Room 828 
Volupte, Inc., New York City ................. Booths 62, 63 





Ww 


Wadsworth Watch Case Co., Dayton, Kentucky. . Booths 79 83 
Wallace, R., & Sons, Mfg. Co., Wallingford, Conn.. . Participati 
Waltham Watch Company, Waltham, Mass...Booths 69, 79 7 
Watchmakers of Switzerland, The, New York City 
Booths 11, 12 


Wefferling, Berry & Co., Inc., Newark, N. J. ....... Booth 7% 
Werst, Jack M., Dayton, Ohio ................... Participatio 
Western Art Co., New York City .................. Room 961 
White, J. J., Mfg. Co., Providence, R.I........... Participation 
White Rose Jeweiry Manufacturing Co., 

New York City .............. So i ea caaets ati aes Aiea Booth 32] 
Whiting & Davis Company, Plainville, Mass. ...... Booth 503 
Wiesner, Joseph, New York City .................. Booth 10] 
Wilton Merchandise Corporation, New York City...Booth 127 
Wweeerd, inc., Mew YoeR City . 2.2... cc cccsccccces Booth 1]] 
Winston, Harry, Inc., New York City ............ Participation 
Winton Watch Co., Inc., New York City ........... Booth 41] 
Wiesen-Hart, Inc., Cincinnati, Ohio ............... Room 843 
Wood, J. R., & Sons, Inc., New York City ...... Booths 9, {0 

Z 
Zuckerman, Nat, & Company, New York City ...... Booth 4F 





Treatise on Use of Watch Rate Recorder 


Better Watch Repairing Faster by L. M. Lewis and Max 
Lee, published by Southwestern State College, Weatherford, 
Oklahoma. 306 pages, over 300 illustrations. Sent postpaid 
U.S. A. and Canada for $4.95 by Book Department, Jewelers’ 
Circular-Keystone, 100 E. 42nd St.. New York 17, N. Y, 
This book is a very thorough and explicit treatise on 

using the watch-rate recorder, ““Watchmaster,” for diag. 

nosing all kinds of faults that affect timekeeping in 


watches. The book indicates the practical means to be 
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employed for correcting the faults disclosed by the rec- 
ords made by the machine. 

The first part of the book contains a general discussion 
of the lever escapement, clearly written and well illus- 
trated, covering nomenclature and functions of the parts 
of the mechanism, systematic procedure for testing and 
adjusting the escapement, basic rules for adjusting locks 
and determination and correction of the most usual faults. 

Next comes a section on “chart analysis, especially 
made up as an introduction for beginners in the use of 
electronic recorders, using simpler examples than are 
explained later on. Certain things that have puzzled 
many watchmakers are given original treatment in the 
explanations. In fact, there are too many of these to 
mention them in detail within the space limits of this 
review, but a good example among these is the excel- 
lent picturization and text on the important subject of 
the inner terminals of hairsprings, in relation to their 
effects on position rates. 

More than 200 pages are occupied by a series of charts, 
showing sections of Watchmaster tape, with exact photo- 
etched reproductions of records made on the tapes, and 
indicating errors or faults in the condition of parts of 
the watch undergoing test. On the page opposite are 
tables with comments under key numbers, referring to the 
tape records and stating “known errors” and “possible 
errors, as the guide to alterations and repairs to be 
made. The charts are in successive groups, classified 
under headings: “Master charts; Magnetism; Banking- 
pins; Loose Roller-Jewels; Hairspring Rubbing; Regu- 


Out-of-Poise; Overcoil Rough Between Reg. Pins; Bal- 
ance Pivots Bent or Rough; Inner Terminal; Balance- 
Jewels Dirty;” and this list of topics gives an idea of 
the practical scope of the work. 

All told, this work of Messrs. Lewis and Lee is one of 
the most valuable additions to the literature of horology 
that has appeared in recent years. 





Jeweler Welcomes Babies 





A word of welcome to the newborn of New Orleans is sent out 
upon the appearance of birth notices in newspapers by White 
Brothers, a Crescent City jewelry store. This welcome is on an 
"informal" engraved card, which gives the name of the company 
and the addresses of its three stores; on the inside is the good- 





lator Pins; Hairspring not centered: Guard Pin Bent; will greeting. 
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But the biggest worries of all can be 
prevented... 
BURGLARIES, FIRES, SHOP-LIFTING, HOLDUPS 





These and other hazards are covered in one 
dependable insurance policy, the comprehensive 
Saint Paul Jeweler’s Block Policy. Simplified and 
sure. One premium, one annual payment. . . 
Don't risk trouble. Get this positive headache 


preventative! 











me _ The Saint Paul Jeweler’s Block Policy will give you 
: % protection against: Holdup, inside and out; safe 
Le » burglary; shop-lifting; fire, water or oil burner 
ee i” damage; merchandise carried by salesmen; 
3 a oN registered mail or sealed Railway Express 
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National Jewelry Fair 


(From page 147) 


which enable exhibitors to adequately display their lines 
of merchandise. The new air-conditioning system pro. 
vided in the Exhibition Hall and Grand Ballroom wij] 
enable visitors to the Fair to inspect and select merchap. 
dise in comfort and convenience and with a minimum 
of effort. 

In addition to the booth areas, there are approximately 
96 sample rooms on the third, fifth and sixth floors of 
The Stevens. Above these floors are a number of suites 
which will be occupied by firms who prefer to use this 
type of space as it more efficiently meets their require. 
ments. For the first time the Towers of The Stevens, lo. 
cated on the 26th and 27th floors, will be used by one 
firm to house its huge exhibit. 

The one-day NACJ Convention business session at the 
1949 National Jewelry Fair, which attracted a large 
attendance, will be repeated at the 1950 Fair. So suc. 
cessful was this one day, stream-lined program, touching 
the important phases of the jewelry business, the NAC] 
Convention Committee has announced another power- 
packed program with addresses and forum in which al) 
retail jewelers will want to participate. 

The one-day business session will be held on Tuesday, 
August 29, in the North Ballroom, on the Third Floor 
of The Stevens, beginning at 10:00 a.m. 

The meeting will be opened by the President of the 
National Association of Credit Jewelers, H. A. Goldberg, 
with an address—“The Excise Tax and Its Future.” 


MORE SALES ON CREDIT KEYNOTE THEME 


The keynote of the business session will be “How To 
Sell more Jewelry On Credit.” This is to be divided into 
three classifications: (a) Credit selling through news- 
paper advertising; (b) Credit selling through direct mail; 
(c) Credit selling through radio and television. B. G. 
Rudolph, head of Rudolph Bros., Inc., operating several 
stores in upper New York State and New Jersey, will 
conduct the session as moderator. He will be assisted by 
a panel of three members qualified in each category 
through their own personal experience. 

Conforming to the policy of giving jewelry buyers 
every opportunity to inspect the hundreds of lines on 
display, no noon luncheon meeting will be held following 
adjournment of the morning business session. 

Opening the afternoon meeting at 1:45 p.m., an ad- 
dress—“Trade Practices and Business Ethics’—will be 
delivered by a member of the Board of Directors of the 
NACJ. 

At 2:00 p.m. a forum on “Credits and Collections” will 
attract a panel of outstanding experts from some of the 
trade’s largest retail institutions. The moderator for this 
session will be Jay C. Lighterman of Tappin’s Inc., New 
York. 

The Jewelry Industry Council’s Promotion Manager 
Arthur G. Mathews will speak at 3:30 p.m. and will pull 
no punches in telling the credit jewelers about the need 
and importance of coordinating trade publicity. 

At 3:45 William Wagner, Executive Secretary of the 
National Association of Credit Jewelers, will conduct a 
forum on the subject of “Trade Diversion.” His obser- 
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vations, drawn from a broad experience, should add 
unusual interest to the meeting. . | | 

Following this session a panel meeting will be held in 
which the secretaries of local associations will participate 
to discuss the “Importance of the Local Trade Associa- 
tions.” This will conclude the one-day business sessions. 

The various business clinics, inaugurated by the NACJ 
at the 1946 National Jewelry Fair, will be continued for 
the fifth successive time at the 1950 Fair. 

Augmenting the usual staff of recognized authorities 
available for consultation is Dr. Frederick H. Pough, 
Ph.D., Curator of Physical Geology and Mineralogy of 
the American Museum of History, New York. He will 
act as a consultant on the identification and classifica- 
tion of gemstones. Dr. Pough has lifted some of the fog 
enshrouding the identification and classification of gem- 
stones. He simplifies what heretofore has been con- 
sidered by many to be a highly complicated process. 
Because of the scientific instruments used by Dr. Pough, 
this clinic will be held in the North Assembly Room, 
third floor, The Stevens, on Monday, Tuesday and 
Wednesday, August 28 to 30, from 10:00 a.m. to 12:00 
noon-and from 2:00 p.m. to 4:30 p.m. 

On Monday evening, at 8:15, Dr. Pough will deliver 
an illustrated lecture on “Gemstones” in the North As- 
sembly Room, third floor, The Stevens. All visiting 
jewelers are invited to attend. No tickets are necessary. 
To hear Dr. Pough on this occasion will be an unusual 
opportunity for visiting jewelers and his lecture on the 
subject of “Gemstones, Their Classification and Identi- 
fication,” is rarely offered. 

The NACJ Convention Committee, in its inaugural 





plans, recognized the importance of the business clinics 
on store management and expense control by providing 
for visiting jewelers two business specialists from the 
School of Commerce, Northwestern University, Chicago, 
Illinois, who, for the past four years, have conducted 
these confidential, across-the-table conferences with jewel- 
ers relating to their expense control and store manage- 
ment problems. 

This year Professor Ira D. Anderson, Chairman, De- 
partment of Marketing, School of Commerce, Northwest- 
ern University, will head the staff. He will be assisted 
by Professor Ralph L. Westfall, also from the School of 
Commerce, Northwestern University. Professor Westfall, 
in addition to teaching retailing and marketing, has had 
practical experience in retail stores. 

Professor Anderson, in addition to the 17 years of 
university training, has had a wide experience in the 
retail field. He is Consulting Economist for the National 
Retail Furniture Association and has done consultation 
and special work in retail training for the Chicago Retail 
Furniture Association, Independent Grocers’ Alliance 
Distributing Company, and Marshall Field & Company. 

Jewelers intending to confer with members of the above 
clinic, are urged to bring their operating figures with 
them. These will be held in confidence. 

Carl W. Peterson, store designer of Peterson & Peter- 
son, Architects, will head the “Store Modernization 
Clinic,” a position he has held on the clinic staff for the 
past three Fairs. Mr. Peterson has designed some of 
America’s finest jewelry stores, a field in which his firm 
specializes. Jewelers who are planning to change the 
interior or exterior of their stores and who wish to get 
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elf a Herschede Chiming Floor Clock the 
y doesn t end with the profit you make. The beauty 
of its chimes, its unusual distinction, the accuracy of its 
timekeeping, soon make the Herschede Floor Clock the 
most observed, the most cherished possession in the home. 
It becomes your representative in the family circle—a con- 
stant reminder of your store and the quality you offer. 
This faculty of “‘selling after the sale” is another reason 
why it pays to keep one of these chiming masterpieces dis- 


Both cases and movements ore made completely by Herschede 
—creators of fine chime clocks for over three generations 
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advice on their contemplated changes are asked to bring 
a photograph of their stores with them. 

Also, joining the clinics at the 1950 Fair, will be the 
Jewelry Industry Council whose representatives will he 
in attendance to explain the benefits jewelers have re. 
ceived from their activities. 

The clinics will be held on Monday, Tuesday and 
Wednesday mornings and afternoons in the Writing 
Room, Second ies of The Stevens. To conserve the 
time of buyers, a receptionist will make appointments. 
The services of the clinics are available to all] Visiting 
jewelers without cost. 

The NACJ Convention Committee announces that ep. 
lertainment will be provided for the ladies. This event, 
which will win the applause of wives, daughters and other 








ee 


Glass Cell Facilitates Diamond 
Examination 
Dr. A. E. Alexander, Ph.D., of Tiffany & Company, 


New York, and formerly head of the Gem Trade Labora. 
tory, Inc., has developed an innovation that is designed to 
facilitate the examination and grading of diamonds. As 
shown in the accompanying photograph, this consists of 
an optical glass cell, especially constructed so as to be 
liquid tight. The inside dimensions of the cell measure 
six inches in length, three-quarters of an inch in width, 
and five-eighths of an inch in depth. The other part of 
the set consists of a glass plate, 51 inches long, contain- 
ing 22 evenly spaced holes, each slightly under one- 
eighth of an inch in diameter. 





The plate is laid in the bottom of the glass cell and 
the diamonds to be examined are placed one in each 
hole with table and crown facets up. If larger stones are 
to be examined they can be placed in every other hole. 
Any colorless, inert immersion liquid (Dr. Alexander 
uses dibutyl pthalate) is then poured over the glass plate, 
sufficient enough to just cover the tables of the stones. 
Use of this liquid aids in cutting down annoying internal 
reflections which tend to mask any minute carbon oF 
white spots present. 

A binocular microscope is used to examine the stones 
one by one, quickly and easily, by merely moving the 
glass cell from left to right. In general, Dr. Alexander 
states, it is better to first look for flaws at a higher mag: 
nification than 10x (he uses 22.5x) then adjust the optt- 
cal system to 10x. If an inclusion seen at the higher 
magnification cannot be seen at 10x, the diamond is 
adjudged perfect. 
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members of the female contingent, is planned for Tues- 


day, August 29. A. I. Newmark, Treasurer of the NACJ 


Convention Committee, is in charge of arrangements. 0 60 Y 
The Annual Banquet of the National Association of or ver ears 
Credit Jewelers will be held in the Grand Ballroom of 
the Palmer House on Wednesday night, August 30. The RACINE L 5 
Annual Banquet has become known for its fun and fes- gs Pen 
tivity, with entertainment that has top position in the 
jewelry field for affairs of this type. Advance interest, a d i TIMERS 
manifested through demand for tickets, indicates another ed quarters or 
sell-out. Tickets for this affair may be secured by writing 
Wm. Wagner, Executive Secretary, National Association 
of Credit Jewelers, 545 Fifth Avenue, New York 17, 
New York. GALLET and GUINAND 

“We extend an invitation to attend the National 
Jewelry Fair,” said Clarence Olsen, Chairman of the 
NAC] Convention Committee, “to every jewelry buyer 
and representative from all stores of all types distributing 
jewelry, silverware. watches, clocks, diamonds, giftwares, 
china, glassware, as well as leather goods, appliances and 
allied lines usually sold in jewelry stores or departments. 
A warm welcome awaits all those attending. Practically | 
all important firms in the jewelry field are exhibitors. | 
At the Fair buyers will have a first-hand opportunity to 
discuss with top management, Fall and Christmas sales 
promotions and how retailers can participate.” 

In addition to Chairman Olsen, other members of the 
NACJ Convention Committee are: Messrs. Irving J. Wolf- 
gang, Detroit. Mich.. Vice-Chairman; A. E. Newmark. 
Chicago, Ill.. Treasurer: Fred B. Dreifus. Memphis. 
Tenn.; Irving Chayken, Hammond, Indiana. and William 
Wagner, Executive Secretary, National Association of 
Credit Jewelers. New York. 

The Fair Management urges that reservations for sleep- 
ing rooms be made at once, either at The Stevens or 
Congress Hotel where accommodations have been set up 
for visiting jewelers. 

The National Jewelry Fair Office is located at 1210 
Arcade Building, St. Louis 1, Missouri. 


NACJ Exhibitors 


(From page 148) 

















Timers and Chronographs 


for Sports ® for Industry 
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Elgin National Watch Co., Elgin, Illinois 
Ex-H Booths 92-93-104-105 
Evans Case Company, North Attleboro, Mass. 
Ex-H Booths 22-23, Room 524A-526A 


Eversharp, Inc., New York, N. Y........... Ex-H Booths 71-72 

: Through 2 generations Racine has been 
Fantasy of Jewels (Allcraft Novelty Co.) New York, N. Y. the one sure source for fine Timers and 

2nd FI. Booth 226 , . 

Farber Brothers, New York, N. Y......... Ex-H Booths 19-20 Chronographs. Write for the latest Racine 
Farber, S. W., Inc., New York, N. Y...Ex-H Booths 46-47-58-59 ‘ ; . 
Feature Ring Company, Inc., New York, N. Y........... Suite catalog showing comprehensive choice of 
Fiddelman, J. & Son, Inc., New York, N. Y............... Suite ba es 
Fidelity Diamond Ring Co., New York, N. Y....... Room 509 models for every timing purpose — to 


Firman Leather Goods Corp., New York, N. Y..2nd Fl. Booth 231 
Fisher, A. Edward & Company, Inc., New York, N. Y. 
Ex-H Booths 98-99 
Flex-Let Corporation, East Providence, R. I. 
Ex-H Booths 143-144 


meet every budget requirement. 
Forever Yours Ring Company, Inc., New York, N. Y. 
Ex-H Booth 150 


Forman Family, Inc., Brooklyn, N. Y...Ex-H Booths 147-148 JULES RACINE & COMPANY, INC. 


Freed, Edwin, Inc., New York, N. Y. Specialists in Fine Timers — Since 1890 


2nd FI. Booths 222-223-224-225 
G yee 20 ee: Al ee 4 te ee, ee Oe ee ee, ee 


Gailstyn Company, The, New York, N. Y...2nd Fl. Booth 305 
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Garne Jewelry Company, New York, N. Y. 
, ) Ex-H Booths 141.142 
General Electric Company—Appliance Dept., 

ee eS cic cesenddeeees Ex-H Booths 121.129 
General Electric Company—Electronics Dept., 

OS Se TC Ex-H Booths 121.122 
Goodman & Company, Indianapolis, Ind....... Ex-H Booth 24 
Goodson Mfg. Company, Indianapolis, Ind.....Ex-H Booth 24 
Gorham Company, The, Providence, R. I................ Suite 
Gotham Watch Co., New York, N. Y. 

Ex-H Booths 116-117, 128.129 
Gross, J. H., & Company, Cleveland, Ohio. .Rooms 533A-5344 
Gruen Watch Company, The, Cincinnati, Ohio 
Ex-H Booths 112-113-132.133 


H 


Hamilton Ross Industries, Chicago, IIl. 
2nd FI. Booths 289-29().29) 
Hamilton Watch Company, Lancaster, Pa..Ex-H Booths 114.13) 
Hampden Chain Co., Providence, R. I. .............. Room 512 
Helbros Watch Company, Inc., New York, N. Y. 
Ex-H Booths 81.82 
Heller, L., & Son, Inc., New York, N. Y...Ex-H Booths 79.99 


Hirsch Company, A., Chicago, Ill. ........... Ex-H Booth 2] 

Howard Ring Company, Chicago, IIl....... 2nd FI. Booth 247 

Hubbard Lamp Corp., Chicago, Ill. ........ 2nd FI. Booth 214 
I 


Imperial Lamp & Shade Company, Philadelphia, Pa. 
2nd FI. Booth 292 
Imperial Pearl Syndicate, Chicago, IIl.....Ex-H Booths 90-107 
Ingraham, The E., Company, Bristol, Conn....Ex-H Booth 25 
International Silver Co., The, Meriden, Conn. 
Upper & Lower Towers 
Iskin Manufacturing Company, Philadelphia, Pa. 
) Ex-H Booth 18 


Jewelers’ Circular-Keystone, The, New York, N. Y. 
Ex-H Booth 64 
K 


Kagan, J. J.. & Company, Los Angeles, Calif. 

2nd FI. Booth 210 
Kahn, L. & M. Company, New York, N. Y. ............ Suite 
Karpeles Rosary Company, Ltd., Providence, R. I. 

Ex-H Booth 48 

Katz, Frank M., Inc., New York, N. Y.....2nd Fl. Booth 287 
Kaufman, Jack L., Inc., New York, N. Y. ............ Suite 
Keg-O Products Corporation, New York, N. Y. 

2nd FI. Booth 243 
Ken Matsumoto & Company, Cincinnati, Ohio 

2nd FI. Booth 306 
Keystone Silver, Inc., New York, N. Y..2nd Fl. Booths 249-250 
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First balcony booths in Grand Ballroom. 
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‘liam & Company, Buffalo, N. Y. 
Korn, William & \0 2nd Fl. Booths 300-301-302-303 


Iry Company, New York, N. Y. 
EEE Ex-H Booth 154, Rooms 502-504 


Jacques, Mfg. Corp., North Bergen, N. J 


enum Ex.H Booths 88-89-108-109, Rooms 505-507 

Kushner & Pines, Inc., ge fe. rere Room 504A 
L 

Lampl, Walter, Inc., Pie Wes Be Se sseneccnss Room 509A 


ple Mosier Slvervare Corp, New York, Nas 
it ae es oe Ha A a 
Linde Air Products Company, The, New pm i 55.56 
L.M.D. Jewelry Mfg. Company, New — RA Booth 246 
Longines-Wittnauer Watch Company, ie ys Beg en 
enim Teer 
Luria, L., & Son, Inc., New York, N. Y. 

Ex-H Booth 139, South Ballroom 
Lux Clock Company, Inc., - New York, ee ” 


Manchester Silver Company, Providence, R. I. 
2nd Fl. Booth 313 
Manhattan Novelty Corporation, New York, N. Y. 
Ex-H Booth 77 
Manheimer Watch Company, Chicago, Illinois..Ex-H Booth 94 
Mautner Company, Inc., The, New York, N. Y. 
Ex-H Booths 15-16-17 
Meeker Company, Inc., The, Joplin, Mo.....Ex-H Booths 12-13 
Metro Jewelry Service, New York, N. Y...2nd Fl. Booth 244 
Mitchell Mfg. Company, Chicago, Ill....... 2nd FI. Booth 288 
Monarch Watch Company, Inc., New York, N. Y. 
Ex-H Booth 140 


N 
National Silver Company, New York, N. Y. ...... Room 513 
New Hermes Engraving Machine Corp., New York, N. Y. 
2nd FI. Booth 310 
O 


Oilendorff Watch Company, Inc., New York, N. Y. 

Ex-H Booths 116-117-128-129 
Oneida Community, Ltd., Oneida, N. Y....Ex-H Booths 70-83 
Ostby & Barton Company, Providence, R.I...2nd Fl. Booth 230 


Otis Company, Providence, R. I. .......... 2nd Fl. Booth 311 
P 

Paden City Pottery Company, Paden City, W. Va..Room 556A 

Pakula & Company, Chicago, Ill. ........... Rooms 515A-517A 


Paramount Wedding Ring Co., Chicago, Ill. ...Rooms 601-602 
Parker Pen Company, The, Janesvilie, Wisc. 

Ex-H Booths 96-97 
Paro Industries, New York, N. Y. ........ 2nd FI. Booth 245 
Paulson, Henry, & Company, Chicago, III. 

2nd Fl. Booths 267-268 

Pennino Brothers, Inc., New York, N. Y. ........ Room 532A 
Phillips-Buttrick, Inc., New York, N. Y...... Ex-H Booth 49 
Phinney-Walker Co., New York, N. Y.....Ex-H Booths 50-51 
Plainville Stock Company, Plainville, Mass......... Room 612 
Polishook, K., & Son, Corp., New York, N. Y. 

2nd FI. Booth 307 
Polumbaum, Richard, Company, New York, N. Y. 

Rooms 512A-513A 

R 


Reich, M. A., Buffalo, N. Y. ...... Ex-H Booth 57, Room 501 
Reiling, J. W., Mfg. Company, Battle Creek, Mich. 
Ex-H Booth 27 
Hemington Rand, Inc., Electric Shaver Div., 
Bridgeport, Conn. ............... 2nd FI. Booths 234-235 
Remington Rand, Inc., Electric Shaver Div., 
2nd Fl. Booths 232-233 
Rexon, Inc., New York, N. Y.............. Ex-H Booth 52 
Richie Premium Corporation, New York, N. Y. 
2nd Fl. Booth 278 





























Wore (ere: 


one oF THE WORLDS 
— giwesT WATCHES 
SINCE 1882 


of the Time” reserve power gauge. 


your 4 x selling team... 


* AUTOGRAPHIC Self-winding with the exclusive “Sign 


Stainless Steel $71.50 
Gold filled $89.50 


* SYNCHROMATIC Sets to exact split second . . . used 


wherever accurate timing is essential. Stem wound. 


Stainless Steel $49.75 


* KINEMATIC One of America’s most outstanding self- 


winding watches. Famous Zodiac movement. 


Stainless Steel $65.00 
Gold filled $71.50 


* CALENDAR Quality timepiece. Registers day, date, month 


and phases of the moon. 


Stainless Steel $71.50 
Gold filled $89.50 


Each 17 jewels. Shock Resistant. Water Resistant (except for Calendar). 
Sweep Second Hand. Price includes Federal Tax. 





To help you sell more fine Zodiac watches ...to more peo- 
ple... more often—we have developed for you this beautiful 
“sell-on-sight” display case. Of luminescent plastic and finely 
finished wood, it smartly shows 4 popular Zodiac watches be- 
neath a background of the signs of the Zodiac. The Zodiac dis- 
play is yours for the asking or see your Zodiac representative. 


An official timepiece of Swiss National Railways 

















FINE WATCHES — 
SINCE 1882. 








BOO “ 
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WAZ 
ARCH CROW) 


Reg. U.S Pat Ow 























PERFORMANCE 
WITHOUT EQUAL 
SINCE 1907 


Nationally advertised ARCH CROWN 
LUN ON YES (clileMolUl ame icolulelilael |) amacelimmel| 
the rest, tor exquisite, original creations, 
Ty dire Mel gehatteslolalisll oelsle mE tol (-aallalesr 


Tile Mle l-tok MSI -1alo cel maehiellofep 


ARCH CROWN TAGS,INC. 277 Halsey St. Newark 2, N.J. 


































SWISS 






WATCHES 


~ 







“ Obtainable aoe "your Wholesaler or 
RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, WN. Y. ° Plaza 9-6346 



















Ritepoint Company, St. Louis, Mo. ....... 2nd Fi, 
Roart Company, Hoboken, N. J. .......... 2nd FI. pee _ 
‘Robbin Products, Los Angeles, Calif.......2nd Fi. Booth oa 
Robbins, J. W., Company, Attleboro, Mass. . 
2nd FI. Booth 
Rogers, Wm. A., Ltd., Oneida, N. Y. ....Ex-H Booths anit 
Ronson Art Metal Works, Inc., Newark, N. J. * 
Ex-H Booths 125.126. 
Royal Typewriter Company, Inc., New York, N. Y. — 
2nd Fl. B 
Rubin, Herman S., Co., Chicago, III. ean re 
Rulon Watch Company, New York, N. Y...2nd Fl. Booth 269 


S 
Sarkin, David, Inc., New York, N. Y....... 2nd FI. Booth 271 
Savoy Watch Company, Inc., New York, N. Y. 
Rooms 600-6014 
Scheffres, Bob, Company, Inc., Chicago, Ill...Ex-H Booth 14 
Schick, Inc., Stamford, Conn. ............. 2nd FI. Booth 213 
Schuman & Donchi, Inc., Newark, N. J. ...... Ex-H Booth 14 
Schwarcz, Adolf & Son, Inc., New York, N. Y. 
2nd FI. Booth 272 
Sebel, W. F., Company, Los Angeles, Calif. Suite 
Semca Clock Company, New York, N. Y...Ex-H Booths 50-5} 
Seth Thomas Clocks, Thomaston, Conn........ Ex-H Booth 8 
Sheaffer, W. A., Pen Co., Fort Madison, Iowa 
Ex-H Booths 100-10] 
Sheffield Silver Company, New York, N. Y. 
Ex-H Booths 19.20 
ee rere - Room 539A 


Shields, Inc., New York, N. Y. 
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Second balcony booths in Grand Ballroom. 
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Shiman Brothers & Company, Inc., New York, N. Y. 
Rooms 500-501A 
Shiman, M. H., & Company, Inc., New Yerk, N. Y. 
Ex-H Booth 73 
Silbermann, Kohn & Wallenstein, Inc., New York, N. Y. 
Room 509 
Simons-Michelson Company, Detroit, Mich. 
2nd Fl. Booths 241-242 
New York, N. Y. 
Room 607A 
Room 512 


Skalet Manufacturing Company, Inc., 
Spear & Susskind, Providence, R. I. ............- 
Speidel Corporation, Providence, R. I. 
Ex-H Booths 110-111, Rooms 557-566 
Sperry Manufacturing Company, Providence, R. I. 

Ex-H Booth 149 
Spreckman, Hy, & Company, Chicago, IIl...2nd Fl. Booth 285 
Stein & Ellbogen Company, Chicago, III. Ex-H Booth 36 
Stern, Louis, Company, Providence, R. I.....Ex-H Booth 155 
Stetson China Company, Lincoln, IIl.......2nd Fl. Booth 252 
Streicher Manufacturing Company, Newark, N. J. 
2nd FI. Booth 22/ 
Sunbeam Corporation, Chicago, Ill. ......Ex-H Booths 10-11 
Surnamer, S. J., Company, New York, N. Y..2nd FI. Booth 262 
Swank, Inc., Chicago, Il...Ex-H Booth 136, Rooms 505A-507A 
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¥%& Excitingly lifelike! As 
the clock tells time, the 
gaily colored bird contin- 
uously swings back and 
forth, and alternately bobs 
from side to side, on 

» = * its twig-like 
“E ~« perch. 

~~ 
“= 


‘“~« 


PATENT NOS. 2507026 
D 157879 AND D 157988. 
OTHER PATENTS 
PENDING. 


So REAL. .CHEERFUL and so Beautiful | eo 
/ P NE 


Chock-full of life, interest and action ...a clock that won- JS /J 
derfully radiates joy of living—the swinging bird looks so jolly 
as he continuously sways to and fro in the natural-color woodland 
scene! The clock is a fine quality precision time-teller, too... self- 
starting electric movement... Tenite plastic case in Walnut or 
Onyx finish... indirect light (controlled by pin switch) shines 
through numerals on dial and illuminates woodland scene, also serves 
as a night light. Height 1014”, width 7144", depth 434”. Individually 
ea | packed, shipping weight 4 lbs. No. 335 Retails at...... $15.95" 


tan a ae YOU oesine Peauty ano ACCURATE TIME/ 7 


me 
*Price Suttject mtr oor ie cacy 


Available acywhere through selected distributors 


CLOCK & RADIO CO. 216 N. CLINTON ST., CHECAGO 6, ILL. 
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»»- continuously 


swings 
back and forth 
. with 
fascinating Tonite gleam 


Case, Walnut o, 

nyx finish, 
Height 14 ys 
width 5.y% 
depth 2%". Indi. 
vidually packed 
Wt. 3 lbs. Me, 297 


rhythm..in 
an Enchanted 
Garden 






































































Retails at $15.95: 
AEs \ 
FULL COLOR 1" yn) 
Garden Scem® fs | oe re 
BEAUTIFUMBY | WAS 
ILLUMINA nes er | . a 
; > <a 2 ” rs 
By lndirec eas a sco 
Brings out colg@prs,inp~~ = Cay: 
full splendor .‘.’ J alsoh ae. 
serves as night ight a | ) a. f- Lay tre) . 
Controlled byy py +9F . NN MANTEL SWINGTIME®™. . . Gloriously captures the 
switch on sideg x” 3308 , “artes. ° charm of childhood’s golden days . . . so true-to-life that 


a ee |  $@¥em it actually transports you to an exquisite Springtime garden 
- } cf a gr? "F » wal where a lovely girl joyously swings beside a rustic gate. The 

ii q ® automatic swinging action of the beautifully detailed 

> girl-figurine is amazingly realistic ...a built-in in- 
. direct night light marvelously enhances garden scene, 
m Self-starting electric movement . . . Tenite plastic case 
™ in Walnut or Onyx finish... height 1034”, width 
e 734”, depth 3”... individually packed .. . weight 
~t, 31% lbs. No. 119 Retails at ...... $15.95" 


Pes 
€ 


TREG. U.S. PAT. OFF 


ceo i ae 
* Guaranteed by % 
Good Housekeeping 
“ 


AZo) 
2? 4 







h) 


YA \ *Prices slightly higher 
\aie aay | Denver and West. 
\\aae 7 Subject to Fed. Excise Tax. 
\) ai 






IN CHARM 
OFFICE 


FIRST IN BEAUTY... Fl 
FOR EVERY HOME 










Here ind®€d are lifetime treas- 
ures...superbly decorative 
Precision Clocks for your man- 
tel, desk, table, radio, television 
... and also the gift supreme! 
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The Flying Cloud..... The Thrill of Sailing Days.. The Adventure of the Sea The Yankee Clipper... 


Authentic styling. Hull illuminated by two bulbs, chrome sails, Replica of the ship which brought everlasting glory 
hand-rubbed solid wood case in Walnut or Swedish Modern. Height to our flag! Solid wood hull in hand-rubbed Walnut 
1434”, width 1734”. Packed individually. Ship. wt. 6% lbs. or Swedish Modern, with chrome-plated sails and 
Mfrs. Suggested Retail Prices metal fittings. Height 1614”, width 1834”. Ship. wt. 

With Lights Without Lights 7 Ibs. No. 740 Retails at.......+ + $19.55" 


No. 47. . $17.95" No. 11. .$15.95* 


ey ae Bs Available everywhere through selected distributors 





LITHO 


216 N. CLINTON ST., CHICAGO 6,8 


"Yj 
4B CLOCK & RADIO CO. - 
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‘1:5, Company, New York, N. Y. 

Teas, The Pathip, Sompany 2nd Fl. Booths 253-254 

ons, New York, N. Y..2nd FI. Booth 270 


Creati 
Tessco Jewelry Division (McGraw Electric Co.), 


Toastmaster Products 


a 2nd FI. Booth 215 
T bag Inc., New York, N. Y. ......----++0+ Room 605 
Towle Manufacturing Company, Newburyport, Mass... ..Suite 


ation, New York, N. Y...2nd Fl. Booth 276 


€: r 
Underwood “trrne Corp., New York, N. Y..Ex-H Booths 53-54 


United States Time 





Vv 
Schyndle, Inc., Chicago, Ill. ...... 2nd Fl. Booths 283-284 
bi "Aiasilaient Company, St. Louis, Mo...... Room 660 
Volupte, Inc., New Ws Ts Ba caccscceceses Ex-H Booth 74 
Ww 


Watch Company, New York, N. Y. 
on Ex-H Booths 152-153 


Wallace, R., & Sons Mfg. Company, Wallingford, Conn.. . Suite 


h Watch Company, Waltham, Mass. 
— Ex-H Booths 44-61 


Jewelry Case Company, Inc., Buffalo, N. Y. 
— ™ ' Ex-H Booths 102-103 


Watchmakers of Switzerland, The, New York, N. Y. 


Ne Te Ba BE 








2nd Fl. Booths 265-266, 273-274 -‘There’s a great field for 

iting, Frank M., & Company, Meriden, Conn. re ee 
— West Ballroom & West Assembly Room oe sales Mm the growing number - 
Wiesen-Hart, Inc., Cincinnati, Ohio ............... Room 529 Of those who are intensely 
Wiesner, Joseph, Inc., New York, N. Y..2nd Fl. Booths 297-298 interested in bettering thei 
Winton Watch Company, New York, N. Y...Rooms 604A-605A homes. Unlock the door 
Wood, J. R., & Sons, Inc., New York, N. Y. oo ee ‘ 

Ex-H Booths “A”-65 

Woods, Patrick, Chicago, Ill. ........ Ex-H Booths 49-50-51-52 
Wyler Watch Agency, Inc., New York, N. Y...... Room 521A 





The PILGRIM, 80” 


“Watch Inspection Time” : phy 


for $425, plus tax. 


(From page 154) 


: Ney | 
. ao BESTMWINSTER 


of the Council, who says, “The purpose of the promotion 
is—using free watch inspection as an attraction—to in- 
crease store traffic, increase watch repair income, increase 
watch attachment sales, increase watch sales and expose 
increased trafic to all merchandise in retail jewelry 
stores.” 

In addition to the idea booklet, the Council has sup- 
plied its retail members with two window display cards 
and newspaper mats of the campaign emblem and slogan, 
“Check up... then... Dress up Your Watch.” 

The display cards are 8 x 10 inches with easel backs. 
One shows an eye-catching cartoon of a man walking 
down the street arm-in-arm with his watch, both looking 
very happy with the world. The copy on this card reads: 
“A Happy Watch Keeps You On Time. . . To Make Sure 
Yours is Happy Have it Inspected Free-of-charge Today! 
Check up... then... Dress up Your Watch.” 

The other easel-backed window display card shows the 
promotion emblem attractively framed. The copy reads, | ; 

“ ‘It’s Watch Inspection Time,’ September 7th to 16th. Wentatachar Uileeny tet er Ge eaaeaen 
Check up... then... Dress up Your Watch.” 

Part of the promotional idea booklet is devoted to 
retail selling aids. Ten down-to-earth selling ideas are 
presented to help retailers get the most out of “It’s Watch 
Inspection Time.” One of the selling aids says, “ ‘It’s 
Watch Inspection Time’ is a good time to remind people 
of your Christmas lay-away plan. Tell the people who 
| come through your doors that now is the time to reserve 
their Christmas watches.” 

Another reads, “Ask for the sale. This cannot be over- 
emphasized. Eliminate ‘if? from your sales talk. When 
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the customer is ready to make up his mind, pose a leading 
question. Make him make up his mind. Give reasons or 
make him give reasons why he wants to make the pur- 
chase, then ask the customer to buy. When the sale is 
made, send your customer on his way with an encourag- 
ing word. Tell him you think he has made a good buy.” 

The Jewelry Industry Council’s promotion “It’s Watch 
Inspection Time’”—the sixth nation-wide promotion the 
Council has offered its members this year—emphasizes 
the importance of periodic checkups by expert watch- 
makers as the means of keeping watches in good running 
condition. To boost the sale of watch attachments, the 
promotion encourages retailers to show the people who 
come through their doors for free watch inspection how 
they can “dress up” their watches with new watch bands. 

It is hoped that people all over the country will become 
more conscious of their watches during “It’s Watch In- 
spection Time,” both for running condition and for 
appearance. Few people have their watches inspected 
frequently enough. “It’s Watch Inspection Time” will 
not only give people the opportunity of finding out what 
condition their timepiece is in and make them aware that 
it is an important part of their appearance, but will bring 
many people who rarely patronize jewelry stores in con- 
tact with the wide range of merchandise and the courte- 
ous, friendly service and atmosphere found in jewelry 
stores. 

According to Mr. Haase, close to a thousand news- 


papers throughout the nation will receive copies of th. 
Council’s promotional plan booklet for “It’s Watch Jp. 
spection Time,” and more than a thousand radio Stations 
will receive the radio commercials it contains. 

In addition “The Publishers Auxiliary,” a publication 
circulated among 10,000 small town daily and weekly 
newspapers, has informed its readers of the forthcomins 
“It’s Watch Inspection Time” promotion. : 





Tie-In Display Was Traffic Stopper 








When Collier's, national weekly magazine, published a double 
page article in color on the intricacies of watchmaking and 
time-telling in their June I7th issue, Arthur C. Sogno Co., 
jewelers at 30 Rockefeller Plaza, New York, saw an excellent 
opportunity to tie in a window display of their several lines 
of watches and clocks. The magazine worked with the concern 
in furnishing the background material for this display that 
really stopped the crowds in this "crossroads of the world." 


-—_———————— 
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Presenting the Most 
Practical Pocket Lighter 
; 





ae ate eS + i 
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_THE ONLY LIGHTER WITH THE FLAME YOU 
CAN POINT! When held upright ...a perfect flame 
for cigarettes and cigars. A gentle tilt . and the 
jet pours a 2%-inch flame RIGHT DOWN into your 
pipe for a perfect light. The most practical pocket 
lighter. Nothing mechanical to get out of order. 
The BEATTIE JET LIGHTER is fully guaranteed 
against defects in materials and workmanship. 


RETAIL PRICES: 


i, CD on cea wateneedannasaneane $5.00 
PE  ccntsekian ceerisdenasirsaineavvesamiaen 6.50 
3. Morocco ....... a ern era en 6.50 
eee ae een ne ee eee ee 6.50 


JOSEPH B. BECHTEL & CO., INC. 


Wholesale Distributor 


729 Sansom Street Philadelphia 6, Pa. 











NOW ANYONE 
CAN ENGRAVE RINGS 


1MSIDE! 





Send for 
Folder R 






NEW HERMES - poy out of profits 


13-19 University Pl., New York 3 

















JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 











iomm=6 East 39th St. © New York 16, N. Y. © MUrray Hill 3-2514__ nl 


DIAMONDS for EXPORT 





IBARBER wo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


RO), /D1@) \ ii amem 


CABLES: SLUBAR -LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP. ano 


AMSTERDAM 


FOR AUGUST, 1950 





WEATHER INSTRUMENTS - FIELD GLASSES - READERS 
CLOCK COMBINATIONS - BINOCULARS - MAGNIFIERS 


See the 
SWIFT LINE 


OF OUTSTANDING 
ANY YEAR ‘ROUND GIFTS 


Booth 118-Waldorf-Astoria 


Pings § 


STYLED PRECISION INSTRUMENTS 


— 957 DORCHESTER AVE. - BOSTON, MASS. — 











211 








University District 


Promotes a Better Business Climate 


LIKE & DEPARTMERT STORE & BLOCKS LONG 


WwW 


AOaRMY HOTEL BALL ROGGA 8:30 P. AA. 


WINDOW CONTESTS 


iM DISTRICY SYOGRES+- PRIZES! 


4iRG 





Above: The car card used in 
trolleys and buses to adver- 
tise the 1948 Fall Opening. 
Right: The ballroom of the 
Edmond Meany Hotel where 
the fashion show sponsored by 
merchants of the University 
District was widely acclaimed 
by both students and residents. 


— promotion figures prominently in 
the group promotional program of University District 
merchants in Seattle, Wash. A major annual seasonal 
event is Fall Opening, madc possible by the District’s 
co-operative group activities. 

The term Fall Opening is designated to apply to a 
number of group as well as individual store activities 
occurring during the first weeks of fall. Two principal 
group promotions occurring during this period are the 
Fall Fashion Show, and Welcome Week. A feature of 
the latter last year, was the district-wide “Peg the Per- 
sonality” contest directed specifically to returning college 
students. Jewelers as well as apparel and shoe shops, 
are represented in the Fashion Show. Impetus is given 
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Part V: They Stage Fall Opening Promotion 


by EDWARD R. LUCAS 








Men's 


lappe 
bezel 
in W 
up/s 
low ! 
All St 





both group and individual store merchandising efforts, 
by group advertising in billboards and newspapers. 

The Fashion Show is timed to coincide with the open- 
ing of the college Fall Term. It is planned to appeal to 
all residents of the University District and other areas, 
as well as to college students. 

The event is under the direction of a regularly ap- 
pointed committee of the Commercial Club. Member- 
ship of this committee is rotated from year to year. The 
committee sets the date, determines the objectives, and 
enlists the co-operation of participating merchants. 





The principal burden of organizing and coordinating 
the many necessary elements for a successful promotion, 
(Please turn to page 236) 
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WATER-RESISTANT WATCH CASES 


®@ Precision-made @ Flat-top pressed 
crystal, highly finished A Y 
@® Each case tested in a ” Yi 


water-pressure tank 






















@ Easy to Assemble 


© Hand Polished, Mirror-Lapped 





7 






@ Nationally accepted 





#322 


Men's 11441: Mirror lapped 
beveled surface bezel. 
Cases made in White 
Chrome top/steel back; Yel- 
low top/steel back; All 
Stainless Steel. 










#90 

Men's 10'4L: Mirror lapped 
flat surfoce bezel. Cases 
made in White Chrome top 
/steel back; Yellow top/ 
steel back; All Stainless 
Steel. Movement fit 10'AlL 
regular and 10'Al thin. 





#303 

Men's 10'4L: Mirror lapped 
beveled surface bezel. 
Cases made in White 
Chrome top/ steel back; Yel- 
low top/steel back; All 
Stoinless Steel. Movement 
fit 1044 regulor and 10'%Al 
thin. 














—— 
















767 
Men's 11'4l: Mirror 
lapped flot surface 
bezel. Cases made 
in White Chrome 
wp/steel back; Yel- 
low top/steel back; 
All Stainless Steel. 


#66 
Men's 11'4L: Mirror 
lapped flat surface 
bezel. Cases made 
in White Chrome 
top/steel back; Yel- 
low top/steel back; 
All Stainless Steel. 
Movement fit 10'4L, 
6/0 Elgin, 6/0 Hom- 
ilton, 6/0 Waltham 
and 11%l avto- 
matic. 

































#3120 
Men's 83,1: Rectangular. 
Cases made in White 
Chrome top/steel back; Yel- 
low top/steel back. Move- 
ment fit AS-970, AS-1240, 
AS-1180 and 8x0 Eta, 













#323 
Men's 11141: Mirror lapped 
beveled surface bezel. 
Cases made in White 
#80 Chrome top/ steel back; Yel- 
—_ . low top/steel back; All 
¥,1- F 
ladies’ 841: Mirror lapped Stainless Steel. Movement 
beveled surface bezel. : ‘ , 
‘ fit 10%t, 6/0 Elgin, 6/0 
Cases made in White : 
Hamilton, 6/0 Waltham 
Chrome top/steel back; Yel- and 11%1 automatic 
low top/steel back; All . . 
Stainless Steel. 
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Sold to Watch importers Only 


I. D. WATCH CASE COMPANY, INC. 


General Offices and Factory: 137-11 90th Avenue, Jamaica, N. Y. 
Creators of Watch Cases of Superlative Style, Beauty and Quality 
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ma YORK OFFICE: Joseph Dinstman, 580 Fifth Avenue: Telephone PL 7-4257 LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 
HICAGO OFFICE: William Bart, 29 E. Madison Street EASTERN AND SOUTHERN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New York, N. Y. 











Sales Training Program on Sterling Announced 


Sterling Silversmith’s Guild announces availability of sales 


training program based upon wire recorded sales conversations. 


Long awaited plan ready for jeweler participation September Ist. 


























This map, part of a brochure mailed to Eastern jewelers in July, 
spots the cities where the wire-recorded sales training program 
will be given. Recordings are made with knowledge of sales staff. 


-™ upon findings of a survey of actual 
over-the-counter sales conversations recorded in jewelry 
stores across the country, a nation-wide sales advisory 
program for retail dealers of sterling silver and their 
sales people will be launched this fall by the Sterling Sil- 
versmiths Guild of America, a trade association of lead- 
ing manufacturers of sterling silverware. 

Entitled “Sterling Salesmanship,” the program prom- 
ises to be the most comprehensive ever taken on the 
road for the benefit of sales people engaged in the sale 
of ‘sterling silver. 
from approach to close—will be carefully analyzed and 


presented in motion pictures, instructional literature, and .. 


a series of informal group conferences. The program 
will also include'a wealth of supplementary information 
—sterling silverware manufacture, period design’. and 
pattern selection, the gift and additional sale, repeat sales, 
customer buying habits, as well as many other factors; 
contributing to sound principles of retail selling. 
Research and planning for the program has been under 
gradual development for almost two years by the Sterling 
Silversmiths Guild. The original idea stemmed from an 
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Every aspect of the retail sale— ..” 


evident desire on the part of enterprising dealers to keep 
abreast of the keen competitive factors affecting the sale 
of sterling silver in the post-war market. Due to the up- 
heaval of retail sales personnel caused by the war, Guild 
officials felt that the most constructive effort the Guild 
could render the trade would be an aggressive program 
devoted primarily to an analysis of both good and bad 
retail selling techniques. 

It was agreed at the outset that a sound program 


«would have to be based upon a first-hand, realistic 
picture of prevailing abilities, habits, attitudes, and pro- 


ficiencies of sales people now selling sterling silver over 
the counters of stores across the country. Accordingly, 
the New York sales consultant firm of Horton & Henry, 
Inc., was retained a year ago to conduct a survey of 
salesmanship at retail silver outlets. 

Injecting a new note of realism to the field of market 
research, a three-man team was equipped with wire re- 
corders, and sent into various cities to record on wire 
verbatim sales conversations, as they were actually taking 
place at the point-of-sale in sterling silverware stores. 

(Pleose turn to page 238) 
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—Stouse beautiful 


BETTER your home...better your LIVING 





A DIGEST OF 

SALES-BUILDING IDEAS 

FOR YOUR STORE 

FROM THE PAGES OF 
SEPTEMBER HOUSE BEAUTIFUL 
WHICH REACHES YOUR BEST 
CUSTOMERS ON OR ABOUT 
AUGUST 20th. 


PON CARELESS ERED SEATS TO 


FREE 


The September issue advertise- 
ments are ready to work for you 
directly, right on your selling count- 
ers... Just turn the page to read 
about our free display card offer. 


MAGNET 


Ever used House Beautiful’s enor- 
mous influence in your store win- 
dows? What could be a better traffic- 
puller for your operation than this 
striking table setting right on the 
September issue cover? The sterling 
flatware pictured is the “Fiddle 
Shell” pattern by Frank Smith Silver 
Co., Gardner, Mass. 





FOR AUGUST, 1950 


TATTLETALE 


SEPTEMBER FEATURE CHALLENGING GIMMICK 
FOR TRAFFIC-BUILDING STORE PROMOTIONS 


“Do you know that your home is telling people about you and your family ?” 
asks September House Beautiful. “How American is your way of living?” 

It’s the latest amplification of the American Style, introduced editorially 
in the May issue. And it’s a direct challenge to the modern home-maker— 


aimed straight at the character of her 
furnishings . . . the convenience, gra- 
ciousness and simplicity of her en- 
tertaining. 

Because it is a challenge, an induce- 
ment for your best prospective cus- 
tomers to examine their belongings 
and surroundings more critically, it’s 
tie-in time for your store. And there’s 
an easy way to get in the act... . with- 
out taking on a lot of extra merchan- 
dise. too. It’s a natural gimmick for 
stock you now carry. Pick up the 
simplicity, the American Style themes 
in your local advertising and play 
them to the hilt. Demonstrate the 
subtle blending of traditional and 
modern designs in your tableware dis- 
plays. It’s the approach with a fresh 
idea which builds shoppers into the 
kind of customers you like. 

Most important, tie-in with prod- 
ucts advertised on House Beautiful’s 
pages ... with products featured edi- 
torially. It’s the nationally known 
brand names, remember. in which 
your customers have confidence! 








This terrace buffet supper set- 
ting, reproduced from a full- 
color photograph in September 
House Beautiful, illustrates the 
American way of blending tra- 
ditional and modern. The dam- 
ask cloth, pewter coffee pot and 
Stedeware pewter plate repro- 
ductions are of antique design. 
All other objects are modern. 
The Heirloom “Lasting Spring” 
sterling is by Oneida, Ltd., 
Oneida, N. Y., the pottery from 
Rowantrees, Inc., New York, N.Y. 





YEAR AFTER YEAR: — 


MANUFACTURERS OF FINE SILVERWARE USE THE ADVERTISING 
PAGES OF HOUSE BEAUTIFUL MORE THAN ANY OTHER MAGA- 
ZINE. EXPERIENCE HAS TAUGHT THEM THAT HOUSE BEAUTIFUL 
SELLS BOTH SIDES OF THE COUNTER. (MORE) > 
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RIGHT FROM HOUSE BEAUTIFUL 








ADVER-TIES -——---—_— 


FOR EASIER, MORE PROFITABLE SALES TIE-IN YOUR FORTHCOMING PROMOTIONS WITH THEsE 
FAMOUS NAMES FEATURED IN THE ADVERTISING PAGES OF SEPTEMBER HOUSE BEAUTIFUL 


SILVERWARE 


1. AMSTON STERLING 
THE AMSTON SILVER COMPANY, INC. 


2. ALVIN STERLING 
ALVIN CORP. 


3. DIAMONDWARE TABLEWARE 
DIAMOND SILVERSMITHS, LTD. 


Diamond Silversmiths, Ltd., have a new type 
tableware called Diamondware that has enor- 
mous potential! Packed in a new type open chest, 
Diamondware is as lovely as sterling silver... 
never needs polishing .. . is guaranteed for 100 
years . . . yet costs less than good silverplate! 
Service for six with Butler’s Tray $29.95 retail. 


4. GORHAM LILY OF THE VALLEY 
STERLING 
GORHAM COMPANY, THE 


Gorham’s lovely new pattern, Lily Of The Valiey 
was inspired by Nature and the legend-laden 
flower of all lands. Hundreds of women tell us 
this is the pattern they’ve been waiting for. Take 
advantage of Gorham’s September advertise- 
ment. Tie in by promoting Gorham’s Lily Of The 
Valley pattern. 


5. PACIFIC SILVER CLOTH 
PACIFIC MILLS 


6. WALLACE STERLING 
WALLACE SILVERSMITHS 





Modern or Traditional? Try this 
theme from House Beautiful’s 
editorial pages on your design- 


conscious customers as an all- 
product sales-builder. Paul Revere 
silverbowl designed by Paul Blan- 
chard; Stedeware plate, Stede, 
Inc., Chicago, Ill.; silver sugar 


bowl by Roland Nadeau. 


7. FRANK M. WHITING STERLING 
FRANK M. WHITING SILVER CO. 
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CHINA, GLASS & TABLEWARE 


8. BUENILUM HOSTESS ACCESSORIES 
BRESLAUER-UNDERBERG 


9. CASTLETON CHINA 
CASTLETON CHINA, INC. 


Full page in September issue shows three new 
patterns. — MUSEUM—a service of contempo- 
rary shapes, free of decoration. MANDALAY — 
On the MUSEUM shape leaves of mist-gray are 
jewelled with mandarin orange flowerets. LYANA 
—a vine of wind-tossed leaves drawn on 
MUSEUM shape in jet-black with golden glints. 


10. FRANCISCAN FINE CHINA 
GLADDING, McBEAN & CO. 


ENCANTO — Franciscan Fine China’s fau:tless 
coupe shape that combines a touch of the classic 
with a hint of the modern — is introduced in Sep- 
tember issue of HOUSE BEAUTIFUL. Four new 
patterns, cs fresh and as lovely as the shape 
itself, are featured: Sierra, Mesa, Palo Alto and 
Canton. Write Franciscan for ful!-color reprints. 


11. FLINTRIDGE “AVALON” CHINA 
FLINTRIDGE CHINA COMPANY 


Our September ad will feature our Avalon pat- 
tern. It has a beautiful shoulder band of color in 
a soft shade of sage green highlighted by the un- 
usual and authentic woodrose center motif in 
shadings of beige, brown, and green. Avalon is 
a top selling, fast retailing pattern in open stock. 


12. KROME-KRAFT BEVERAGE SETS 
FARBER BROTHERS 


Krome-Kraft — the patented chrome-and-colored 
glass originations by Farber Brothers — consists 
of a wide range of novel and practical serving 
accessories for table and buffet, and also bev- 
erage sets for genial entertaining. Sparkling, 
clever, different — Krome-Kraft offers you sales- 
plusses found in no other serving ware. Feature 
as gifts! 


13. LIBBEY’S “‘CRYSTAL LEAF’’ 
STEMWARE 


LIBBEY GLASS COMPANY 


“CRYSTAL LEAF’ Stemware pattern by Libbey 
Glass —a design created by the well-known 
Freda Diamond. Tall, graceful stem with ex- 
quisitely-detailed cut leaf pattern. Complete 
service of eight matching items. Prepacked in sets 
of four of a kind, retailing for $2.50 per set of 
four. (Slightly higher in South and West.) 


14. LIFETIME WARE-PLASTIC 
DINNERWARE 
WATERTOWN MFG. CO. 


Lifetime Ware, superbly-styled plastic dinnerware 
manufactured by the Watertown Manufacturing 


Company of Watertown, Connecticut, is no 

available in six lustrous colors. Exhibited by a 
Museum of Modern Art and nationally advertised 
Lifetime Ware is a big seller in the better chine 
departments and gift shops from coast to Ro 


15. ROYAL DOULTON DINNERWARE 
DOULTON & CO., INC. 


Fine dinnerware by Royal Doulton. Patterns 
shown in September advertisement are Hamp. 
shire, Kirkwood, Grantham, Stratford, and Lowes. 
toft Bouquet. To retail from $5.85 to $6.85 for g 
five piece place setting. Created by famous cer. 
amic artists they are magnificently reproduced in 
fine Dinnerware by Royal Doulton craftsmen, 











Modern or Traditional? Another 
selling gimmick from a September 
House Beautiful editorial on the 
American practice of blending de- 
signs. Lobmeyr stemware, A. J. 
Van Dugteran & Sons, Inc., New 
York, N. Y.; Blenko goblet and 
tumbler, Blenko Glass Co., Milton, 
W.Va. 


16. SENECA “EDME’’ CRYSTAL 
SENECA GLASS CO. 


SENECA CRYSTAL ... American Craftsmanship 
at its Best... featuring the EDME stemware pat- 
tern, a classic shape brilliantly handcut on quality 
crystal to accentuate elegance in formal dinner 
appointments. 


17. SHENANGO EPICURE CERAMIC 
COOK WARE 
SHENANGO POTTERY CO. 


Shenango, the world’s largest pottery, introduces 
Epicure Ceramic Cook Ware as the first offering 
of its new Home Products Div. Genuine vitrified 
china, glazed both inside and out, Epicure comes 
in a modern combination of brown and beige. 
The most complete range of shapes and sizes for 
individual and family service. 


18. SPODE FINE ENGLISH DINNERWARE 
COPELAND & THOMPSON, INC. 
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19, SWEDISH CRYSTAL GOBLET 
R. F. BRODEGAARD & CO., INC. 


R. F. Brodegaard & Co. shows a new goblet from 
Sweden, The Black Rose Pattern by Hovmantorp. 
Available in full tableware service with goblet 
priced to retail at $42.00 a dozen. Hand cut and 
polished. The tall-stemmed facet extending up 
into the bowl is enhanced by a deep cut diamond 
pattern forming a stemware table service of 


exquisite charm. 


20. UNIVERSAL “BALLERINA” 
DINNERWARE 


UNIVERSAL POTTERIES, INC. 


Universal Potteries’ exciting ‘Ballerina’ colored 
glaze dinnerware continues to hit peak sales 
wherever it is promoted. Priced exceptionally low 
for such fine quality and design, the ware is 
offered in modern decorator colors — Chartreuse, 
Forest Green, Jonquil Yellow, Periwinkle Blue, 
Jade Green, Dove Gray and Burgundy. Can be 
featured in straight colors or mixed. 


EIN BREE PEER ILE RG TE 


SALES 


Every issue of House Beautiful is 
full of sales-building ideas for 
your store. Watch for them every 
month ... digested for you ahead 
of time... herein J. C.-K. 


21. WEST BEND ALUMINUM SERVING 
ACCESSORIES 


WEST BEND ALUMINUM CO. 


22. WEST VIRGINIA GLASS EPERGNE 
PARFAITS 
WEST VIRGINIA GLASS SPECIALTY CO. 


One-piece Epergne Parfaits, a distinct innovation 
in crystal table accessories, is announced by the 
West Virginia Glass Specialty Co., of Weston, 
W. Va. It comprises a gracefully hand-sculptured 
Parfait Glass with attached Saucer Foot, ideal 
for formal or informal serving. Very pleasantly 
priced, too, they will retail for about $1.00. 


* RUSSELL WRIGHT AMERICAN MODERN 
DINNERWARE 


RICHARDS MORGENTHAU & CO. 


TABLE LIGHTERS 


23. EVANS TABLE LIGHTERS 
EVANS CASE COMPANY 


Beautiful new designs and styling in Evans table 
lighters photographed in full color. The lavish 
Cornucopia Set (lighter $10 and Server $7.50) . . . 
the Vestal model in sterling at $25 .. . the 
famous Magic Lamp, $10. . . and a revolutionary 
development in cloisonne’ enamel only $10. All 
tax free except the sterling silver. 


CANDLES 


* MAGI-COLOR CANDLES 
MAGI-COLOR CANDLES 


24. TAPERLITE CANDLES 
WILL & BAUMER CANDLE CO. 
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STATIONERY 


25. CRANE’S FINE PAPERS 
CRANE & COMPANY, INC. 


26. MASSLINN NAPKINS & GUEST TOWELS 
CHICOPEE MILLS, INC. 


“These luxurious napkins add new glamour to 
table settings’’ says Gladys Swarthout in cur- 
rent Masslinn advertising. Miss Swarthout be- 
comes an ‘extra’ salesman for you in promoting 
these non-woven rayon and cotton cloth dis- 
posables. In dramatic new packages, Masslinn 
napkins and towels are soft . . . super absorbent 
. .. and available in exciting designs and colors. 


FIREPLACE ACCESSORIES 


27. PEERAGE BRASS ACCESSORIES 
S. P. SKINNER CO., INC. 


The September advertisement shows a group of 
Imported English ‘‘Peerage’’ brass fireplace ac- 
cessories. These items are a log box embossed 
with ship design; Bellows embossed with Jenny 
Jones design and a chestnut roaster. This famous 
brass has an exclusive finish and is lacquered to 
prevent tarnish. 


LAMPS 


28. SIGHTRON BY LIGHTOLIER 
LIGHTOLIER, INC. 


29. VERPLEX LAMPS AND SHADES 
VERPLEX COMPANY, THE 


Verplex offers the largest selection of ‘’Quality- 
at-a-price’’ values in replacement lampshades, 
pin-up lamps, occasional table lamps, decorative 
wrought iron floor lamps with table combinations 
and modern table lamps. In addition, Verplex 
merchandise is given extra saleability with 
16,000,000 readers consistently seeiny the Verplex 
tag in exclusive national advertisements. 


CLOCKS 
30. SETH THOMAS CLOCKS 


MIRRORS 


31. NURRE MIRRORS 
THE NURRE COMPANIES, INC. 


The Nurre Companies, Inc., manufacturers of 
genuine plate glass Nurre ‘‘Living Picture’ Mir- 
rors, opens its intensive Fall and Christmas ad- 
vertising campaign with a quarter-page insertion 
in September House Beautiful. Advertisement 
stresses functional as well as decorative values 
of Nurre Mirrors, i.e., their ability to bring light 
into areas that ‘‘the sun never sees.’ 





* No card availab’e 





Modern or Traditional? Ideal for 
advertising or display promo- 
tional come-ons, this design teaser 
from a September editorial is 


adaptable to any number of prod- 
ucts you carry. Walnut servers and 
bowl pictured above are J. J. 
Jackson design; tray is Stockdale; 
Three Mountaineers mixing bowl, 
Southern Highlanders, Inc., New 
York, N. Y. 


Send for your FREE House Beautiful 
Window and Counter Display Card 
this easy way. ... 


JC Sep 


Circle the numbers below which appear beside the advertisements you wish 
mounted, fill in your name and mailing address and mail coupon to: 
Merchandising Division, House Beautiful Magazine, 572 Madison Avenue. 
New York 22, N. Y. 

1 2 3 4 3 6 7 8 9 10 
1] 12 13 14 15 16 17 18 19 20 
21 22 23 24 25 26 27 28 29 30 


3] 


NAME 





ADDRESS 





CITY ZONE STATE 
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Three Months Effort-+-Stagelike Settings — 









Traftie-Stopping Window Display 


The ‘sea’ window took three 
months’ effort for its crea- 
tion, but it was worth all 
this time because of the ac- 
claim it received. It showed 
up best at night under spot 
and indirect lighting, which 
emphasized the effect of be- 
ing under water. Note silver 
chest at the mermaid's right. 


N OT many jewelers—or for that matter, 
many retailers—have ever devoted three months of their 
time to a window display, but O. M. Patterson of Pat- 
terson’s Jewelry in Garden City, Kansas, found that it is 
definitely worth the effort. 

When Patterson saw the new Wallace pattern “Ro- 
mance of the Sea” at an exhibition in Dallas last Feb- 
ruary, he decided to tie in with the national advertising 
when it broke in May. His store was ideally designed 
for an effective display because of the unusual layout 
of its windows. The front of this store has a 14-foot 
foyer with entrances on either side in back of the two 
front windows, so that the center window ‘is recessed. 
This center window is backed by a large square room 
which is usually utilized for reproductions of dining 
room settings. This arrangement gives a stagelike effect 
to displays, and it was here that Patterson decided to 
put his new display. 

(Please turn to page 238) 
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The center window, set back from the two side windows, is 
backed by a square room which allows a great range in the 
variety of stagelike displays which can be accented here. 
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for YOUR HARVEST 
of FALL SALES... 


HOLLOW WARE by POOLE 


REAP ADDED PROFITS and 
PRESTIGE FROM POOLE’'S 
NATIONAL ADVERTISING 


See 


No. 3501 
Miniature Cigarette tub 


No. 548 —Salt & Peppers 


> Bi, 
a a 





Poole planted its promotional seeds early. The result will be an 
ever increasing harvest of sales for you this fall. Ads appearing 
in a growing list of publications will continue through the peak 
buying season. You’re sure to reap greater profits when you 
display the Poole line. Your Poole distributor will supply com- 
plete information. 
SIS 553 WRITE FOR BOOKLET 15 

SHOWING POOLE’S COMPLETE LINE 
OR OVER HALF A CENTYp, 


A 
RADITION IN SILVER - - 


POOLE SILVER COMPANY, unc. . 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section B—Cutting Script Letters. Parts 2, 3, 4 and 5. 





Section B—Script 


ci 


. Drawing (on paper) script alphabet and 
numerals; study of proportion of let- 
ters to each other. 

. Cutting script alphabet—capital letters. 

. Cutting script alphabet—lower case. 

. Cutting script numerals. 

. Cutting script names, dates, inscriptions. 

. Cutting script two-letter monograms. 

. Cutting script three-letter monograms. 

. Cutting drop-script two-letter mono- 
grams. 

. Cutting drop-script three-letter mono- 
grams. 

. Cutting 
grams. 


i) © Onn Vit W ho 


diagonal drop-script mono- 


(*Subjects completed in previous installments 
of series.) 





2: CUTTING SCRIPT CAPITALS 


In designing the copper plate, pre- 
paratory to cutting, it is well to estab- 
lish a maximum letter size. Cutting a 
letter in excess of %% inches in height 
demands a shade line of extreme width 
and should not be attempted. A good 
standard size to use is a 5/16-inch let- 
ter height. In cutting the simplified 
alphabet, the capitals are taken first in 
groups that have similar construction. 
See Figure 32 for direction of cutting. 
First, take the letters, “ C-F-L-S- 
T”; next, “D-I-J-P-Y”; then 
“M-N-V-W”; “B-H-K _- R”; 
“A-X-E-G”; “O0-Q-U-Z.” On 
completing the capital letter, the next 
step is to cut a plate of Leonard script 
capital letters. Remember, there is no 
variation in original construction of the 
two alphabets. Leonard script appears 
more elaborate simply because _hair- 
lines are added. 


3: CUTTING SCRIPT LOWER CASE 


In cutting the lower case letters there 
are certain similar groups. They are as 
follows: a-c-e-0,m-n-v-w,b- 
d-f-h-k-l-t,g-j-p-q-y- z. 
r-s-u-x-i. The“a-n-m-v-w-d- 
h-k-t-g-j-p-q-y-u and i” con- 


tain raw shade cuts that should be 
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squared off with a “pick.” The “pick” 
is made exactly the same in each letter, 
so to simplify the explanation only the 
letter “i’’ will be discussed. To make a 
lower “jo a straight cut is made down- 


ward. It will be seen that the beginning 
of the cut looks raw and unfinished. It 
is necessary to “square off” the cut with 
a “pick.” Starting at the top right, cut 
downward, diagonally into the shade 
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Figure 32. Script capitals, showing direction of cutting. 
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YY You Seek the Finest NANCHESTER Aas 9/ 


Visit our line 

at the A.N.R.J.A. Convention 
August 14, 15, 16, 17 

Room Number 807 
Waldorf-Astoria Hotel 





MANCHESTER STERLING 


HE complete MANCHESTER line of twenty-three sterling 
flatware patterns are a must for the progressive Jeweler 
who caters to discriminating clientele. The MANCHESTER line 
carries the Good Housekeeping Seal of guarantee and will win 


your approval at a glance. 


RAFTSMANSHIP, weight and price are the buy words of 
C successful hollowware sales. See our vast line of hollowware. 
See it—you will sell it. Shown at the left is one of our popular 
"MANCHESTER" Paul Revere Bowls. Above is an example of 
our hand chased Bowls, an original MANCHESTER Masterpiece. 





“TF IT’S MANCHESTER IT’S STERLING” 


MANCHESTER SILVER CO., Sihersmiths, PROVIDENCE, R. I. 


FOR AUGUST, 1950 2? 








5: CUTTING SCRIPT NAMES, DATEs 


In cutting names much has to jy 
learned about spacing. It must also be 
learned at this point that good Cutting 
cannot save a poor design. To become 
familiar with script spacing, it is beg 
to take pencil and paper and begin by 
designing single names accurately, 
using script slant lines. Design the 
capital letter first and then design the 
lower case letters 1/3 to Y the size of 
the capitals. Close spacing betweep 
letters is more desirable in script. Wide 
spacing between letters is difficult to 
keep regular. The letter immediately 
following the capital should be placed 
close by without cramping. The letter 
should not connect with the capital by 
should start from a hair-line ag jp 
“Thomas,” shown in Figure 34-A. The 
remaining letters in the name should 
be spaced closely and regularly. Ajj 
shade lines must be parallel. This js 
the secret of cutting good, regular 
script. Certain letters like the “R” and 
““H”’ seem to push the lower case letters 
away because of their construction, 
Here, again, close spacing is urged to 
prevent a gap between the capital and 
the following lower case letter case let. 
ter. Spacing in script is not mechanical 
but optical, meaning that to space cor- 

(Please turn to page 297) 


















































Figure 33. Simplified lower case 
script letters and numerals showing 
direction of cutting. 
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cut. Lift out as soon as the center of 
the shade cut is reached. This “pick” 
should form a little triangle with sides 
nearly equal. See Figure 33 immediate- 
ly following the letter “z.” 

On completing the simplified lower 
case letters, lay out and cut a plate of 
Leonard script lower case letters. Fig- 
ure 34-A. Observe such minor varia- 
tions as they occur at the tip of the 
“bh - v and w.” Note also the slight 
change in construction of the “p™ 
and . 















































4: CUTTING SCRIPT NUMERALS 


The simplified numbers may be taken 
in order noting the unusual construc- 
tion on the bottom of the “2,” the bar 
on the “4,” the top of the “7.” See 
Figure 33 for direction of cutting. The 
stem of the “1” and “4” is started at the 


bottom, cutting upward. The bottom of ——— — 

the “2” is made in two cuts to get a ‘ 

gradual curve. The top of the “7” is —s Y Z, Z, T/ VF 

done like the bottom of the “2” with : 


























the addition of a tiny pick cutting up- 
ward. After completing the simplified 

numbers, lay out and cut the Leonard hy fiil SA GPHLF—- 
script numbers. The variations found ae 


here offer a more pleasing and artistic 
style with no extra cutting difficulty. Figure 34A. Leonard Script lower case letters, numerals and names. 
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We cant “Stop the Music”’ 


. - - but these IRAL stoppers 
will bring in more customers. 


Display, advertise, talk-up these beavu- 
tiful sets ... you'll stop ’em, you'll get 
that extra big-profit. Every set a proven 
business producer. Write for broadside 
of this amazing promotion. Complete 
your stocks. Get all set-—NOW! 


See the Iral Display of Nation’s leading 
lines ANRJA Exhibition Room 4-U, 
Waldorf-Astoria. August 14, 15, 16, 17th. 


GIVEN-famous CORDAY SET 
PERFUME and 
EAU de TOILETTE 


Given with every set 
of 7 pieces or more. 
It gets the extra business! 














Actual retail 
value $7.50 


Stop in at Iral Head- 


eading tines aneaa ,) MetA LEVITZ, Ine. 


Exhibition, Waldorf- . 
Astoria - August 14, | : 33 Court St. Buffalo 2, N. Y. 


15, 16, 17. Room 4-U. 
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Electronic Timing Machines 


and Your Customers’ Watches 





a most customers like to have a 
watch that keeps good time, there are some who like it 
to gain a little; but all of them are much more insistent 
that the watch should keep going than that it should keep 
perfect time. Therefore one of the most important uses 
of a watch rate recorder is in showing up the defects 
which may cause the watch to stop. 

Electronic watch rate recorders serve very much like 
a microscope. They magnify the audible escapement 
action enormously and show up peculiarities that, with- 
out them, would never be suspected. 

You have to deal with many grades of watches and 
will vary your estimation of what constitutes perfection 
according to the class of watch, and sometimes accord- 
ing to the type of customer you are dealing with. 

We may find one customer with a high-grade adjusted 
watch, that with proper care would keep within a minute 
a month, but he frequently forgets to wind it, and when 
it stops, he carelessly sets it by the next clock he sees, 
regardless of whether it is right or wrong. If he drops 
it and breaks a balance pivot, he will be satisfied if it is 
repaired so that the watch will tick, and would not appre- 
ciate, and be very unwilling to pay for, the time and skill 
required to readjust it closely to time. 

On the other hand, there is the customer with the 
7-jewel watch that belonged to his father but from which 
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Wallace Curtiss, L. O. Curtiss Jewel. 
ers, Newcomerstown, Ohio, checks 
watch on his Paulson Time-O-Graph, 
"Since | purchased this machine las} 
year, says Mr. Curtiss, “my repair 
business has improved about 35 per 
cent. This in turn, has not only 
brought more traffic into my store, 
it has cut repair comebacks in half" 


by A. L. RAWLINGS 
Author of “The Science of Clocks and Watches” 


he expects a performance like that of a marine chronom- 
eter. He rates it regularly by the radio time signal, and 
if he brings it in to be cleaned, expects to have it back 
with exactly the same rate as before. 

A watch-rate recorder will be helpful in either of these 
cases and will continue as we learn what indications 
demand serious attention. 


WATCH OUT OF BEAT 


Here, for example, is a very common type of record 
(Fig. 1) which shows that the watch is gaining about 
15 seconds a day. The fact that there are two widely 
spaced parallel rows of dots shows also that the escape- 
ment is out of beat and many repairers will spend a lot 
of time endeavoring to eliminate this condition. It will 
be worthwhile to consider just what this separation be- 
tween the two lines of the record means. 

The markings on the recording tape are made by 4 
steel helix under the paper chart and this constitutes the 
signal which moves across the paper at the rate of 90 
inches per second and represents the watch tick. If one 
tick follows another after exactly a fifth of a second, the 
two marks will come one above the other on the paper. 
If the second tick falls one hundredth of a second after 
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TO ADVERTISERS— ! ~ 


Advertising Gift Sections appear in the | 
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October, November, and December issues 


a 
without charge to 12,500 of the nation’s — 


largest “corporate givers.” For details, — 


write to: FORTUNE 


9 Rockefeller Plaza, New York 20, N. Y. 
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ASTD 
i J 
An Cpe. When you see a smokestack, think of a large 
“po otential Christmas order for your store—for the business 
ee firms of your community place the BIGGEST ORDERS! 
_ 


A YZ Here’s a market that’s undersold—that offers 
ea 1 ae 
2 / = a sell-out for many a jewelry and novelty item. The average 
3g TIE _ bill for customer and employee gifts is over $3,800! 
EQOA | 6 7 
A— To help the jewelry trade cash in on this 
whale-sized opportunity, FORTUNE—an old hand 


at selling to Industry—has sparked a 


‘‘business gift merchandising program.”’ 


| (WP Oe Already hailed in the trade as ‘‘making 
a 
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merchandising history,’’ it will 
soon go into high gear in more 


than 5,000 iewelry stores. 
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Fig. |. Tape recording of a watch out of beat, showing a gain of 15 seconds g day. 


the due time, its mark will come nearly an inch (nine- 
tenths, to be exact) to the left of the first tick mark, and 
the odd and even ticks will trace two lines spaced apart 
by this amount. If the space between the lines is half an 
inch, it means that the odd and even time intervals differ 
by something like 5 milliseconds—five thousandth of a 
second. 

What does this mean to the owner of the watch? 
Only a trained ear would be able to detect this differ- 
ence by merely listening to the watch tick. A more im- 
portant question is how far the going of the watch, that 
is to say its rate, is affected by its being out of beat to 
this extent. Contrary to the general belief, except in a 
very fine watch being adjusted for observatory rating, 
an unequal beat of this amount is of negligible impor- 
tance. All watches have an escapement error which 
theoretically is changed when the escapement is out of 
beat, but while this error may be greater while the pallets 
are moving from right to left, it will be smaller during 
the swing from left to right so the net effect is practically 
equal to zero. In other words the watch neither gains 
nor loses on the whole if it is out of beat. 

There is, however, one disadvantage from a serious 
out-of-beat condition that ought to be mentioned. If a 
good watch has run down, and is carefully rewound 
without shaking, it will generally start by itself, but in 
some cases the escape wheel tooth sets, either on the 
locking face or on the impulse face of the pallets and a 
gentle shake or jar is necessary to start the watch. If 
the watch is not in beat, it will be easier to start from 
one pallet but harder on the other, and if it is badly out 
of beat it may fail to start without a good shake. Most 
watch owners listen to a watch when they rewind it from 
the run-down condition and give it a shake if necessary, 
but a few will neglect this precaution and take the watch 
for repair. For this reason it is wise to adjust the beat so 
that the two lines of the record are not more than 14 inch 
apart; to try and get the lines to close up exactly, is in 
most cases just a waste of time and effort. If it is a low- 
grade watch you are the best judge on this, knowing your 
customer. 


ADJUSTING THE AVERAGE RATE 


Let us suppose that you have sold a new watch. You 
explain to the customer that the rate of a watch depends 
to some extent on the wearer, and that if he will co- 
operate you will regulate it to suit him. Set the watch 
yourself to your shop standard and ask him to rewind 
it regularly every day, not to reset the hands, and to 
bring it back to you in a week. Ask him if he wears the 
watch in bed at night, and if he does not, tell him he will 
get the best results if he leaves it always in the same 
position at night. 
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At the end of the week he comes back and you find the 
watch has gained, say 444 minutes. That is 270 seconds 
in 7 days or about 3714 seconds a day. 

Now put the watch on the watch rate recorder in any 
convenient position, say dial up, and record the rate in 
that position. Next move the regulator until the watch 
goes 37144 seconds a day slower in that position; for 
instance, if the rate were 60 seconds fast, regulate to 
2214, seconds fast in the same position. Nine times out 
of ten your customer will call in later to tell you that the 
watch is the best timekeeper he ever had. 

This satisfactory result comes from applying a few 
simple principles. The first is that though a wristwatch 
may have very different rates in different positions, yet 
the average rate for all the various positions that it takes 
in a day, when worn by one individual, will be very much 
the same day after day. The second principle is that if 
you change the rate in any one position by a given 
amount by the use of the regulator, you will change the 
rates in all the other positions, and also the average rate, 
by the same amount. 

Suppose for example that the average rate of the 
watch when worn was 30 seconds a day fast; when you 
put it on the recorder dial-up, it shows 30 seconds a day 
slow. Then you must regulate it to go 30 seconds slower 
still or 60 seconds slow dial up. After that you will find 
that the average rate in wear will be 30 seconds slower 
than it was before, and this is just what you want be- 
cause the average rate was previously 30 seconds fast. 
Of course, if the watch were left dial up for 24 hours it 
would lose a full minute, but this is very unlikely to 
happen, and during a good part of the day the watch 
will get into other positions in which it goes fast and 
makes up for what it loses when dial up. 

If you have to fit a new balance staff to a watch of fine 
construction which was adjusted by the maker to keep 
close time in several positions you will want to restore 
it to the same condition. It is practically impossible to 
change the staff without upsetting the poise and this in 
turn will affect the position rates. In such a case, the 
watch rate recorder will save you several days’ time in 
re-adjusting. 

The interpretation of the record signals so as to know 
whether they are caused by such defects as loose pallet 
stones or a bent escape tooth is simple to learn, espe 
cially when the indications can be helped out by examina- 
tion with the loupe or by feeling shakes or tightness 
with the tweezers. The recorder may tell you that there 
is either a loose pallet stone or a loose impulse jewel and 
thus may save hours of hunting all over the watch in an 
attempt to locate the trouble. For clear, simple instruc 
tions you cannot do better than to consult “The Science 


of Watch Repairing Simplified” by A. Gideon Thisell. 
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IT'S THE ONLY OFFICE TYPEWRITER IN PERSONAL SIZE! 


- 


DEALER SALES DIVISION 
Remington Brand 


315 Fourth Avenue, New York 10, N. Y. 


FOR AUGUST, 1950 


Gentlemen: 
Please send information on the FREE SELLING AIDS that will get more 
portable typewriter profits for me, 


Name 
Firm 


— a 


1457A Copyright 1950 by Remington Rand Inc, 
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HADDON Action 


ORIGINALS 






CHIPPENDALE 
GRANDFATHER 


With actual swinging pendulum. 


From a hand carving of the Chippendale 
Period, this little mantle clock is finished in 
Mahogany, Walnut, or Antique Ivory. It is 
complete with metal etched dial and polished 
brass finial; delicate gold tipping highlight 
its most important details. 

$14.95 


Consumers price 
Keystone list $17.94 














THE MOTHER 
Motion Clock 


Delicate in design, the Mother is in con- 
tinuous rocking motion. The flickering fire- 
place and indirect lighting give this three 
dimensional scene a truly realistic appear- 
ance. The scene is beautifully painted and 
the case is finished in Walnut or Antique 
Ivory and highlighted with delicate gold 


tipping. 
Consumers price $15.95 
$19.14 


Keystone list 












THE ) 
TEETER TOTTER 
Action Clock 


With three dimension alpine back- 
ground hand decorated in natural 
colors, the little Swiss boy and girl 
see-saw in continuous motion. Fin- 
. * ished in Walnut or Antique Ivory 
4, ial with contrasting red roof. Indirect 
ae Sea oe Ne lighting—serves as a night light. 
oe iat Switch in back controls light. 

ie Consumers price $15.95 


Keystone list $19.14 








The 
RANCH’O 


Here’s Western a’plenty 
with its cowboy and buck- 
ing horse (in continuous 
motion). Three dimensional Western fence and mountain scene 
background are painted in nature’s own true colors. Kids and 
grownups will love it. Walnut, Desert Sand, or Redwood finish. 
(Indirect lighting, controlled by switch in back.) 
Consumers price $15.95 
Keystone list $19.14 
All HADDON clocks powered with ‘America’s Finest,’’ the 
HANSEN SYNCHRON (sealed in oil) self starting motor and 
movement. Fully guaranteed. 


See your jobber or write 
by A D D oO PRODUCTS, INC. 
Main office & factory 


2066 SO. CANALPORT AVE. CHICAGO 8, ILL. 


MEMBER JEWELRY INDUSTRY COUNCIL 
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Thinking of Remodeling? 





First of a series of short articles 
by Murray M. Pearlstein, store de. 
sign consultant for the JEWELERS: 
CIRCULAR-KEYSTONE, Mr. Pearl. 
stein will give here each month 
helpful hints and suggestions of 
the things which should be cop. 
sidered before starting plans for 
store remodeling. 





Thinking of remodeling your store? Why? Yoy 
may have any number of reasons, but basically a jeweler 
remodels because of one or more of the following reasons: 


1. Depletion of existing equipment and front. 
2. Pressure of competition. 
3. An effort to maintain and/or increase volume. 


However, new store fronts and interiors, although of 
major import, are not the complete answer to the per. 
petual problem of being a successful retailer. They can 
help a great deal, if properly planned and arranged to 
meet the individual and local needs. That is a store 
planned and designed as a free flowing, functional re. 
tail jewelry unit, wherein customer comfort, good visual 
display and efficient merchandising arrangement, form 
a cohesive whole for the purpose of the sale of jewelry 
and its associated lines. 


Having the correct plan, design and equipment arrange- 
ment for your store is not the cure-all for diminishing 
volume. It is just one phase of the proper operation of 
a retail unit. The other phases comprise, having a know! 
edge of modern merchandising methods, sales promotion, 
operational function and a willingness on your part to 
utilize all of these energetically in order to achieve your 


goal, 


We have again entered an era in our business life 
where competition is the stimulus for business. It is 
time for the retailer to forget the heyday of war years 
and its seller’s market. It is time for Mr. Retail Jeweler 
to rededicate himself to the basic rules of successful re- 
tailing and business operation; time to examine his store 
and himself, find the leaks and seal them. 


One of my clients, a top flight operator of a chain of 
126 retail stores, summed up what he called the right 
type of store, is one that “Rings The Cash Register.” 
Fundamentally this is the keynote of a successful retail 
store in any field. To accomplish this end, you Mr. 
Retail Jeweler, must take into consideration all the phases 
involved. 

The type and kind of jewelry store you have after 
remodeling or opening, must and should be, of necessity, 
a positive major factor in your daily effort to achieve the 
volume you seek. It is then obvious, that too much 
thought cannot be given to the planning, designing and 
construction of your remodeling. 

In future articles, I will endeavor to discuss the vari- 
ous parts that compose a full program of remodeling. 
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15 Million Booklets 


(From page 168) 


Here are some important points to consider before mak- 


ing your final decision. 


BUDGETING THE BOOKLET 

Based on your sales for the Christmas season during 
the last three years, determine the projected amount of 
volume for Christmas, 1950. About 5 per cent of this 
amount should be allocated to all your advertising. De- 
pending on whether you do an extensive newspaper adver- 
tising program, determine what propertion is to be spent 
on direct mail. Try to select mailing pieces which have a 
low unit price so that you can send out a larger quantity. 
Remember this . . . the larger the distribution, the greater 
the returns and the lower the cost per unit. If you do 
not purchase either a manufacturer's or a syndicated 
booklet and plan to produce your own, then the price 
per copy is greatly reduced proportionately as the quan- 


tity increases. 


APPEARANCE OF BOOKLET 

The first impression your booklet makes on your cus- 
tomers is the most important one. Be sure you select a 
mailing piece that has the kind of cover which reflects 
the character of your store. If you have top quality 
merchandise and cater to the better type of customer, 
then you must be sure to select a dignified, beautiful cover. 
If you do a promotional job, the cover should be dra- 
matic. If the emphasis is on merchandise with strictly 
a price appeal, a bold, flashy design will be more apt 
to do the trick. The inside pages should follow the theme 
of the cover. 

The merchandise should be arranged in such a way 
that the customer may easily review the items in which 
she is interested. The purpose of most Christmas book- 
lets is to bring the customer into your store; therefore, 
the items shown should be of general interest. However, 
a broadside designed for mail order business should 
include an order blank and the items must be carefully 
illustrated and concisely described. This type of mailing 
is most effective for a limited number of items. 

Mailings without envelopes, of course, save consider- 
able money, though there are jewelers who prefer the 
envelope on any mailing. However, if the design for the 
address area of the self-mailer is properly executed, it 
will enhance the booklet or mailing and, therefore, may 
be used for the finest booklets. 


MAILING AND POSTAGE 


_ After you have made your Christmas gift booklet selec- 
tion, you must deside on which type of postage arrange- 
ment will be most economical for you. Although the 
mailing may be sent via third class mail, there are several 
ways in which the postage may be paid. If you instruct 
the printer to include the proper postal indicia when 
your name is imprinted on the mailing area of the book- 
let or on the envelope, most lightweight mailings will 
cost 1¢. If this postal indicia does not appear on the 
address side of the mailing, the same weight will cost 2¢ 
for the third class classification. F ollowing are some 
regulations as now required by the Post Office. However, 
it is best to check with your local postal authorities in 
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WILLIAM ADANS, wc. 


ENGLISH SILVER 


MASTER SILVER CRAFTSMEN 
SINCE 1854 


A PARADE NEEDS 
A LEADER 











4 PIECES IN CASE 


$7950 


RETAIL KEYSTONE 


Made in Sheffield, England 
THE FINEST 


* * * 


Guaranteed for a Lifetime 
of Pleasure 





VISIT OUR BOOTH No. 306 AT 
THE WALDORF-ASTORIA 


Wltam Adams, Ine 


ENGLISH SILVERWARE 


536 MADISON AVENUE 
NEW YORK 22, N. Y. 
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the event of new postal rules which may go into effect. 

PRE-CANCELED STAMPS: This type of third class 
mail permits 1 and 1/7 ounces of weight for 1¢ (7 pieces 
equal to no more than 8 ounces) provided the line “Sec. 
34.66 P. L. & R.” and a pre-canceled stamp appear in the 
upper right hand corner of the mailing box. These pre- 
canceled stamps can be purchased in quantity at your 
local Post Office. An annual $10.00 fee is required to 
use pre-canceled stamps for “bulk mail.” 

PERMIT BOX INDICIA: You may mail via third 
class under a special permit number which you can 
obtain from your Post Office for $10.00. This number 
remains in force for one year and is printed in a special 
box on all mailings. Under this arrangement of “bulk 
mail,” you pay by weight (14¢ per pound, or 10¢ per 
pound for catalogs of more than 24 pages) with a mini- 
mum of 1¢ per unit. 

Mailings with pre-canceled stamps or with permit 
boxes must be assorted in accordance with your local 
postal regulations and each mailing must consist of not 
less than 20 pounds or 200 pieces. However, this arrange- 
ment proves economical for vou since it makes the post- 
age considerably less in view of the fact that regular 
third class mail with no postal indicia costs 2¢ for the 
first 2 ounces and 1¢ for each additional ounce or frac- 
tion thereof. 

Another vital consideration is, should the weight be 
slightly over 1 and 1/7 ounces and you mail by bulk 
weight, then your postage is only slightly higher in ac- 
cordance with the weight. If you use pre-canceled stamps 
the slight additional weight will cost another 14¢. But if 





you use a stamp without any postal indicia, a negligible 
weight over 2 ounces will cost another 1¢. Therefore, jt’s 
important that you review your mailing costs on the basis 
of the actual weight of the mailing piece since the proper 
application of postal regulations will save you much time 
and money. 

Addressing your direct mail properly is important, too, 
If you address by hand, make certain the writing is clear 
and carefully spaced. Spel the customer’s name correctly 
and see that the address is right. If both husband and wife 
are customers, it may be a good idea to send one booklet 
to the wife at home and still another to the husband at his 
place of business. Be sure to get the names of all the new 
brides and eliminate their maiden names from your lists, 
Careful attention to your list will reap dividends as it wil] 
avoid not only the waste of forwarding mail to the wrong 
address but will not offend your customers by using mis. 
spelled names, etc. 

One jeweler complained recently that we had used “Re. 
turn Postage Guaranteed” on his mailing and he had to 
pay return postage on 200 out of the 2,000 booklets he had 
mailed. Rather than keep his list up-to-date by taking ad. 
vantage of the corrections which should be made, he ap. 
parently preferred to lose 10 per cent of each of his 
mailings. 

Place one person in charge of your lists and make cer. 
tain that he keeps them current by watching the local 
papers for notices of marriages, deaths, et al. In addition, 
always correct your lists after each mailing when the re- 
turns come back. If lists are kept properly, you'll be sur. 
prised at how very few pieces will be returned to you. 
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FIFTH AVENUE SILVER... 
fine silver plate that SPEAKS FOR ITSELF 


1003 Water Pitcher. 
$20.00* 








S501 Swinging Tea 
Kettie. $60.00* 


1006 Paul Revere Sugar 
and Creamer. $8.00* 





coordinating the latest advances in the 
plated hollowware industry provide the 
know-how to produce Fifth Avenue 
Silver. This line combines the appeal 
of beautiful, functional design, in 
heavy silver plate on copper with a 
price scale that is surprising for such 
high quality. For plated hollowware 
of merit, which you can sell with 
the assurance of lasting customer 
satisfaction — at a 
price which assures 
fast turnover, you 
should see the 
Fifth Avenue line. 


FIFTH AVENUE 
SILVER CO. 


27 FIFTH AVENUE 
TAUNTON, MASS. 





Don Johnson, Sales Manager 
101 Tremont St., Beston, Mass. 


Address all correspondence 
* Prices Keystone to Boston 
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A well designed mailing piece may set the theme for 
your entire Christmas promotional campaign. The deco- 
rations in your store may follow the theme and illustra- 
tions in the mailing piece. The captions may be hand 
ered on display cards and used in your windows. News- 
paper advertising may follow the same theme and illustra- 
tons may be used from the booklet or broadside. Run at 
least one ad suggesting that those who did not receive 
their Christmas gift booklet call or come into the store for 
their copy. Add their names to your mailing lists. 

Christmas gifting has become a meaningful tradition 
with Mr. and Mrs. America. Be sure your store is well rep- 
resented when the time comes for them to analyze their 
Yuletide jewelry needs. A small store with the right kind 
of booklet will derive far better results than a larger one 
which fails to present its merchandise properly. 


lett 


a a ‘ 


EDITOR’S NOTE: The 
author of the above article is 
one of the country’s foremost 
authorities on retailers’ cata- 
logs. She is one of the few 
women who has reached ex- 
ecutive prominence in_ the 
advertising field. 


GOLDALIE FRANK 





Welcome Wagon 


(From page 158) 


capable Welcome Wagon hostesses. They are local women, 
matrons with cars and social graces and a warm neigh- 
borly interest in their fellow human beings. 

A hostess averages about six calls a day, often spend- 
ing an hour on a call. First of all, she gets in. 

You bet she gets in! On her arm she carries a basket 
of gifts that makes Santa’s annual pack look like a little 
sack of Bull Durham! 

Who gives away all this stuff? Merchants and busi- 
nessmen. One jeweler gives a $15 sterling silver table 
lighter to every engaged girl on the hostess’ first call. 
Others give only a jar of jewelry cleaner. One gives a 
copy of a consumer magazine. The give-away varies with 
the type of call which the hostess is making. It is only 
a door-opener anyway, because Welcome Wagon is in 
no sense a give-away program. The initial item, what- 
ever its value, is handed out with information about your 
store and card of introduction. The big idea is to get 
the new friend into the store the first time. One way to 
do this is to give her a courtesy card to redeem at the 
store within 30 days. Roedel’s of Utica uses this plan. 

But let’s go on and see what else the jeweler gets from 
this service. He gets helpful information about the pros- 
pect. Hostesses are trained to fill out “mental question- 
naires’ —no pencil in sight; then drive around the corner 
and write it all down before they forget. Of course, you 
get the prospect’s name, address, approximate age-group, 
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. 
Metals of Guaranteed Purity 
GOLD -: SILVER ° PLATINUM -: PALLADIUM 
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| | W, solicit your Sweeps Ma 
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pase Platinum — Metals 
. Your Old Gold Shipments 
| | WILL RECEIVE 
Special Auten lion 
Kastenhuber & Lehrfeld, Inc. 
21 West 46th Street Tel. LUxemburg 2-2320 New York 19, N. Y. 
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how many in family, whether she intends to go to college 
(If prospect is a teen-ager), whether she has her diamond 
(if engaged) and whether any anniversaries or other 
gift-occasions are coming up. 

But the hostess will also ask three leading questions 
of your choosing which may well effect your long-range 
plans. By adroit questioning she can find out, for in- 
stance: What jeweler in our town has the best reputa- 
tion for diamonds and where do I stand? Should I add 
a new line of watches in a different price range? Is my 
business really growing or just increasing with the popu- 
lation? 

Another thing that Welcome Wagon does for its spon- 
sors is to give him a receptive audience, now and then, 
for a display of silver or a talk on diamonds or a little 
demonstration of how to wear jewelry. The hostess ar- 
ranges Sweet Sixteen parties or bridal gift exhibits for a 
group of prospects in one community. These gatherings 
may take place at her home or at the home of one of 
the group with whom she is well acquainted. 

Hostess calls go on 12 months a year and every hostess 
must have a deputy, also with a car and an ingratiating 
manner. So illness, absence from town or a vacation 
does not interrupt the service to the sponsor. And the 
hostess, of course, must dig up her own names. She is 
trained in possibly sixty ways, of getting leads. She her- 
self gets paid by the visit, so the more calls she makes 
for you the more money she makes for herself. 

Which brings us around to compensation: What does 
it cost to use this service? 


In this classification of trade, calls are said to cog : 
minimum of $ .75. lt may run considerably higher thay 
this because some jewelers want several different lines 
or departments “talked up’”—watch repairs, gifts, jewelry 
remounting, etc. But the hostess can estimate what your 
monthly bill will be. She knows about how many cali, 
of the type you specify she can make during the month 
Add to service charges, the cost of the initial article we 
courtesy card given in the home and more substantia} 
gift when prospect comes to the store. Even so, you are 
meeting new customers at comparatively low Cost, and 
you are meeting them regularly. 

Now for a wind-up, let’s run through a few actual 
cases where Welcome Wagon is at work. 

Harry R. McConnell of Barth’s Jewelery Store jp 
Geneva, New York, says he has been getting new cy. 
tomers through this service for ten years. “It’s one of 
the best advertising media I use,” he says, “especially 
the calls on engaged girls. I give these girls a sterling 
teaspoon in any pattern they choose when they come ip 
with their courtesy cards. Their names and patterns are 
then registered in our sterling file. I have increased my 
silver sales to quite an extent by this procedure.” 

Wright’s Jewelry at Silver Spring, Maryland, a suburb 
of Washington, does a fine job of co-operation and fol- 
low-through. They write to every prospect right after 
the hostess’ call and give information about the store. 
the hours, lines of brand-name merchandise carried, and 
extend an invitation to come in for a gift—a pretty little 
crystal and silver coaster. 
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SAVE MANY DOLLARS! TRADE-IN YOUR OLD, FADED WINDOW STEPS 
Only at Weissman & Fried can you get a 


BIG TRADE-IN ALLOWANCE! 












MAKE YOUR CASH REGISTER SING WITH A NEW SALES-COMPELLING 
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OK WEF... chowme... 


I’ve enclosed a paper floor pattern of my window. 


Trade-in Allowance for my old ones. 
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Send me your plans for new steps and tell me all about your 


*eseeeesveeeseer*v#ee#eeeerskee#e#eceoeere#eereeeteteeertk#eeetetee#eeeeee#e#e#eese#see##st @ 


ee Mig ee 





DOW PLATFORM 
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_—_— Strikingly new window platforms can be a 


a powerful customer-magnet for fall and Christ- 


mas business. Act at once - send us a paper 

pattern of your window and we will submit at 

no cost or obligation to you, our plans for a 

new, beautiful display platform, plus a BIG 

trade-in allowance for your old steps. Your 
§ choice of newest colors and finest velvets, 
4 crystelles or silks. 


WEISSMAN & FRIED 


Mfgrs. of Jewelry Displays, Trays & Boxes 
1514 MAIN ST., BUFFALO 9, N. Y. 
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Brodnax of Memphis is said to be a most enthusiastic 
alls on teen-age and engaged girls. The 
hostess presents a bride’s book to them. When she files 
her store-report on a young woman, A. R. Erskine, 
president of Brodnax, writes a personally-signed letter, 
repeating the invitation to come into the store and get 
her special gift. This is a box of handsome formal sta- 
tionery. Brodnax are usually able to show silver on the 
first visit and the store has a fine china and crystal 
department which stands to benefit, too. | : 

Then there’s the Indiana jeweler who explains: We 
are a small neighborhood store where friendliness is 
essential in conducting our business, and we find when 
our Welcome Wagon friends come into the store for the 
first time, they know so much about our merchandise and 
service that it leaves little for us to explain. The adver- 
tising money spent in this service does a more direct job 
than in some of the other mediums we use.” This mer- 
chant has an especially appropriate “basket gift’ for 
each type of prospect: a tiny ring for the new baby, date- 
book for the teen-ager, ash tray for the engaged girl, 
polishing cloth for the new resident of a new home. 

Welcome Wagon rolls up and down the Pacific Coast, 
too. J. H. Alberts of Ventura, California, says that the 
service “has enabled us to contact new residents in this 
community and renew friendships with old ones. It has 
been a splendid opportunity to reach prospective brides 
whose purchases as well as those of their family and 
friends are valuable.” 


High Ad Budget 


(From page 174) 


sponsor of ¢ 





Attractive display is the keynote of this new store. 
This begins on the outside, where the windows are 
relatively short, but are set high enough so that all dis- 
plays are at eye level. On the inside, display space has 
been apportioned in a ratio which conforms with ex- 
pected sales volume. 

Thus, the diamond counter is the first thing a cus- 
tomer sees on entering the front of the store. An interest- 
ting sales feature in this department is the store’s 
“diamond room.” This is a small room directly behind 
the diamond counter equipped with upholstered table 
and chairs. When a customer is ready to consider seri- 
ously a diamond purchase, he is invited to use this room. 
Here, all of the items which he is considering are placed 
before him and he is free to take his time in examining 
and asking questions about each. 

Other cases, further back in the store, hold watches 
and clocks, cigarette lighters and other accessories, silver 
tableware and flatware, rings with stones other than 
diamonds, cameras, etc. 

In displaying appliances, Litt says his is the first store 
he has seen which uses a showcase for this purpose. He 
prefers this method to shelves or counters because he 
feels that the showcase makes appliances a more impor- 
tant part of the store’s merchandise and also helps arouse 
customer interest. The Litt appliance case is in the 
center of the store near the rear door which leads into 
the lobby of the State-Madison Building. It has glass 
on all sides. At the front and back of this case are dis- 
played the floor model radio and television sets. 

Naess and Murphy were the architects, while Peter- 
son and Peterson did the interior decorating. 
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No. 6112 Centerpiece 
3 sparkling glass nap- ("aie 


pies, and candle holder, Be. = 
with chrome base... 
for a wealth of uses, 
dozens of decorating 
ideas. 


nationally advertised 


Krome-Kraft 


Chrome-and-Glass 
accessories to gracious living! 


Krome-Kraft has everything! Everything the enter- 
taining woman has in mind for serving with a 
sparkle. And now Farber Brothers add new designs 
to their ever-popular line . . . new designs in the 
same beautiful combination of non-tarnishing chrome 
and hand-made colored glass. It's a dutiful com- 
bination, too. Krome-Kraft's chrome holders (a 
patented feature), protect the glass, snap off and 
on for easy cleaning. 


Prepare for your coming gift rush with counters 
of quality Krome-Kraft. See the complete line, 
including clever new items, shown with descriptions 
and prices in free booklet. Send for yours today. 


No. 6121 Marmalade Jar 
Of glowing amber or amethyst glass. Lid, spoon, 
, holder of handsome chrome. Ht. 5”. 


No. 5456 Cream and Sugar 

gracefully shaped amber, green or amethyst 
glass inserts. Complete with smart tray. 
Height, 4”. 
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Krome-Kraft 


FARBER BROTHERS 


15 Crosby Street, New York City 
“distinguished for quality” 
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The only lighter with the 


flame you can point. 


Equipped with wicks that 


need no replacement. 


TILTED . . . jet 
flame for pipes 











UPRIGHT. . for 
cigarettes and cigars 















®@ Consistently advertised in national magazines with 
increased schedules planned for 1950! 


@ More and more pipe smokers insisting on the unique 
Beattie Jet Lighters have sent our sales to an all 
time high! 

@ Get your share of this business and stock up on all 
models — retailing from $5.00 to $22.50! 

Visit the Beattie Jet Lighter display, Booth 213, ANRJA 
show, Waldorf-Astoria Hotel, August 14, 15, 16, 17 


Ce tian ter ee | 


Beattie Jet Products Inc., Box JC 
17 E. 48th St., New York 17, N. Y. | 


Rush complete price lists and dealer discounts for Beattie Jet 
Lighters to: 


ivame 








Address 





| 
| 
! 
| Firm Name | 
—— | 
| | 
| | 
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The Diamond Industry 
(From page 164) 


CANADIAN IMPORTS 


In 1949 Canada imported 46,697 carats of cut diamonds worth 
$6,061,907 or an average price per carat of $129.81, compared 
to 37,958 carats, $5,275,321 and $138.98 in 1948. In 1947 the 
corresponding figures were 22,525 carats, $2,985,598 and $132.55. 
In value 1949 imports were 114.9 per cent of those in 1948 and 
203.4 per cent of those in 1947, a marked increase. 

Canada in 1949 imported industrial diamonds amounting to 
808,070 carats for which she paid $3,757,886 or $4.65 per carat. 
In 1948 the corresponding figures were 534,313 carats, $2,485,304 
and $4.48. 

Details of 1949 Canadian diamond imports follow: 


Industrial 

Country Carats Value 
United Kingdom ............... 35,105 $139,808 
Southern Rhodesia ............. 28 303 
Union South Africa.............. 25,852 120,633 
Australia ..................005. 15,832 43.869 
ee Se ee 4,033 23,930 
SE  bibiucsyaeae deen vache aes 2,639 8,243 
EE, 6 ph ecveeeeeeveeenes 21,718 99,669 
United States ................... 702,863 3,321,43] 

Cut but Unset 

Country Carats Value 
United Kingdom ................ 7,126 $669,070 
Union South Africa.............. 1,262 239,762 
SE eae uancuyewkans Van 16,911 2,439,595 
on i nea kneekewns 2,947 022,015 
66.0 ota ke hace oh SRD 3,974 463,625 
PPC CCC CRT eee Cee Te 1,130 196,678 
re 13,747 1,531,162 


DIAMOND CUTTING 


CUTTING—UNITED STATES 


The number of employed cutters fluctuated throughout the 
year with the course of business. In the early part of the year 
cutting activities were at a high level, approximately 70 per cent 
of the war-time peak. Unsettled market outlook and various dis- 
turbing trade practices resulted in considerable later unemploy- 
ment. A readjustment of wages was negotiated during the summer 
by the Diamond Manufacturers and Importers Association. Under 
these new arrangements several shops reopened and _ operated 
on a reduced basis. The cost of cutting in the United States 
is substantially higher than in other diamond cutting centers, 
When the British pound was devalued, and with it Dutch, Bel- 
gian and other currencies, the disparity in wage rates was again 
widened, due to lower costs abroad in terms of dollars. 


CUTTING—BELGIUM 


During most of 1949 the Antwerp cutting industry was beset 
with many and serious difficulties. The industry which normally 
employs 17,000 workers began the year with serious unemploy- 
ment. Sixty-three per cent of the 11,000 unionized workers were 
without work; 800 were employed part time. In February and 
March almost complete stagnation hit the industry and manuv- 
facturers and workers agreed upon a shut down for a fortnight 
from March 28th. This was followed by an arrangement of work 
one week out of two to be continued through July. Unemploy- 
ment in April hit 80 per cent and the situation reached crisis 
proportions. 

On March 8th new currency regulations were promulgated by 
the Belgian government which permitted all diamonds purchased 
in Belgium to be paid for in Belgian francs, which could be 
purchased freely by all buyers at a free market rate. This had 
the immediate effect of giving all legitimate dealers an oppor 
tunity to get back in the market. With the advent of revalua- 
tions of currencies in September, confidence was still further 
restored in the value of diamonds, leading to a considerable 
renewal of activity during October. December was noteworthy 
for the very great activity both in rough and polished. 
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The year ended with great activity in both rough and cut. 
Rough prices were very firm but stocks were very low. 

Total exports of cut diamonds from Belgium for 1949 totaled 
944,165.87 carats valued at £7,950,812. The United States was 
de largest market, receiving 72 per cent of total exports. 
England took 10% per cent, Canada 81% per cent and Far Eastern 


. / 
countries 42 per cent. 


CUTTING—THE NETHERLANDS 


During 1949 the Amsterdam industry was, on the whole, fairly 
catisfactory, With about 1500 to 1600 workers employed. A reac- 
tion in the middle of the year resulted from American anticipa- 
tion of devaluation, but after devaluation demand increased, 
with some slight increase in employment, higher prices and 
rising imports to the United States, the Near East, Hong Kong 
and France. Before the war Amsterdam employed about 3000 
workers, but only 800 after liberation. 

Purchases in the Netherlands constituted about 10 per cent of 
London sales. With devaluation sterling prices rose between 15 
and 60 per cent, but various irregular practices began to dis- 


appear. 


CUTTING—ISRAEL 

Many problems still beset the Israeli diamond cutting industry. 
The number of diamond cutters varied between 800 and 1600 
during the year, compared to a war-time peak of 5000. From 
April to September no supplies of rough were available from 
the Syndicate and local polishers had to purchase from unofh- 
cial suppliers at prices 5 to 10 per cent above those of the 
Syndicate. In October supplies from the Syndicate were resumed 
but not in amounts and quality to satisfy the industry. Supplies 
consisted of 80 per cent melees and only 20 per cent chips. The 
Syndicate announced that only such establishments will be sup- 
plied as are, in the opinion of the local government, able to 
produce efficiently. The Syndicate also stipulated a ban on the 
exportation of rough from Israel. The Israeli cutting industry 
worked principally on melee, the price of which was raised 15 
per cent by the Syndicate. 


The devaluation of the pound caused considerable harm 
because the European countries devalued to a greater extent than 
Israel. Israel’s devaluation yielded only a 6.7 per cent margin 
in dollar sales prices. These factors, together with higher wages 
paid in Israel proved to be a considerable handicap to the cut- 
ting industry. Late in the year the diamond cutters went on 
strike for improved working conditions. 

Exports of diamonds from Israel during 1949 amounted to 
69,641 carats, valued at £2,334,200, of which 85 per cent was 
shipped to the United States. 


CUTTING—SOUTH AFRICA 


In 1949 sales by the Diamond Trading Company to South 
African cutters amounted to £3,899,416. At the end of the year 
there were 83 licensed cutters working 57 factories and employ- 
ing 476 journeymen, 199 apprentices, 106 other Europeans and 
109 non-Europeans, a total of 973 workers. 

There were no labor troubles in 1949 and there was not only 
a shortage of skilled workers, but also a lack of suitable material 
from which to draw apprentices, so that the expansion of the 
industry is limited. All factories worked steadily during the year 
and there was no unemployment. The workers, however, con- 
tinued to press their claims for higher wages. The general market 
conditions at the end of the year were good and it was almost 
impossible to buy good quality white goods. A substantial ex- 
pansion in the industry is anticipated. 


CUTTING—GERMANY 


Stringent Belgian regulations made it unlawful to export 
rough diamonds to Germany. Nevertheless, rough from Belgium 
found its way into Germany and it is reported that much rough 
is still being provided by way of Israel. After cutting and pol- 
ishing, the stones are thrown on the international market, though 
mainly invoiced as having been cut in Belgium or Israel. Towards 
the end of the year Belgian manufacturers and workers increased 
their diligence to prevent these illicit operations. 

It is estimated that there are about 1500 workers in Germany, 
about half of whom are employed. 





AMAZING ALL NEW WATCH BAND 
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1/20—10K—Gold Filled 


Expansion Band 


FULL WATCH BAND 
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Pat. Pend. 





STRONGEST WATCH BAND MADE 


Completely NEW principle of construction. Uniform expansion and long life 
due to simple and positive spring mechanism. No rivets used. 


Stainless steel spring prevents rusting and corrosion. 
New and richer basket weave design in both 1/20 10K gold filled or 


Stainless steel. 


EXTRA STRONG, cannot be overextended. Practically unbreakable. 
Fully Guaranteed. Packed in handsome molded plastic display box. 
To retail at . . . Gold, $9.95 . . . Stainless Steel, $5.95. 


CERC MFG. CO. 


WE SUGGEST You 
WRITE FOR SAMPLE 


FOR AUGUST, 1950 





“CERC” 


Standard size watch band 
has only 69 parts. Ap 
proximately 200 less parts 
than in conventional style 
full expansion band. 








5580 Northwest Highway 
Chicago 30, Illinois 
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YOU CAN STAKE YOUR REPUTATION ON 









Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
and illustrations the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 


Prices 


gladly furnished 








NORTHAMPTON CUTLERY COMPANY e 





NORTHAMPTON 2, MASS: * ESTABLISHED 1671 








NEUCHATEL WATCH GO., LID. 


SWISS WATCH FACTORY 


desires to get into touch with 
importers of watches and 
separate movements. Good 
quality and best prices. 


Please write directly to 


NEUCHATEL WATCH CO., LTD. 
NEUCHATEL —SWITZERLAND 

















236 





University District 


(From page 212) 


is turned over to the advertising agency. The agency ar. 
ranges for the models and sets a date for the fittings, 
usually the day before the showing. This is an all-day 
job. The coordinator from the agency must see that 
there is variety in garments, shoes and accessories, since 
the individual stores don’t know what the others are do. 
ing. She also goes with the models to the different stores 
to help select merchandise, and arranges for printing of 
programs and cards for the two commentators. 

Last year, the Fall Fashion Show was held the evening 
of September 28 in the Hotel Edmond Meany, located 
in the center of the District. There were two complete 
showings, from 7 to 9 p.m., and from 9 to 11 p.m. To 
accommodate everyone who wanted to attend, fashions 
were shown in both the lobby of the hotel and the ball. 
room, with a runway provided between the two rooms, 
After showing in one room, models walked to the other. 
A commentator at a microphone in each room, explained 
to the audience the styles and commented on the dif. 
ferent articles of apparel and accessories. There were 15 
models required in last year’s Show and over 40 en. 
sembles presented at each of the evening’s two showings. 

Advance publicity for the Show included a front page 
box in the University District Herald and announce- 
ments in the student University of Washington Daily. 
Announcements were posted in the District and on the 
campus, and it was ascertained that there would be no 
major student activity that night. 

At the Fashion Show, members of the audience were 
given mimeographed 8 page programs listing each 
“event” in the order in which it would appear. The 
type of apparel, price, and the store which presented it, 
were listed on the programs. The two participating 
jewelers, Benton’s Jewelers and Jensen & Neilsen, were 
identified on the programs. 

The Fashion Show took place on a Wednesday eve- 
ning. Since District stores are always open on Thursday 
evening, the following night was selected as the “official” 
opening of Welcome Week. This phase of the fall promo- 
tion was aimed specifically at students. Enrollment at 
the University exceeds 16,000, while faculty and staff 
members number over 2,000. The campus “population” 
therefore represents substantial buying power. Events 
of interest to the campus likewise attract families and 
friends, and other District residents. 

A feature of this Thursday “open house,” was the “Peg 
the Personality” contest in which most District stores 
participated. In the window of each participating store 
was mounted a poster, of quarter-sheet size. with a large 
question mark in University of Washington colors. Be- 
neath the question mark was a “legend” which gave clues 
to the identity of a prominent University alumnus. The 
“legend” named one thing for which that alumnus gained 
recognition while attending the University, and another 
achievement after graduation, for which he was noted. 
The poster in each store, of course, identified a different 
alumnus. 

Further clues to their identity were provided by a list 
of prominent alumni printed in the University of Wash- 
ington Daily. The list included all of the alumni identi- 
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fed on the posters, and an equal number who were not 
referred to in the posters. } 

Cash prizes were awarded to contestants on the basis 
of the number of alumni whuse identity they were able 
to “peg.” The first prize paid $50 to the winning con- 
testant, with three other prizes of $25, $15, and $10. 
Though the contest was not limited to students it was 
aimed specifically at them; consequently, virtually all 
contestants were students. 

In addition to this opening night promotion, a large 
banner was hung overhead, across E. 45th St., with the 
words “Welcome To The University of Washington” con- 
fronting students as they walked or drove into the District. 
Stores also tied in with welcoming window decorations. 
Another gesture of interest in student affairs, was a din- 
ner at Hotel Meany to which leaders of the student body 
were invited, as guests of the Commercial Club. This 
was done simply as a welcoming gesture to the campus 
and the District, with no suggestion of solicitation of 


student business. 


OTHER SUCCESSFUL PROMOTIONS 


Two other promotions used successfully in past sea- 
sons, have been the Song Title Contest, and the Cooking 
School. The first was conducted in a similar manner to 
the “Peg the Personality” contest. Each participating 
merchant decorated one of his windows in a manner to 
suggest a specific popular song. A model in a blue dress, 
for example, would indicate “Alice Blue Gown.” Song 
titles were listed in both the Herald and the University 
Daily, as this contest was directed to students and resi- 















- HUGO BOSCA/ COMPANY, INC. 
Main St., J pringfield, Ohio 
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or skins you love to touch 


Here's a choice selection of Calfskin, Sealskin, Steerhide, 
English Bridle, Rancho Mahogany and other fine leathers 
tanned to supple perfection . 
personal leather goods from one, 34-year-old source ... 

All made with hand worked details, with the old-world 

skill the Bosca family brought from Spain. Billfolds $1.00 up. 
Dressing Kits $2.00 up. Briefcases from $4.00 and 

Briefbags from $6.00. All guaranteed! Order now. Write for catalog! 


. . In a complete line of popular-price, 


dents alike. There were twice as many song titles listed 
as were represented in the windows. The grand prize 
here was a radio-phonograph bought by the Commercial 
Club, with merchandise certificates for other prize 
winners. 

The Cooking School was conducted in the usual man- 
ner, the exception being that it was sponsored by the 
District rather than by an individual merchant. The 
School ran for two days in the ballroom of the Hotel 
Meany, and succeeded in attracting a large number of 
housewives. 

The fall billboards further helped to draw traffic into 
the District during this season of the year. There were 
two, 25 per cent showings, the first during the month 
of August, the second in September. 

The September copy introduced for the first time the 
theme, “A Pleasant Place To Shop.” The purpose of 
this was to stress the friendly and courteous treatment 
which shoppers could expect in District stores. Of eight 
stores carrying substantially the same merchandise at 
competitive prices, it is pointed out, customers will pat- 
ronize the one which offers the most friendly treatment. 
This, in turn, builds up a buying habit on the part of 
the shopper to return to that store for subsequent pur- 
chases. The same buying habit can be cultivated toward 
an entire district, University District merchants believe. 
Friendliness and courtesy are also stressed in meetings 
of the Commercial Club, to bring home the importance of 
this point to individual merchants. The same point is 
stressed in bulletins prepared by the advertising agency 
and distributed to member merchants. 







Moyo. 







237 








: Traffic Stopping Display 


(From page 218) 


SILVER BUTTER DISH 


In keeping with the theme of the new pattern, a win- 
dow depicting the sea was planned. Patterson’s display 
artist, Guy Rhodes, was assigned the task of making up 
the display. 

Heavy Seaton paper was used for the background and 
Rhodes painted both the window itself and the paper in 
such a way as to give an underwater effect. Fish of 
different sizes and shapes were hung on fine wire to give 
the illusion of swimming through the water. The chest 
of silver was suspended by wire. 

The mermaid was pieced together from a little of 
everything. Her hair was made of heavy manila rope 
which was unbraided, starched and formed, and then 
varnished. The scales were made from three shades of 
green aluminum foil and each scale was cut and indi- 
vidually glued in place. The floor was then covered with 
white sand into which various types of seaweed were 
fitted with high-quality glass liner. It is sized stuck. Some were real, while others were made from 
to hold 14 pound of butter, and it may also heavy wire and covered with satin ribbon. The finishing 
be used as a cheese server. touches were seashells and starfish. 

Catalogue will be mailed upon request Although very effective in the daytime, the window 
Price: $3.00 each F.O.B. N. Y. showed up best at night when indirect and spot lighting 
augmented the magic of the illusion. 

One of the reasons that this window was such a suc- 
C O R O N ET S$ | LV r R C O 7 | N C cess, according to Patterson, was the fact that Garden 
1270 Broadway New York I, N. Y. City is far inland and the population is not used to the 

Factory: 324 Ten Eyck St., Brooklyn, N. Y. sea. “But even beyond this,” Patterson said, “it caused 


so much excitement that we haven't gotten over our 
surprise. 
/ JEWELERS \ _ 
| Sales Training for Sterling 
ELER® . (From page 214) 
\ E W Recording equipment was installed after the store clos- 


ing hours, with, of course, the complete cooperation and 
support of store management. Sales people in the stores 





Butter dish in heavy silver plate on copper 
fashioned with shell-and-gadroon border and 


(Minimum—6 pieces) 





























ACTIVE — INACTIVE AND OBSOLETE were also completely briefed on the project before the 
Pp y pro) 
doors were opened and recordings began. With this 
STERLING FLATWARE PATTERNS CAN advance notice, it might be assumed that the resulting 
dings of sales transactions would be colored in 
' recording ) : 

BE TURNED INTO CASH NOW! favor of the selling staff. An analysis of more than 600 
Many of your customers are interested in changing over-the-counter sales conversations leaves considerable 
their incomplete or obsolete patterns of flatware for margin for error in any such assumption. 
new patterns, providing they can receive a fair price Final tabulations of the wire recorded conversations 
for their old silver. We are prospective customers for . , h 
this silver and will be pleased to make a tentative present a revealing commentary on current selling tech- 
nd on receipt of a ange as to ——, _ niques, customer buying patterns, as well as significant 

ition, etc.; or, a definite offer on receipt of the . ; Pres “1: . 
ice, Gis lll colin wun 40 htain 6 een Meth correlations betw een cause and effect of prevailing retail 
price for the old silver. We are also interested in selling techniques. For example, in 51 per cent of the 
eng yd a pon’ —_ = sales recorded, no definite attempt was made by sales 
2 cap contigs g Ee a Ne a persons to close the sale. On the other hand, more than 

two-thirds of those conversations which reflected cour- 

Correspondence Solicited teous, positive selling efforts, resulted in successful sales. 

We are also interested in your traded-in It was readily apparent that a training program based 
or surplus jewelry and diamonds. upon such findings would be of most constructive assist- 


ance to men and women selling sterling silver. And 


| Julius Goodman & Son while the survey concerned only retail selling of sterling 


silverware, most of the findings apply with equal weight 
. 77 MADISON AVE. MEMPHIS |, TENN. Pé to retail salesmanship in all other departments of retail 
jewelry selling. 
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In the belief that the success of any educational en- 
deavor can only be measured in terms of its value to 
participants, the Guild made every effort to develop an 
‘nformative and practical program, presented in such 
a manner as to spark the imagination and lively partici- 
pation of retail sales people. 

King-pin of the program will be a series of three hotel 
conference sessions, open to retail sales people in each 
of about 40 of the major trading areas in the United 
States. Designed to arouse audience participation, these 
group meetings of retail sales people will feature ex- 
cerpts from point-of-sale recordings, charts and displays, 
sales demonstrations, and a thorough analysis and review 
of the findings of the wire recording survey. Motion 
picture sound films high-lighting basic aspects of good 
retail salesmanship and the buying habits of today’s 
sterling silverware customer, will also be shown at these 
group meetings. 

Filling in a background of information behind the 
principal aspects of salesmanship discussed in conference 
sessions, will be a series of nine informative booklets, 
mailed at two-week intervals to each retail sales person 
participating in the program. Centered largely around 
findings of the recorded sales interview survey, these 
booklets will provide sales people with a source of in- 
formation to round out their knowledge of sterling silver, 
its marketing and sale. 

Following an announcement to the trade at the ANRJA 
Convention this summer in New York City, the program 
will be launched in September throughout key cities in 
the east. south and mid-west. 
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Sentiment 


(From page 170) 


promotions, taking advantage of gift-giving occasions 
throughout twelve months of the year. Baby Week, Val- 
entine’s Day, Mother’s Day, Father's Day, Graduations 
and Anniversaries, all came in for selling activities, mer- 
chandised by means of attractive and forceful newspaper 
mats and eye-catching window displays furnished by 
the manufacturer. 

Like many a jeweler, Ronson had been losing sleep 
by nightly substituting dollar signs for sheep which 
stubbornly balked at jumping the fence of profit. And 
like many a jeweler, he was determined to find a way 
to get these dollars over to the profitable side of the 
ledger. 

Stone rings, Ronson pondered, used to be one of the 
most important departments in every jewelry store. A\l- 
most everyone has a favorite jewel he or she would like 
to own, and a birthstone is one of the most personal of 
all possessions. Friendship rings used to be popular, 
and most young couples exchanged them during a pre- 
engagement period as a happy token that they were 
going steady. If stone rings were no longer being sold 
in quantity it must be because they were not being pro- 
moted effectively. 

Why, he asked himself, should anyone want to buy 
a hunk of metal with a certain carat weight of stone 
stuck in it, just because it can be bought for minimum 
dollars! A person wants a piece of jewelry for the 
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beauty and happiness it will bring and sentiment under. 
lies the purchase of almost all jewelry. We jewelers, he 
concluded, have been placing too much importance op 
the dollar sign, while jewelry is primarily a thing of 
the emotions. The selling appeal should be directed 
to awaken an emotional response in the heart of the 
customer, and the best way is through romance. 

In each one of the Baird-North ads of this new ring 
promotion the appeal has been directed to a _ 
type of customer. For instance: BABY IS KING , 
and here is a wee precious gift to cherish for yeanss 
HONOR THE GRADUATE .. . with an alluring Bal- 
lerina ring, the dazzling birthstone makes it especially 
her own; ESPECIALLY FOR THE PIGTAIL SET... 
little sub-deb rings, “Gosh—mommy, a ring just like 
yours!”; A LASTING RING FOR THE MASTER 
MASON ... symbolic of the dignity and permanence of 
his fraternal affiliations; SAY YOU LOVE HER 365 
DAYS A YEAR ... for mother, a genuine cameo ring 
that speaks of love and praise for her alone; TWO 
FAVORITES .. . the Favorite Graduate and your 


Favorite Dad. a lifetime presentation. 


RESULTS WERE OUTSTANDING 


This campaign has had terrific results! The stone ring 
department is now one of the most important depart- 
ments at Baird-North. It is not only bringing in a 
handsome profit, but the increase in traffic has resulted 
in a sales jump in all other departments. 


The promotional window displays also have stirred 
up a tremendous amount of interest and an equivalent 
amount of direct selling. For instance, one woman 
telephoned that her son had seen the Baird-North ad 
in the rotogravure section of the Sunday newspaper and 
now wanted a ring for his Junior High graduation gift 
more than anything else. The boy was all ready on 
his way to the store and she asked if they would please 
put aside whatever ring he should choose. This young: 
ster didn’t even walk into the store! He made his choice 
from the window display which he recognized from the 
rotogravure ad, and a second phone call from his mother 
completed the sale. It was as easy as that! 


“We’re getting this kind of response all the time,” said 
Ronson, “and we’ve certainly discovered that boys enjoy 
wearing rings. They are among our best customers. 
Our sub-deb rings; for the pretty little pigtail set, have 
sold in such an amazing quantity this promises to be- 
come a department in itself, and like the baby group, 
this young crop of customers means a growing list of 
repeat business that should be good for many years 
ahead. Then, too,” he said happily, “we’re enjoying 4 
closer friendship with the men and women who come 
to buy our rings, and this certainly adds a lot of 
pleasure to our working day.” 


The success of the Baird-North ring promotion, Ron- 
son believes, is due to the constant romancing of the 
rings, the individual approach to each customer group, 
keeping ring sections completely departmentalized, and 
by not throwing a lot of merchandise together in gen- 
eral ads. He was particularly emphatic on this point 
in regard to baby rings. He has found that giving them 
exclusive attention will inevitably bring a satisfactory 
flutter of repeat sales in other baby gifts and children’s 
silver. 


“A ring, more than any other object has symbolized . 
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the greatest depth of human emotion since the dawn of 
time,” someone has said, and Ronson is proving that 
people desire rings as strongly as ever for their senti- 
mental and romantic value. 

“When we estimate this selling of romance in increased 
business at Baird-North we rock back on our heels in 
amazement,” exclaims Ronson. “T only wish that every 
jeweler, in every city, would begin to romance his rings. 
It would mean increased sales for everyone. After all, 
the sharing of ideas and cooperation is the crux of all 
national advertising. The more people who get behind 
an idea, the greater its success!” 





Employee Conferences 
(From page 172) 


conference members is the result and the goal is reached 
with no telling on the part of the conference leader. 

In the jewelry field, the problem is how to sell more 
customers, while the goal is to develop improved selling 
techniques that will see fewer sales lost. The conclusions 
naturally enough establish not only the why and what, 
but the how. The technique of having employees doing 
the talking, answering questions which are designed to 
stimulate their thinking and develop latent ideas, elimi- 
nates the negative and defensive attitude which is not 
uncommon in sales meetings where the “boss” does all 
the talking and results in voluntary and ready acceptance 
of the new ideas and sales methods brought out. 

“It’s simply a matter of pride of ownership,” Richard 
Talcott explains. “The new selling hints and helps that 
come up in our meetings were thought of by the sales 
people themselves, and thus they grab onto them. They 
are just as quick to recognize poor sales practices, once 
they are brought to light in the discussions, and as a re- 
sult they stop them right now, all on their own,” Talcott 
added. 

In addition, he pointed out that the conferences made 
the sales people feel they were members of a team that 
works out its own problems. Every man and woman 
participates and each has a feeling of “belonging.” 

The 12 sales conferences utilized 12 simple, informally 
written folders as thought stimulators. Each of them had 
a title which held the thought the meetings were to 
develop. A day or two prior to the breakfast confer- 
ence, members of the store’s sales staff received a folder 
in the mail, at home, to prepare him for the meeting. 
They were designed by Boaz to be read at a glance and to 
do not much more than clarify the conference topic. The 
titles of the 12 little folders and the topics they covered 
are as follows: 

I—Why Sales People Get Fired (bad habits in cus- 
tomer service); 2—Ten Major Keys (“whys” behind 
people buying); 3—Why Do People Buy From You? 
(analyzing merchandise in terms of customer interest, 
or advantage); 4—Get Out the Welcome Mat (first 10 
seconds and first 10 words of the approach) ; 5—Don’t 
Tell "Em *Til You Ask "Em ( finding the customer’s 
wants); 6—Are You Working for Your Competitor? 
(easy methods of giving better service) ; 7—Baby Your 
Merchandise ( presenting merchandise most favorably 
and as Customer wishes to see it) ; 8—Don’t Try to Dig a 
Ditch With a Teaspoon (converting customer objection 
into sales); 9—Prospecting for Gold (getting customer 
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agreement); 10—Don’t Strike Out (effective closing) ; 
11—Why Stop With One Sale? (related item selling). 
12—So She’s a Sourpuss (don't try to type customers), 

As for the actual mechanics of conducting the confer. 
ence, the leader uses a work sheet which tells him, 
briefly, what the meeting should accomplish, how he 
should go about reaching that goal and lists a half dozen 
or so questions which employees will answer and in doing 
so will solve the sales problem presented at that meeting. 

Take the tenth meeting, for example, which is designed 
to build effective closing methods under the title of 
“Don’t Strike Out.” The aim of the sales manager js 
this: To get the group to recognize that most customers 
need help in reaching a decision; to recognize the effec. 
tiveness of proper words and actions in the closing 
technique. As to how to get these points across, he must 
point out that all preceding sessions have been directed 
toward preparation for this important one, that unless 
the technique of closing is understood, the sale may be 
lost. He then develops group thinking on why customers 
need help in deciding, and on the best words, actions 
and timing to use in selling harder-to-sell items, by 
asking questions. The sales manager, in his summary, 
emphasizes the importance of recognizing objections 
and getting agreement before attempting to close. As to 
the actual question which the conference leader will ask 
to solve the problem and attain the goal of effective clos- 
ing procedure, these are typical: 

1—If a customer is sincerely interested in our product, 
how can we reduce the objection. “Ill think it over?” 
2—What are the advantages of offering the customer a 
choice of “something” and “something?” Why? 3—How 
can our actions indicate the sale is closed? 4—When is 
the right time to CLOSE the sale if the customer doesn’t 
buy? (Bring out the point that as soon as the customer 
agrees the product will answer his major wants, the tim- 
ing is right for the choice question). 5—Pick out a 
product for demonstration and ask: What should be 
some good “choice” words to use on this product? What 
actions would you use with this product to indicate the 
sale is buttoned up? When would you use the “choice” 
words, or take the closing actions? 

On such questions as No. 5, several members of the 
sales staff are given a chance to drill on those points, with 
actual merchandise. 

That, in short, is the way a typical new-style sales 
training conference of the Talcott staff was conducted. 
For the most part, the entire burden of solving sales 
procedure problems rested with the sales staff, men and 
women whose combined selling experience totaled 125 
year. Obviously enough, it was the putting of that know!- 
edge to work, by means of guided questions, that accom- 
plished the job of improving sales techniques. 





To increase attendance at one sale day, merchants ina 
western town printed a coupon in a local newspaper, 
stating its worth at $1. Anyone clipping this coupon 
could present it for a free dinner at a local armory on 
that day. This event worked very well, and didn’t cost 
so much because food was purchased in large quantities 
by the merchants. Free entertainment was also given 
during mealtime. The names of cooperating merchants 
were also posted in the dining hall, with large signs ad- 
vertising the sale. 
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F. LLOYD WASSELL 


I. INSTALLMENT buying a “menace” to our 
American way of life? Is it good business for the aver- 
age jeweler to seek installment sales? How shall install- 
ment accounting be conducted most economically? These 
questions arise every so often in this industry and in 
numerous others in this country whose business it is to 
extend new comforts and conveniences to the public 
through the design, production and delivery of improved 
facilities and equipment. 

The purchase of an article on the installment plan is 
just as much a part of living as payment of rent, or gas, 
or electric service. If a man has a job and can afford to 
lay out a set sum of money per week or per month, what 
difference is there in laying out five dollars a week for 
a woman to come in and do the washing, or paying five 
dollars a week for a washing machine which as the end 
of a year is paid for and creates a saving thereafter. 

There are naturally periods of poor business when 
poorly placed installment merchandise causes a headache 
for all types of merchants, but if they are careful with 
their credit, a period of time takes care of this situation. 
Over the period of the last thirty years, the method of 
keeping records and making collections of installments 
has progressed almost as fast as the total dollar volume 
has increased. 

And there are a great many theories, some proved, 
some unproved, as to the tactics that should be used in 
connection with installment records, accounting and col- 
lection. 

It has always been my theory, proved by practice, to 
work on the following precepts. First, have a thorough 
understanding with the customer regarding the contract 
he has made, dates of payment, and the effect upon his 
credit if those payments are not met. Second, make it 
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installment selling and accounting, brings 


jewelers up to date on the latest methods. 


by ROGERS CLARK 


as easy as possible for the client to make his payment. 
This has to do with where he shall pay, when he shall 
pay, and how much he shall pay. Third, have a very 
definite plan of follow-up, which in the eyes of employees 
should be more important than making new contracts. 
In other words, the follow-up procedure should be simple 
in form, low in cost, and religiously followed. Slightly 
higher original cost in setting up an installment account 
tends to reduce actual cost throughout the life of a con- 
tract. 

Through the past thirty years, from coast to coast, 
retailers, bankers, and finance company executives, have 
promulgated theories upon certain factors in connection 
with installment accounts, which by actual tests have 
proved untrue. Here are some of the statements, some of 
the theories: 

“It is impossible to change the amount of a contract, 
either upwards or downwards, in order to make the 
payments round dollar payments.” Some bankers say 
that “it is too complicated a procedure to get the cus- 
tomer to pay a little more or a little less on a contract 
in order to square into round dollar payments.” Finance 
companies will tell you that they “cannot get salesmen 
to make contracts in this form” On the other hand, one 
national group of loan banks have nothing but round 
dollar payments. A number of banks who finance for 
automobile dealers, have been able to up or down con 
tracts in order to bring it into round figure payments. 

For every thousand installment accounts you carry, 
you will handle twelve thousand payments during the 
year. If these payments are odd penny payments, such 
as $8.13 or $12.32 per month, the work due to errors 
in posting, transposition of figures, punching adding 
machine keys, making change, etc., will be 20 to 40 
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per cent greater than if you had even dollar $8.00 or 
$12.00 payments. Even dollar payments make every- 
thing easier for your customer and easier for you. 

Charts for predetermining round figure payments on 
either an interest or discount basis, are in use by several 
thousand banks and finance companies throughout the 
country, refuting the theory that it “can’t be done.” Pre- 
determined payments are not new. I believe I had the 
pleasure of working on the first predetermining of ac- 
counts back in 1922 with one of the large national auto- 
mobile finance companies which was among the first 
organizations to put in this type of account with “rubber- 
stamp’”’ postings. 

It is surprising, however, how many banks, finance 
and loan companies still hold to the necessity of making 
all types of machine bookkeeping entries on installment 
account records. The predetermined methods of setting 
up the entire installment account upon making the con- 
tract, eliminates fully sixty per cent of the manual labor 
thereafter. 

However, considerable progress has been made in this 
field, especially with the adaptation of the rotary type file 
or rotor-file. You will see how the account is set up and 
instead of posting to a machine the date paid is merely 
stamped into the date paid column. The account number 
and the amount of the payment are listed in a sheet and 
balanced with the total payments received. Mediums of 
posting are another feature of installment accounting 
which can be made simple or complex. 


EASIER PAYMENT METHODS 


Make it easier for the customer to pay. Many people 
with thousands of accounts believe in making it hard 
for the customer to pay, hoping through that plan to 
get the customer to make a personal visit and possibly 
buy additional merchandise. It is not claimed that a 
bank, finance company, or retail establishment should 
make it necessary to mail installments, but customers ap- 
preciate courtesy, and anything extended for him to do 
business, is considered a courtesy. Coupon books are a 
form of courtesy and the latest development along this 
line combines a coupon as a flap of a return self addressed 
envelope known as “Instalvelope.” Coupon books of any 
type make the best possible posting medium for install- 
ment accounts. 

From the time that an installment contract is signed up 
in retailing, banking or financing, the transaction be- 
comes one of paper work or clerical operations. The 
profit to be made after the rates are once set (and these 
are more or less set by the people in a community doing 
an installment account business), is determined by the 
methods used in accounting and collections. Over a 
period of years, this has been broken down into segments 
and these segments specialized to such an extent that a 
finance company can predetermine within a very small 
percentage the amount of profit they will make from the 
installment operation based upon the total dollar volume. 

Since this article is based more upon methods than any- 
thing else, let us take up the situation one step at a time. 
If I were to hazard a guess, I would say that 95 per cent 
of all installment records are handled on a numercial 
basis. The reason for this is that the location of numerical 
accounts for posting is approximately 25 to 40 per cent 
faster than locating an account on an alphabetical basis. 
However, the method of filing an installment account 
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should take into consideration the necessity for analyza. 
tion of accounts to set aside the unpaid accounts for c¢ol- 
lection foilow-up. 


ACCOUNTS FALL IN SET PATTERN 

The real secret for the control of installment accounts 
lies in the method of numbering accounts so that they 
will fall into specific lots by due dates. This is a very sim. 
ple procedure from the angle of initiation of the account 
number, and if it is not followed, it will add tremendously 
to the costs of collection follow-up analyzation. Some 
organizations split the month into segments of 5 days, 
of 6 payment days per month, such as the 5th, 10th, 15th 
20th, 25th, and 30th, or Ist, Sth, 10th, etc., to eliminate 
the February situation of 28 days. Where there is a 
great volume of accounts, the method generally, is to use 
all 30 days of the month. 

All accounts that are to be paid on the first day of the 
month are given the prefix of the number 1. All accounts 
that are to be paid on the second days of the month, are 
given the prefix number 2, etc., on up to the 30 days of 
the month. These payment dates by some organizations, 
especially where it is a household account, are made pay- 
able on a date satisfactory or in line with the pay dates 
of the individual. 

We will say, for example, that on the first day of the 
month, a dealer signs up 20 new accounts. The numbers 
given to these accounts would be 1-0001, 1-0002, etc., on 
up to the 20. On the second day of the month, we will say 
that they again sign up 20 accounts. The first account 
would be given the number 2-0001 on up to 2-0020. Qn 
the next following first day of the month, again 20 con- 
tracts are entered into. The first of these would follow 
directly after 1-0020 and become 1-0021, etc. On the 
second day of the following month, the first account 
would become 2-0021, etc. 

By using this method for installment accounts, the ac- 
counts fall into a set pattern for collection purposes. In 
other words, all of the accounts due on the first day of 
the month, automatically fall into block one, regardless 
of whether there are 100 accounts due on the first or 
5,000 accounts due on the first. The same pattern follows 
for the second, third, etc., on through the month. 


AUTOMATIC FOLLOW-UP 

This method of numbering accomplishes two purposes, 
one that it throws 60 to 70 per cent of the postings into 
one block of accounts making the location of the card 
very easy, and secondly, from the collection angle, if 
there are only 100 accounts due on the first of the month, 
the collection clerk has only to look at the block of 100 
accounts having the number 1. The second day of the 
month she looks at the block of 100 accounts with the 
prefix 2, etc. From the angle of the collection clerk, 
instead of going through 3,000 cards, she checks 100 
for each day of the month, to locate the accounts that 
were due on the first that were unpaid, as compared with 
going through 3,000 cards due on various dates. This 
creates a terrific saving in collection cost. 

This also enables the management to set up an auto- 
matic follow-up so that the collection work can be split 
on a daily percentage distribution of the work. For 
example, we will say that the dealer has set up a follow-up 
of every 5 days, first notice going out the day following 


the due date and then automatically every five days. On 
(Please turn to page 260) 
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Spotlight Your School Supplies 


The jeweler who handles cameras and typewriters is 
in the preferred position when “Back to School” items 
are being strongly played up by department and sta- 
tionery stores. These are items desired by all students, 
and when they or their parents come in for a typewriter, 
fountain pen, or camera they are exposed to the full 
lines of the jeweler—rings, watches, leather goods—all 
of which are very appropriate going-away-to-school gifts. 

A clever school window arranged by the Anderson 
Jewelry Co., Salt Lake City, Utah, had in the background 
a big blackboard on which was an algebraic equation. 
On the floor were two cardboard cutouts of boy and girl 
seated at a desk, each holding an actual pen. On pedestals 
were shown four well known brands of typewriters, and 
on the floor were fountain pens, pen and pencil sets, 
watches for both boys and girls, small leather goods and 
cameras. At one end was some smart luggage and a card 
said “Going away to college? We have smart luggage 
of which you will be proud.” A card at the base of the 
typewriters said “Going back to school? You'll need a 
typewriter. We have the best on easy terms.” This firm 
commences advertising their Christmas rings in August, 
a window near the entrance showing a wide selection of 
diamond, birthstone and fraternal rings. A card sug- 
gests, “Choose a ring now. have it laid away, pay weekly, 
and have a beautiful Christmas gift to offer.” The idea 
has proven very effective for at this time everyone is 
shopping for going-away-to-school gifts, and when they 
see this collection and card it starts many to think of 
buying such a ring. 

Bubars, Santa Monica, Calif., called attention to gifts 
both for the student and the September bride. A two-foot 
figure of bride was shown surrounded by gifts—rings, 





necklaces, and several silver candelebra. The greater 
stress, however, was laid on gifts for school-going 
youngsters. The display was backed with red velvet cur- 
tains, and the stepped up fixtures were covered with same. 
Popular price school watches—$20 and $25—were 
featured. A framed picture of a small boy starting to 
school suggested a dependable, sturdy, popular price 
watch for the youngster. A big strip card on the wall 
said “Back to School.” A card simulating a slate had 
chalked upon it “Back to School Watches—$20.” For 
the older boy, going away to school signet and birth- 
stone rings, cigarette cases and lighters, fountain pens, 
cameras and a varied line of leather goods was suggested. 
What benefits one benefits all,” said the manager of 
Siltons, one of the largest jewelry stores in Los Angeles. 
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“This was proven last fall when the Downtown Business 
Men’s Association sponsored a ‘Back to School’ cam- 
paign with exceedingly gratifying results. Billboards 
blazoned the slogan ‘Downtown Los Angeles Has Every- 
thing for School,’ on all the highways leading into the 
city. At the same time the association came out with a 
full-page ad with the same picture that appeared on the 
billboard (a boy and girl in school) bearing as the 
heading the slogan ‘Los Angeles Has Everything for 
School.’ Among the publicity stunts was a pet show in 
Pershing Square in the heart of the retail shopping dis- 
trict; a competition to choose a Miss Los Angeles Student 





(camera men snapped many high school girls shopping 
in Los Angeles stores), and a big Back to School Show 
presented in the Philharmonic Auditorium, with clowns 
and magicians to attract the youngsters and a school 
fashion revue to interest parents and the older students. 
The papers played up every event with pictures and news 
stories and the whole city became acutely school con- 
scious. We linked up with the campaign by devoting our 
entire series of windows to displays of interest to the 
students. The backgrounds were of pleated yellow silk, 
with sprays of autumn leaves for decoration. The stepped 
up floor was also covered with yellow silk. A large oval 
of red velvet on the wall was lettered ‘Siltons for Watches’ 
(or whatever line was being shown in that window). 
Leaning against the wall was a three foot pencil labelled 
‘Back to School Again.’ The lines featured were cameras, 
pens, stationery, costume jewelry, men’s jewelry, watches 
and clocks.” 





‘Jinx Day”? Promotion 


Friday the 13th is usually regarded as an unlucky day 
for most folks, but the McConahay Jewelry store in Salt 
Lake City has turned each Friday the 13th into a very 
lucky day. W.C. McConahay, owner of the store, holds 
a special “jinx” sale every Friday the 13th. The “jinx” 
sale is promoted extensively in the local papers and in 
special radio plugs and has turned out to be a Salt Lake 
institution. 

The store features unusual price cut bargains during 
“jinx” day—and the window is filled with various jewelry 
items with small placards. Some of the cards are written 
in an informal manner. One card reads: “We were un- 
lucky when we bought this, so you can have it below 
cost.” 

The “jinx” day sale is advertised for about a week 
ahead of the sale day. Small teaser ads are inserted in 
the local newspapers, ads featuring black cats, ladders, 
four leaf clovers, etc. Usually, the sale continues for 
two or three days after the 13th. 
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ith the Accent 
On Giftwares 


By stressing gift sales, this jeweler 








not only built up an excellent volume 


in gifts but in jewelry as well. 


r 

I HE pulling power of an excellent gift de- 
partment at Mackey’s Jewelry Store, Libertyville, IIl., 
population 3930, is such that it brings customers from 
15 to 20 miles distant to the store in addition to the local 
townspeople. 

Operated by Mrs, Matt E. Mackey, the store, for the 
past 20 years, has steadily built up the gift department to 
a point where there is a high volume of repeat business. 
The gift lines, too, help to sell jewelry and other related 
items.. 

Mrs. Mackey has always had her merchandising eyes 
fixed on the bride business. She has studied various 
angles of merchandising appealing to brides, grooms and 
their friends, and has evolved a gift plan which is work- 
ing out very well. 

For example, she invites brides to come to visit her 


(Please turn to page 259) 
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The jewelry section of the 
Mackey shop is in the front 
of the store along with the 
watchmaker, while the back 
is devoted to gift displays. 


by A. P. NELSON 





CaaS ate netlaatin oe Me OLLE 


A view of the gift section shows the traffic-drawing table 
setting that gives a home-like atmosphere to other displays. 





Placques and pictures are tastefully hung along the walls at 
Mackey's, a pleasant background for glass and china giftware. 
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BAVARIA ae 


PAUL A. STRAUB & CO., INC. 


IMPORTERS OF CHINA AND GLASSWARE 


Goreng Hutechenrenther ¢ Porgellanfabrik Cirsrhenreuth 


CABLE ADDRESS 5460 
PASCHINACO 19 East 26th Street New York 10, N. Y. MUrray Hill 3-5461 
NEW YORK 5462 
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2. French Haviland 


4. Television Lamp 







5. Silverplate Lazy Susan 
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1. "Sprite" Cutting 





Spode Bone China 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


C] |. Sprays of gray and polished cuttings make up this deco- 
ration—"'Sprite."" Made in complete stemware, each piece 
to retail for $2; and in 7" and 8" dessert and salad plates, 
$2.50 each. By Fostoria Glass Co., of Moundsville, W. Va. 


[ 2. "Chantilly" pattern in French Haviland china appears on 
the “Louis XIV" shape. The sprays are done in rich tones 
of yellow, blue and pink, and gold lines complete the deco- 
ration. From Haviland & Co., Inc., 26 West 23rd St., N.Y.C. 


[] 3. "Green Basket’ design on Gadroon shape in Spode bone 
china, a print hand-painted in green; plate retails at $64 
a dozen. One of several patterns recently added to stock 
by Copeland & Thompson, Inc., 206 Fifth Avenue, New York. 


[] 4. Television lamp fashioned in solid copper is 834" high 
with 444" bowl, retail $8. It gives a soft glow which does 
not interfere with viewing but gives illumination to room. 
From Higgins Mfg. Co., 2038 Broadway, Santa Monica, Calif. 


[] 5. Silverplated on copper, Lazy Susan with revolving ball 
bearing base, 20'' in diameter—retail $60. One from a wide 
collection of Sheffield reproductions from H. Sacks & Sons, 
distributed by M. Fireman & Co., 2 Park Avenue, New York. 
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Four unusual colors .. . dark 
green, maroon, turquoise 
and gray ... and two shapes. 
After-dinner coffees and 
matching dessert plates re- 
tail for $2.00 each. 
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Our complete line of BARONET Bavarian China Dinnerware 
and our other distinctive earthenware and china dinnerwares and crystal 
. . . GINORI, DELLA-WARE, WINDSOR WARE, AYNSLEY, LAMBERTON, 
LUNEVILLE, ERNESTINE and ORREFORS... are always on display at our 
showrooms. We cordially invite you to visit our New York Showrooms 
during the National Jewelers’ Show and inspect these lines. 


FISHIER, BRUCE & COMPANY 
1107 Broadway, New York 10 
221 Market Street, Philadelphia 6 





The Princess shape, spe- 
cially designed for the 
United States market, with 
10%” dinner plate. Seven 
new patterns available this 
year. Five-piece place 
setting retails from $7.50 
to $11.50. 











1. Open Work China 





2. New Dinnerware Pattern 





3. Wistaria Glass 






















CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[1] |. Made with open-work edges, decorated with flowers and 
gold, this compote ($8 retail) and square bonbon ($7) are 
among many accessories in Carl Schumann china from Bavaria. 
From Ebeling & Reuss Co., 707 Chestnut St., Philadelphia. 


4. Breakfast Set 





1 2. "Lyana” is name of this new dinnerware pattern created 
by Philip Costigan of the Castleton Studios. Shows a spray 
of wind-blown leaves done in gold and black; 5-pc. setting 
$22.50 retail. By Castleton China, Inc., 212 5th Ave., N.Y. 


[] 3. Deeply crimped in modeling, this vase in heavy Tiffin 
glass is shown in the new "Wistaria" color—dark-toned at 
the base, shading to very pale at the top; 8" high; made 
also in crystal. By the United States Glass Co., Tiffin, 0. 


C1 4. "Dawn" breakfast sets made by Johnson Bros., England, 
are back on the market for fall delivery. They are avail- 


able in rose, gray and golden, in single and double sizes. 
From Fisher, Bruce & Co., 219 Market St., Philadelphia. 


[ 5. Ceramic frames for bridal or baby portraits, trimmed in 
lace and flowers; patented self-locking cards holds picture 
firmly; 5"x7" with flowers, $10 retail; 3x4" with lace, is 

5. Ceramic Frames $6.50. From Florence Ceramics, 204 Brack Shops, Los Angeles. 
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CHATEAU 


by Carl Schumann, of Bavaria, U. S. Zone, Germany 


The charm of this open work border pattern is well known to the discriminating trade as it is generations old yet ever appealing. 
Its decoration is Victorian Dresden, deep rich colors, highlighted in gold. The tea cup and after dinner cup have OPEN WORK 
SAUCERS, — most unusual and exceedingly attractive “CHATEAU” is the collector’s favorite. Tea and coffee pots, sugar and 
creamers are from “EMPRESS” pattern. Price list on request. 


—a and “EMPRESS” patterns will be advertised in full color double page spread in October issue House Beautiful, out 
ept. 20th. 


Minimum Minimum 
# Item packing + Item packing 
Low tea cup, open work saucer . % dez. 9 Reund bowl 73%” % doz. 
High, feoted tea cup, open work saucer .. :‘ % doz. 10 Reund bowl 9” % doz. 
Low after dinner cup, open work saucer .. > doz. 11 Oval bowl 10%” % doz. 
High after dinner cup, open work saucer. . % doz. 12 Oval bowl 12” . Yq doz. 
Plate ; % doz 13 Round nut dish 3% 1 doz. 

_ ‘ i le doz. 
Plate , i sie . Reund benben - ; 

15 Oval benbeon 5 i doz, 
~— r Ye 16 Oval benbon 6%” % doz. 
doz. 17 Flat, feeted round compote 7%” 1/12 dez. 
doz. 18 Deep, footed round compote 7" . 1/12 doz. 
% doz. 19 Square bewl 7%” ne 1/12 doz. 


doz. 
Plate 9” ... 30. % 
Plate 1014” “4 
Plate 


ConA Here ON NS = = 


Prompt shipment from steck f.o.b. Philadelphia, Pa. 


EBELING & REUSS COMPANY 


Established 1886 
See us in New York during the show. 


MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 


NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Fifth Ave. 1557 Merchandise Mart 527 W. 7th Street 








1. Two-Piece Epergne 





2. Booth's Dinnerware 








3. Whitefriars Glass 





4. California China 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Two-piece epergne consists of gracefully modeled silver 
plated stand holding 12" hand-engraved glass bowl and a 5° 
nappy; 10" tall, retail $45. Special appeal to those with 
limited table space. By Silver City Glass Co., Meriden, Conn. 


[] 2. Originally engraved in |I8th Century, this ‘Blue Peony” 
design in Booth's dinnerware from England is printed in 
Salopian blue; 5-pc. place setting may retail for $4.20. 
From the Midhurst Importing Corp., 129 Fifth Ave., N.Y.C. 


[] 3. "Bradfield," in Whitefriars glass from England, is the 
first in series of stemware designs made to go with Wedg- 
wood's Queensware. It is made in sea green as well as crys- 
tal. From Josiah Wedgwood & Sons, Inc., 24 E. 54th St., N.Y. 

[J 4. New dinnerware pattern is ''Carondale," delicate roses 
with %'' band of teal blue on shoulder, finished with coin 
gold; 5-pe. setting, $15.50 retail; open stock. From the 
Flintridge China Co., 380 S$. Raymond Ave., Pasadena, Calif. 

[] 5. New accessories to match dinnerware include jam jar 
set, $7.50; sandwich plate and cup, $2.75; relish, $3.50; 
salt and pepper mill, $8.50. In Malay Rose or Malay Blos- 

5. Dinnerware Accessories som. From Weil of California, 3160 San Fernando Rd., L.A. 
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DISPLAY YOUR CHINA FOR BETTER BUY APPEAL 


OUR DEVICES DISPLAY IT BEST. SELL MANY OF THESE GADGETS TO YOUR CUSTOMERS. MOST OF 
OUR LINE IS MADE OF SOLID BRASS. THEY LOOK AS IF THEY WERE MADE OF SOLID GOLD. 


YO @O® 


REGAL DOUBLE MAJESTIC BRASS UNIVERSAL SINGLE 
SPRING PLATE HANGER PLATE HANGER SPRING PLATE HANGER 


Simple in construction. Where a plate hanger Individually wrapped. 
Meets any requirement of is wanted with a lot of Gilded tips. Made where 





REGAL 
PLATE STANDS 


Small Size $1.00 
doz. 
Medium size $1.50 


UNIVERSAL 
PLATE STAND 


Gilded, twisted 


a plate hanger. Sizes for looks. Sizes for plates extreme competition must Doz., Lge. Platter i i . 
plates as follows: as follows: be met. A better hanger in $3.00 doz. te oP Me. 
#0 for 4” to 5%” #321 for 4” to 65” this price range. Made in SOLID BRASS dium size—$1.80 
#% for 5” to 6%” #822 for 5” to 7” 2 sizes. Small size for doz. Large platter 
#1 for 6” to 7% #324 for 7” to 9” plates 5” to 7” and large size—$2.40 doz. 
#2 for 7%” to 9” #325 for 9” to 11” size from 7” to 11”. $1.00 
#3 for 9” to 1074” #326 for 11” to 12%” ‘oz. 
#4 for 10%” to 11%" SOLID BRASS 
#5 for 114%” to 12% in yw" 
#6 for 12%” to 17%” cquered. All sizes 

. $2.00 doz. Individually 
All sizes $1.50 doz. Indi- wrapped. 


vidually wrapped. 
ALL SOLID BRASS 





i 





WALL PLATE 
RACKS 





7 Plate Collapsible 


PLASTIC CUP 


REGAL 


CUP & SAUCER STANDS, 


TWISTED WIRE 


& SAUCER STAND 


Mahogany Color 
for demi-tasse and 


Type Enamel Fin- 
ish $12 Doz. 


7 Plate Non-col- 
lapsible Type Solid 


All Solid Brass 


To hang as many 
plates as desired 


teacu ; 

“a. Can be adjusted to show $1.80 he. Brass $9 doz. en a - aiuto 
SAUCER oo See _ 6 Plate Non-col- to 6”. Medium for 
ae tomi-tacse snd miniature, Nidkel Plated. > ocala: "Addie 


All sizes $1.50 doz. 


$6 Doz. 


tional hangers $2 





Well made, gilded 
wire. Four sizes: 
tiny, Miniature, 
demi-tasse and 
teacup. All sizes 


doz. Large size for 
plates over 10”. 
First hanger 50c. 
All additional] 


ALL MADE FROM 


SOLID BRASS DINNERWARE RACKS 


NESTED TYPE 








$1.20 doz. \ Zien hangers $2.40 doz. 
All solid brass. 
os NEW LOW PRICES ON 


SPREAD OUT TYPE 





DISPLAYS SET TO MAKE IT LOOK AS 
LARGE AS POSSIBLE 


Skeleton Rack. Made to show one of each 
piece of any set. $1.25 each. 20 pc rack, $2.00 
each; 32 pc set, $3.00 each; 52 pe set, $4.50 
each. In ordering, please specify “spread 
out” if this is style desired. 


ERNEST TATCHER 


266 N. W. 26TH STREET MIAMI, FLORIDA 


SAVES—25% to 50% of display 
space. Skeleton razk, $1.00 each; 
20 pe rack, $1.25 each; 32 pe 
rack, $1.75 each; 52 pe rack, 2 
pe set, $3.25. In ordering, please 
specify “nested” if this is style 
desired. 





Miniature cups & saucers $1.25 ea. 
#300 Demi-tasse cups & sau. $2 ea. 


#350 Demi-tasse cups and 
saucers $2.50 each 


#400 slipper $2.00 each 
#500 slipper $2.50 each 
#800 wall demi-tasse set $2.50 


TERRITORY OPEN 
FOR SALESMEN 
and JOBBERS 
WRITE 
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At the... 


AMERICAN NATIONAL RETAIL JEWELERS’ SHOW 
Room 947 


WALDORF-ASTORIA HOTEL AUG. 14-17 


Complete displays of these nationally 
recognized imported and domestic din- 
nerware lines will be shown. 


FRANCONIA 
CHINA 


by KRAUTHEIM 
BAVARIA 
(U.S.A. Zone) 


Beauty and perfec- 

6 tion attained with 

wae originality in 
= 


iss 
; a 
‘ rf $ 
: 2 
ee . 
ber é & 


“ Bhs | shapes and decora- 
of Spring ° 


tions. 





MONTICELLO 
DINNERWARE 


America’s distin- 
guished and na- 
tionally advertised 
line of contempo- 


rary dinnerware. 





CHARLES 
AHRENFELDT 
LIMOGES 
CHINA 


For over a_ half 
century the aristo- 
erat of fine French 


china. 





We extend a cordial invitation to 
view these lines. 


HERMAN C. KUPPER, INC. 


39-41 WEST 23rd STREET NEW YORK 10, N. Y. 
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by MADELINE LOVE 
Ake you all set for the big selling season ahead? Haye 


you replenished stocks of your present lines and 
made your selections from the many new things being 
produced in the china, glass and gift fields? 
If not, you have an excellent opportunity to do your 
buying when you are in New York for the Jewelry Shoy, 
A few extra days spent in the gift market then may make 


a lot of difference in your fall and winter sales. 
# * * 


ANE WYMAN shows one of the hand-made glass fig- 
ures made by A. H. Heisey & Co., chosen to portray 

the small collection of glass animals which plays so im. 
portant a role in the motion picture, “The Glass Men. 





agerie.” The movie will be released this month, and 
those who saw the original play by Tennessee Williams 
will recall the interest which centers around the glass 


figures. 
~ * * 


_- a tour of jewelry and department stores in 
leading cities throughout the country, a showing of 
the Booths collection of historic reproductions of early 
china decorations was staged late in June in Altman’, 
New York. A wide variety of dinnerware and decora- 
tive items in English, Oriental, Dutch and other con 
tinental styles, from the Booth factory in England, were 
shown, as well as some original pieces from pioneer 
English factories which discontinued operations a cen- 
tury ago. These originals supplied the ideas for many 
of the authentic period patterns now being produced 
by the Booth factory. 


* *% + 


ABLE glassware in new colors and shapes created by 

Russel Wright was introduced by the Imperial Glass 
Corp. at a press breakfast held July 14 in the firm’s New 
York showrooms. Modern in styling, the three new 
shapes include “Flare,” hand-blown in a “seed” pattern, 
and “Hand-Pinched,” a massive pinched modeling i 
pressed glass, both of them done in four smoky new 
colors—Seaspray, Ripe Olives, Hemlock, and Verde; and 
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“Flare.” a twisted blown-glass design with a sham base, 
which is made only in crystal. Each size of tumbler has 
heen designed for multiple use. Also new, but not de- 
signed by Mr. Wright, is a “Convivial Crystal” shape 
adopted from the “Flame” mold, with cut flutes at the 
hase instead of the twist. 


% * % 
F RESH, modern styling in the medium-priced dinner- 
ware field was shown by two potteries at a party 
given July 13 in the Park Lane Hotel, New York. A 


series of brilliantly colored and dramatic designs done 


by Anton Refregier was displayed by the Paden City Pe 
Pottery Co.; and a group of gay, spirited patterns by || 
Charles Cobelle was introduced by Universal Potteries, | } 
Inc. Both potteries are bringing the new decorations out |: 


in short sets, particularly suited for use in apartments 


or small suburban houses. 
* x % 


IDGEWAY & ADDERLEY, INC., importers of Eng- 

lish china and earthenware, gave a cocktail party | 
at the showrooms during the New York china and glass |; 
show. At that time a complete collection of wares was 


shown to the trade and press. 
% % * 


HE greatly expanding jeweler interest in glass and 
china was given further expression recently in Phil- 


adelphia when the well-known firm of J. E. Caldwell |. 


& Co. had a special exhibit of Orrefors glass from 
Sweden. Both window and table displays were arranged, 
and extensive newspaper advertising drew both custom- 
ers and “lookers” from all parts of the city and suburbs. 


* % *& 


B J. BROCK, president of the Southern California 
® Pottery Co., Inc., of Lawndale—manufacturers of 
Brockware—has announced that effective July 1 the name 
of the firm has been changed to the B. J. Brock Co., Inc. 
The organization of the firm remains unchanged but six 
new representatives have been added, including Wallace & 
Bowes, New York; Harry M. Hopkins, Pittsburgh: 
Howard Gibb, Riverton, N. J.; Thomas L. Hogan & 
Sons, of Fayetteville, N. Y.; L. J. Kugel & Son, of 
Atlanta, Ga.; and the Moneta Co., of Denver, Col. 


* * % 


A J. VAN DUGTEREN & SONS, importers of Eu- 
* ropean glass and pottery, have moved their show- 
rooms and offices from 5 East 57th Street, New York. 
to 134 Fifth Avenue. 
(fF TWARE firms which have recently become mem- 
bers of Registered California include Alexander- 
Wilson, Maxine Cloud, John Burton Originals, Color- 
amic Ware, The Claysmiths, Daniroca, Inc., Don Syring. 
Barbara Willis, Walter Wilson, and Woodcraft of Cali- 
fornia. Offices of the organization are in the Brack 
Shops Bldg., Los Angeles. 


% * % 


| ut URBACH has opened her own design studio 

in New York with temporary quarters at 15 West 
12th Street. The Kathi Urbach Studios, formerly of 
Silver Springs, Md., in which her decorative accessories 
are made, has also been moved, with new quarters in 
the Boston Post Road, Westport, Conn., with Everett J. 
Urbach in charge. a 
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CASTLETON CHINA 


cordially invites you 
to visit their showroom for a complete selec- 
tion of designs including special patterns 
painted by hand in Castleton’s studio. 





Jarde—os of the exquisite hand painted designs 


«signed by the artist, offering your customers the 
stimulus of possessing china with an individual charm 
| that only hand work can achieve. 





CASTLETON CHINA 


Incorporated 


L. E. Hellmann, President 
212 Fifth Avenue, New York 10, N. Y. 
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ade since 1770 


THE WFINE ENGLISH 


DINNERWARE 





COPELAND 
2A: 


FineEnglish Earthenware 42 8Re 


ENGLAND 














; ° SPOUE 
| COPELANCS CHINA 
English Bone China copetancs c+ 





Accessories to Treasure 


by ROYAL VIENNA, AUGARTEN 


Miniature vases and cigarette box exquisitely hand decorated 





Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. | in natural colors on the finest translucent porcelain. From 
| the century famed complete line on exhibit AT ALL MAJOR 
| GIFT SHOWS. 

IMPORTED AND DISTRIBUTED AT WHOLESALE BY | - d. CC. . / “ae g 
| uUuason ommercta Ov, nc. 

COPELAND & THOMPSON, INC. | 225 Fifth Avenue New York 10, N. Y. 

206 FIFTH AVENUE, NEW YORK 10, N. Y. | Southwestern Representative: William ''Bill'' Fletcher 


| 6544 Brompton Road, Houston 5, Texas, Tel. MA 5-6972 
| Eastern Representatives: Fred S. Kohn—H. Robinson Parker 


Western Representative: Lorraine Ragland 
712 S. Olive St., Los Angeles 14, Calif. 




















from CORNING, ny. — Beautiful HUNT CRYSTAL SEVERAL RICH TERRITORIES AVAILABE! 


General line of fine Quality 
@ SILVER PLATE HOLLOWWARE GENEROUS | 


© ART LAMPS comm 
© ART OBJECTS ISSIONS 








FOR 
Extraordinarily beautiful ~ MEN 
design and craftsmanship HO CAN 





ALL IMPORTED @ PROMPT DELIVERIES MERCHANDISE 
and ALL BILLINGS FROM U. S. OFFICE 


BOX NO. “D. 121,” JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., New York 17, N. Y. 




















NOW READY FOR DISTRIBUTION! 
THE JEWELERS DICTIONARY 
NEW COMPLETELY REVISED $4.00 POSTPAID 





* * : : * SECOND EDITION 
Springtime — enchanting beauty in hand-cut THE JEWELERS' CIRCULAR-KEYSTONE 
crystal—a pattern now being successfully sold by 100 E. 42ND ST. NEW YORK 17, N. Y. 


Check or Money Order Must Accompany Order. DO NOT SEND CASH 





leading Jewelers. 
Page champagnes, clarets, wines, cocktails, cor- 
ials, finger bowls, 12 oz. footed teas, 5 oz. juices. e 
Tee ee $37.00 dozen. J ust Ar r ived! 
BOHEMIAN GARNET JEWELRY— 


We cordially invite ycur inspection of this and our other patterns at our 


NEW YORK SHOWROOM, ROOM 1015 225 FIFTH AV. rings, brooches, bracelets, earrings. ' 
Also: Chinese Jade Jewelry in gold and silver. 























ofl Specialists in Seed Pearl Jiry. Repairing 
unt Glass Whrks ; 
sie ?_ -— ASIATIC ART JEWELRY CO. 

225 5th Avenue Ask for memo package New York 10, N. Y. 
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Accent on Gifts 


(From page 248) 


store, inspect the stock and tell her what items they like. 
She informs these brides-to-be that when friends come in 
to buy gifts, she and the staff will then tell them what 
articles the brides like. This information results in a 
better selection of gifts, and is service to all concerned. 

For instance, through this plan a bride recently re- 
cently received a completed set of sterling silverware for 
12 people. Each item was bought piecemeal by friends 
and relatives and the bride was very happy with the gift. 

“A service of this type is appreciated by the bride and 
her friends,” says Mrs. Mackey. “It also shows those who 
participate the advantages of buying under such a plan. 
Then, when these people need gifts for similar occasions 
they usually think of our store first.” 

Mrs. Mackey contacts brides by telephone, direct mail 
and also through friends. Many brides-to-be, too, drop 
into the store of their own accord and list their 
preferences. 

All gifts at the store are carefully and artistically 
wrapped. The store has a wide assortment of colored 
ribbons, such as gold, blue and pink and harmonizing 
paper stock. The person who buys a gift at this store 
can be quite certain it will be distinctive and also appro- 
priately wrapped. 

When it comes to advertising, Mrs. Mackey has several 
proved mediums. Newspapers and direct mail are used 
to some extent for special occasions. She also gives gift 
certificates to PTA groups for card party and other 
prizes, rather than merchandise. This means that persons 
who get the gift certificates must come to the Mackey 
store to get her gifts. 

The jewelry section of the store occupies the up-front 
section, where the watchmaker also is located. But for the 
most part the rear and center sections of the establish- 
ment are devoted to a fine showing of various types of 
gifts, including lamps, figurines, pottery, dishes, mirrors, 
plaques and many others. 

Mrs. Mackey states that many people who come to the 
store love to browse about, inspecting the merchandise. 
She encourages such browsing because the longer cus- 
tomers remain, the more they feel inclined to buy some- 
thing. Browsing also gives people a much better idea of 
the gift stock. This is useful for their own purchasing 
and can also be told to their friends, Mrs. Mackey states. 

Table settings are used to give a homelike atmosphere 
to some of the glass and china displays. Good use of 
pastel coloring on the walls, plus fine lighting, give thé 
entire gift department a very pleasing appearance. 

The homelike touch, too, is carried out in the store’s 
two display windows. Here freshly laundered curtains 
are used, giving a very pleasing and different display 
effect to the gift items and jewelry merchandise shown. 
Good window lighting gives evening crowds an oppor- 
tunity to inspect many articles. 

“We know many of our customers by name,” states 
Mrs. Mackey, “because we have been serving them for 
years. We know the preferences many people have in gift 
merchandise, and this helps us in making our purchases. 
If people want special merchandise, we make every effort 
to secure it for them. A policy like this builds friends 
over the years.” 
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Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 
Gift Items 
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Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 

speed, simplicity and ease of 
operation assure you of 











STAMPING MACHINE CO. 


1606 Cahuenga Bivd « Hollywood 28, Calif 
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Parti ware 
JEWELRY ROLLS by SETTEL 


@ beautifully designed to display your jew- 
elry to the greatest advantage. 

@an easier, more practical and conve- 
nient way to carry your stock. 

@ available in chamois, velvet, satin — 
stock items as shown or made to your 
individual requirements. 

@ write for price list and information. 


Settel Jewelry Roll Co. 


437 NORTH CANON DRIVE, BEVERLY HILLS, CALIFORNIA 
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BE SURE...AND SECURE 
With 
THE ORIGINAL 


Ditvccdiinaitdl GLOVE CLIP 











“No. 889 No. 876 


4&5 No 
Des. Patent No. 159,117 Des. Patent No. 159,115 
$15.00 Doz. $30.00 Doz. 


No. 870 No. 873 


Des. Patent No. 159,118 Des. Patent No. 159,119 
$15.00 Doz. $7.20 Doz. 


Today's Smartest, most Desired Jewelry Accessory! 
Tailored or Jeweled—choose from 33 patented designs— 
To fit Every Purse at $5.75 through $30.00 per dozen. 

In gold plate or rhodium finish, handsomely gift boxed. 
Sample orders and brochures sent on request. 


TIME’S RUNNING OUT - - - - ORDER NOW! 


Dteccttinntel IMPORT & EXPORT CO. 
816 South Robertson Boulevard 


Los Angeles 35, Calif. 
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Installment Selling 


(From page 246) 


this basis, the follow-up clerk would first analyze the 100 
cards with the prefix 1 for delinquents and send out 
notice No. 1. Her next step would be to go to the block 
of cards with the prefix 5, and send out notice No. 2. The 
block of cards with the prefix 10, send out notice No. 3, 
etc. You will see that from this angle, the follow-up 
becomes an automatic situation with which it is never 
necessary to fall behind due to the fact that the work is 
properly divided amony the days of the month. 

If coupon books, such as the “instalvelope,” are used, 
the coupon becomes the medium of posting. One of the 
advantages of the “instalvelope” coupon book is the fact 
that these payment envelopes, due to their size and make 
up, can very quickly be separated from the rest of the 
mail. The check or payment is immediately checked off 
against the coupon and if found to be correct, can go 
to the cash accountant. 

Other advantages of the coupon plan of payment are 
that the account number is also contained on the coupon 
and can be posted regardless of the fact that the other 
writing is undecipherable. Here, we might mention also 
the fact that when the numerical system is used instead 
of the alphabetic, a number is far more decipherable than 
many signatures, and is the key and cure for the larger 
majority of errors of this type. 

Going back to the ledger form, there are many methods 
of housing ledger cards and of guiding the cards. There 
are any number of types of visible pocket equipment on 
the market with signalling features, practically all of 
which are the same, such as Acme, Kardex, Sig-Na-Lok, 
etc. Another method of housing installment ledger cards 
is the rotor-file:method which uses the side margin for 
visualizing the account number and the top margin for 
exposing the position of the account. 

In this new type of numerical arrangement, there are 
10 steps cut in the side of the cards so that the various 
single digits of the control number is in the same spot. 
For example, 1 is always the bottom, 5 the middle and 0 
the top. From the angle of finding the account, this 
method therefore becomes just as visual as a visible file. 
The top margin payment record is divided into two years 
of 12 months each or into two years of 52 weekly pay- 
ments or any other type of payment information desired. 

The next item on the list are the notices to be sent out. 
A considerable amount of money in writing, mailing, and 
in postage, can be saved through the use of any one of 
a number of types of printed notices. One very popular 
type, known as “Colvelope” is sold by several organiza- 
tions. This has a return envelope attached to the written 
notice. The written notice is torn off and with the check 
or payment, put in the envelope, ready for mailing. This 
has been found practical and is used by thousands of 
concerns. It is possible to make up your own notices on 
this, or adopt them from any letters that you know have 
brought results. 

Profit in installment selling or financing is entirely 
dependent upon the methodical planning of the paper 
work which is 90 per cent of the problem after the original 
contract has been made. Courteous strictness in pay- 
ment requirements is the key to continued business with 
the same people. 
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WESTERN 
JEWELRY & | 
SILVERWARE. | 
SHOW S855 | 


Keyed to pre-holiday buying for 
leading retailers of jewelry, sil- 
verware, china and glassware. 
This means more profits for you! 
Mark your calendar now! Be 
sure to attend. 


BILTMORE HOTEL 
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* SEPT.17-20 


Sponsored by LOS ANGELES CHAMBER OF COMMERCE 


and Managed by LOS ANGELES TRADE FAIR INC., Directors of the many successful California 
Gift, Lamp, Housewares, Curtain & Drapery Industry-wide Trade Shows 








A Modern Store Designed 








Yo Impel That Urge to Buy 





Night lighting on Gold's Beverly Hills store is designed to catch the 
eyes of passer-by visiting Beverly Hill's world-famed restaurant row. 


, 

I O the reserved, hushed preciousness that 
has so long been the stereotype for the merchandising 
of fine jewelry, the bold plate glass and rough brick 
structure that houses the Beverly Hills firm of Henry 
S. Gold comes as a distinct shock. 

This shock is intensified by the knowledge that the 
Gold threshold is but a few steps from that model of 
secretive elegance, John Gershgorn’s; that it caters to 
a like mink and movie clientele; and that it was designed 
by the same architect, Douglas Honnold. 

Brash and California as its neighbor is serene and 
Continental, Gold’s serves wel! to illustrate a cardinal rule 
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of retail design: that the blueprint must accurately reflect 
the size and character of the individual unit of merchan- 
dise in terms of psychological sales factors. 

If Gershgorn’s (JEWELERS’ CIRCULAR-KEYSTONE May, 
1950) was scaled to the diamond, the measure of Henry 
S. Gold’s is a silver coffee pot. For Gold is an avid 
collector of rare and antique silverware, porcelain, and 
jewelry. In his thirty-five years as a credit jeweler in 
Hollywood and Glendale, his hobby grew from a patt- 
time to a preoccupation and only last year, to the nucleus 
of a new business. The fine gem thrives on velvet. Not s0 
silver hollowware which needs another setting. = 


THE JEWELERS’ CIRCULAR-KEYSTONE 

















FOR AUGUST, 1950 





263 








by JOY KRAMER 






Fixed, glass-topped selling tables 
are flanked by display units which 
contain antique jewelry. A mirror 
spotted over the low silver cases 
reflects silver and porcelain dis- 
played against brick wall opposite. 













While his new shop was still in blueprint stage, Gold 
and his architect analyzed the visual factors that could 
affect his sales graph. 

Primarily the architect’s design is slanted to encourage 
both the visual and tactile senses. For, in merchandising 
silverware, it is vital that the customer first view a rea- 
sonably varied selection, that she venture a choice, and 
that she eventually handle the merchandise, making her 
final decision on the basis both of vision and “feel.” 

To this end, it was inevitable that the whispered aura 
of dignified austerity be sacrificed to one of casual and 
informal ease. 

The elimination of threshold resistance is a basic ele- 
ment in the design of the Henry S. Gold store. 

The pedestrian views a coffee pot through the huge 
plate window, is lured within by a clever trick of glass 
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and floor to become a shopper. Once inside, encouraged 
by an atmosphere of practiced informality to touch, ex- 
amine, and handle the merchandise, she becomes a po- 
tential purchaser. 

From the exterior, the shop is a modified goldfish bowl. 
Sidewalk to ceiling is plate glass, recessed at an angle 
from the main flow of pedestrian traffic. This expanse 
of glass is broken by a dramatically oversized door of 
rosewood, convexly curved and accented by a huge square 
knob. Above, a simple gold signature identifies the firm 
and merchandise. 

A low coffee table by the window holds a few fine 
pieces of porcelain and silver, but beyond ‘this the shop 
is its own display, and the interested passerby may see 
the entire stock. 

(Please turn to page 270) 


Rich silver and porcelain are dis- 
played in custom rosewood and An- 
dia mara wood cases placed against 
a rough, white-washed brick wall. 














oopla, no ballyhoo, TAG-A-TUNE is a scientific, planned, 

Ghd successful promotion that is unbelievably rich in 
it’s aimed at your largest and most profitable 
-Promotion-minded jewelers throughout the country 
the greatest harvest of diamond sales in store his- 
all new, copyrighted selling plan. 












HERE ARE A FEW OF THE MANY PROMO- 
TION-MINDED JEWELERS NOW USING 
; TAG-A-TUNE WITH TREMENDOUS RESULTS! 
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Anderson Jewelry Co. Lewis Jewelry Co. 
Salt Lake City, Utah Cleveland, Ohio 


Baldwin's Jewelers Kay Jewelers, 
Fresno, California San Francisco, San Diego, 
Oakland, Sacramento, San ' 
Jose, Long Beach, Calif. 
Mace's 

Kansds City, Mo. 
Mayor Jewelry Co. 
Cincinnati, Ohio 

Mayor Jewelry Co. 
Richmond, Ind. 
Hamilton, Ohio 

Meyer Jewelry Co. 
Detroit, Mich. 
Norman's Inc. 
Louisville, Ky. 








ACT NOW! FOR THE 
EXCLUSIVE RIGHTS TO 
TAG-A-TUNE IN YOUR CiTY! 




















Barney Jewelry Co. 
Indianapolis, Ind. 


’ Barr's Jewelers 
Philadelphia, Pa. 


Berman's Jewelry Co. 
Charleston, S. C. 


A. Lee Brown Co. 
Flint, Michigan 
Crescent Jewelers 

San Bernardino, Calif. 
Tucson, Ariz., Sioux City, 
la., Fargo, N. D., 

La Crosse, Wis. 
Finlay-Strauss 

New York, N. Y. 


Charles Getz Jewelers Roberts Square Deal 
Dayton, Ohio Jewelers, Baltimore, Md. 


Rudolph Bros., Syracuse, 
Rochester, Albany, N. Y. 








FOR FULL INFORMATION 


WETTE! URE! PHONE! 
FAC ATONE 
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OR SEE US AT THE CREDIT JEWELERS CONVENTION 
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Perel & Lowenstein 
Memphis, Tenn. 
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Hamilton Diamond Co. 
Los Angeles, Ventura, 


Santa Barbara, Lancaster, 
East Los Angeles, Calif. 


Helzberg Jewelers 
Independence, Mo., 
Kansas City, Kans., Mason 
City, la., Des Moines, la., 


Santa Fe Watch Co. 
Topeka, Kans. 

Charles Schwartz & Son 
Washington, D. C. 


Silver's Jewelers 
Stockton, Calif. 


HOTEL BLACKSTONE 
Chicago, Illinois 


August 28, 29, 30, 31 








Wichita, Kans. Ben Tipp Inc. 
Huberman's Inc. Seattle, Wash. 
Lebanon, Pa. Walter R. Thomas Chain bie eas il aig 


Littman's Jewelers Atlanta, Ga. =-A-TUNE.**°'° AND TELEVISION INC. 
Es FEEARAIPH H. COHEN, PRESIDENT 


Trenton, New Brunswick, Weisfield's Inc. 
707 South Broadway, Los Angeles 14, California 





Plainfield, N. J. Spokane, Wash. 
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New California 
Gift and Jewelry Items 








1. Porcelain Figurines 





2. Ceramic Casserole 





3. Trophy Cups 


[] 1. One from series of porcelain figurines based on set 
of original lithographs of 19th Century French fashions. 
Figure is 7''x9!/."xl0'/." and retails for $65. By Heirlooms 
of Tomorrow, 3601 Aviation Boulevard, Manhattan Beach. 





4. Hinged Masonic Ring 
[] 2. “Patrician""—oven-proof 3-qt. ceramic casserole in 4 
different colors mounted on copper, chrome, brass or sil- 
ver rack to protect table. In copper, retail $10. From 
Northington, Inc., 510 West Garfield Avenue, Glendale. 





[J] 3. "Golden Rocket''—new line of trophy cups in quality 
gold-tone material; bands on bases oxidized so engraving 
cuts through gold color against black; 4 sizes. Available 
in September from Trophy-Craft Co., 249 N. Reno St., L.A. 


[] 4. Hinged Masonic ring—the face of the ring opens to pro- 
vide room for a fraternal inscription on the concealed inside 
plaque. Fashioned in 14K gold, it may be retailed at $49.50. 
From Dave Schneider, 205 E. Broadway, Santa Monica. 


[] 5. This fetching "Pixie'’ set of necklace and earrings is 
made in either gold plate or rhodium finish and the wings 
are set with simulated opals. The ensemble may retail at 
$4. From Terranova and Sons, 448 S. Hill St., Los Angeles. 





5. Necklace-Earring Set 
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The West Coast 


4 The appointment of Harry L. Robinson 
as Pacific Coast sales representative for 
Lazare Kaplan & Son, Inc., New York, was 
recently announced. Robinson will conduct 
his business activities from the firm’s West 
Coast office located in the Merritt Building 
Safe Deposit Co., 305 West 8th St., Los 
Angeles. 

¢ Martin Thomas, Durward Howes III, 
Max Strasburg, Isadore Meyer and Wil- 
liam Erb have been appointed official dele- 
gates of the California Retail Jewelers 
Association, to attend the ANRJA conven- 
tion at the Waldorf Astoria, August 14- 
17th, it was announced by president Budd 
Rosenberg. Plans are now being made to 
induce as many California RJA members 
as possible to attend. 

q Morris Simon, active in retail jewelry 
circles in Gary, Ind., for several years, has 
opened a store in the Tower Building in 
Santa Monica, Calif., under the name of 
Paramount Jewelers. 

q.L. R. Thommen, graduate of the San 
Jose State College of Watchmaking, has 
purchased the jewelry store owned by 
Omar Stone at 1611 El Camino Real, Mill- 
brae, Calif. 

4 Loretz & Benoit, designers and manufac- 
turers of platinum jewelry, have moved 
into new and larger factory quarters at 
657 Mission St., San Francisco, Calif. 

q September 24th is the date set for the 
semi-annual state-wide directors meeting of 
the California Retail Jewelers’ Association 
at the Hotel Biltmore, Los Angeles. Lead- 
ing off the agenda will be the further co- 
ordination and planning of the legislative 
program to be presented at the 1951 state 
legislature, with special consideration 
given laws covering jewelry auctions and 
the possibility of securing a watchmakers 
licensing law. 

¢ Fred’s Swiss-American Watch Shop, 366 
S. Hill St., Los Angeles, has been sold by 
Fred Shapiro to Jack H. Trauss. Mr. 
Trauss will operate the firm under the 
name “Simson’s Jewelers.” The shop has 
been completely remodeled. Mr. Trauss 
was a wholesale jeweler in the Chicago 
area for 25 years and was one of the 
owners of the Modern Jewelry and Optical 
= of Chicago prior to dissolution of the 
rm. 





Series of Events for Buyers 
To Feature L.A. Jewelry Show 


The Western Jewelry and Silverware 
Show, including China and Glass, ‘will 
take place at the Hotel Biltmore, Los 
Angeles, September 17-20, according to 
Woody C. Klingborg, show manager. The 
show is held under the auspices of the 
Los Angeles Chamber of Commerce. 

Mr. Klingborg announced Show Chair- 
man to be Frank Stirling, vice-president 
of E. W. Reynolds Co., Inc., Los Angeles. 
Assisting him on the committee will be 
Olive Phillips, Auerbach’s; Mrs. A. Zorn, 
Korrick’s; Sherman Wade, Saxton Co.; 
Maury Zimmerman, Farber & Sheffield; 
Jack Martin, Martin Co.; Robert Green- 
berg, Greenberg & Behm; Howard Ren- 
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wick, A. H. Renwick & Son; Ruth Po- | 


noroff, Arkin Buying Office; and Bee Mc- 
Connell, Cavendish Trading Corp. 
The show will be marked by a series 


of special events planned and carried out | 


for the benefit of the buyer. Sales build- 


ing promotions suitable for the small store | 


as well as larger department store opera- 
tions will be detailed. 
Of interest will be the “birds-eye” room 


where one preview item will be exhibited | 
from each participating exhibitor for the | 


convenience of buyers. 


—_—_—_—_—_ —__—_—_ —_— 


California RJA To Survey 
Members on Insurance Program 


Furtherance of the establishment of a 
hospitalization insurance plan and definite 
information as to the number of persons 
employed in the jewelry industry in Calli- 
fornia form the objectives of a planned 


survey to be undertaken by the California | 


Retail Jewelers Association within 
next month. 


The insurance program under discussion 


the | 


for some time has been delayed due to | 


the lack of sufficient information as to the 
quantity of jewelers willing to participate. 

Study of the California state trading 
areas based on census figures of 1950 will 
also be made to determine a change in 
the breakdown of California RJA districts. 
This has become necessary due to the 
great shift of population to, and, in, 
California during the last several years. 
Committee members are Maurice Engue- 
hard, chairman, assisted by Frank Stirling 


and P. A. Rowe. 
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Makes Sense 


So it will make dollars for you. 
Here is the new cuff link toggle 
back that manufacturers have 
wanted and needed. Made of 
brass and tubbed. Available 
unassembled for hard solder or 
assembled for soft solder. Prices 
as low as $7.50 per gross. Write 
for complete information to: 


Smith sterling 


7331 Santa Monica Boulevard 
Hollywood 46, California 














Or 





PROMOTIONS THAT PRODUCE 


Results ... 


TRAFFIC 
NEW ACCOUNTS 


REOPEN ACCOUNTS 


CHICAGO 


Aug. 27th to 3Ist 
The Stevens—Booth 260 


C7 _ x SS 
ROBBIN 





QPRENES 









Op PRODUCTS <<. 


ANGELES-© 





LOS ANGELES 


Aug. 13th to I7th 
Biltmore Hotel—Room 2358 


DALLAS 


Sept. 3rd to 8th 
Adolphus Hotel—Room 717 


ROBBIN PRODUCTS 
714 S. HILL ST. - LOS ANGELES 
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New California 
(iit and Jewelry Items 





1. Chafer-Baker 





2. Candelabrum Compote 





3. Pearl Roll 


[] |. Chafer-Baker is name of this new 2-qt. casserole and 
chafing dish. Casserole—forest green, chartreuse or ma- 
roon—mounted on solid copper base; sterno heat; retail, 


$9.95. From Dudley Kebow, Inc., 712 S. Olive St., L.A. 





aetsieeieaeenmad [] 2. Candelabrum compote 10!/2"' wide and 434" high, with 5° 
bowl; felter base; highly polished with clear enamel pro- 
tection. In solid brass, retail $12; in jewelers’ bronze 
$13. From the Sondra Line, 705 Brack Shops Bldg., L.A. 


[] 3. New pearl roll available to manufacturers and dealers 
is lined with chamois, satin or velvet, has rigid divisions 
to separate strands. Catalog available. From the Settle 
Jewelry Roll Co., 437 North Canon Drive, Beverly Hills. 


[] 4. Palm-pocket binocular—weighs 7 oz., small enough to 
hold in palm of hand; has 20mm eyepiece, extra-wide field 
and 6 power magnification. Special Leman prisms. Retail 
$64.50. From D. P. Bushnell Co., 43 E. Green St., Pasadena. 


[] 5.'New Presto ring in 14K gold can be personalized by a 
patented process which permits insertion of gold letters, 
changeable at any time. Sizes for men and women; all 

5. Letter Ring letters. From the David Wagner Co., 424 S. Broadway, L.A. 
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Southern California 24-K Ciub 
Makes Committee Appointments 


Committee appointments for the next 
year were recently announced by Frank 
Stirling, president of the Jewelers’ 24 Karat 
Club of Southern California. 

Manny Lippett will chairman the Mem- 
bership Committee and will be assisted by 
Irving Gold and Stanley Jacobs. 

Program and Entertainment Committee 
will be headed by Herman Siegel with 
Jules Lindenbaum, Max Strasburg and 
Manny Lippett as aids. 

Walter Dorrer will be assisted by Her- 
man Siegel and Nate Gold in his post as 
chairman of the Sick Committee. 

National Affairs will be covered by Max 
Strasburg. 

Chairman of the Finance Committee will 
be Arthur Michaels and I. Behrstock and 
Herman Siegel will assist him. 

The Birmingham Hospital Committee, 
with Harry Prezant at its head, will con- 
tinue their fine work with the veterans. 
Dick Gallin and Harry Rosenshield will 


serve with Prezant. 


Varied Line of Jewelry Items 
To be Shown at Allied Show 


The second Allied Jewelry Show will be 
held August 13-17 in the Biltmore Hotel, 
Los Angeles with buyer registration ex- 
pected to exceed 2,000 at the Allied event. 

This new market series will be limited 
to commodities on the jeweler’s inventory, 
according to H. W. Johnson, president of 
Allied Exhibitors, Inc., the sponsoring or- 
ganization which headquarters in Los An- 
geles. 

Prestige lines to be shown will fall into 
one of the following categories: diamonds 
and loose gems; precious jewelry; semi- 
precious, costume and men’s jewelry; 
watches and clocks; sterling silver and 
plated flatware and hollowware: merchan- 
dising and display aids; quality leather 
goods. Into the last category fall a con- 
siderable number of exhibitors showing 
handbags and fashion accessories,’ an in- 
novation to be featured in direct response 
to the demands of many buyers at the last 
show. 

Several interesting convention features 
are promised by the management, includ- 
ing unique displays of rare gems of inter- 
national importance, an antique silver col- 
lection of historic significance, and special 
forums on style, display, merchandising, 
promotional and advertising trends and 
techniques. 

The augmented show committee consists 
of Alex Chernoff, Sun Coast Merchandis- 
ing Corp.; Hal Cabot, Marcel Boucher et 
Cie; Robert Ender, Napier Co.: Henry 
Hilston, I. Freeman & Sons; Manuel Klein 
and Monroe Lukather, Trifari, Krussman 
& Fishel, Inc.; William F. Sebel, presi- 
dent of Manufacturing Jeweler’s Associa- 
tion of Los Angeles: Larry Simmons, El- 
gin-American ; M. Zimmerman, Sheffield 
Silver Co.; and Jack Klein, Semca Clock 
Co., Inc. 

A partial list of exhibitors include: W. F. 
Sebel Co.; A. Edward Fisher & Co., Inc.; 
Ostby & Barton Co.; Wadsworth Watch 
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Case Co., Inc.; Trifari, Krussman & Fishel, 
Inc.; Elgin American; Swank, Inc.; Napier 
Co.; I. Freeman & Son, Inc.; Pakula & 
Co., Inc.; Castlecliff, Inc.; Fashion Craft 
Jewelry Co., Inc.; Dalsheim Accessories, 
Inc.; A. Cohen & Sons Corp.; Walter 
Lampl, Inc., and Orloff Co., Inc. 


H. W. JOHNSON 
President, Allied 
Exhibitors, Inc. 





Also, Helbros Watch Co., Inc.; Evans 
Case Co.; Jacques Kreisler Mfg. Corp.; 
Marvella Pearls, Inc.; Sun Coast Merchan- 
dising Corp.; Mautner Co.; New Hermes, 
Inc., and Tory Mfg. Co., Inc. 


Longines-Wittnauer Names Farr 


Ernest W. Farr was elected president 
of the Longines-Wittnauer Watch Co. of 
Canada, Ltd., at a recent meeting of the 
firm’s board of directors. He succeeds 
the late George W. Barrington. 

Mr. Farr, who has been connected with 
the firm for the past 25 years, was for- 
merly sales manager of the organization. 






























WALLACH 
MOUNTINGS 


‘WALLACH JEWELRY 
MFC. CO. 


213 SOUTH BROADWAY 
















the ring 
that opens... 
will ring 


your register ! 
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Dave Schneider 


A new ring that will create a new de- 
mand among Masons. "The Ring That 
Opens" is heavy enough for a dia- 
mond, large enough for inscription of 
name and date when raised and is 
available with or without diamond 


plate. Many other exclusive creations. 


headquarters for pastmaster rings 


205 e. broadway, long beach, california 
phone long beach 7-4811 





craftsmen in emblem rings and buttons 
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HANDCARVED 


UCKOO 
CLOCKS 


This exquisite model, in its 
beautiful, deep handcarved 
case ef dark wainut, is e sure 
fire sales winner that meets 
the pepuler demand for the 
Swiss made masterpieces. 
Cuckoo bird opens the door and 
announces the number of the 
hour on the hour, also the half 
hour, accompanied by chimes. 
Model 853 90 
Specially priced. 

KEYSTONE 
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This model, with its finest quality 
Black Forrest movement in beau- 
tiful handcarved case of dark 
weinut, calls the quarter hour 


and is ideal for Model 851 
account opener 12° 
promotion. At this 

special price of . . KEYSTONE 





Orders Filled As Received 
Free Advertising Mats Available With Order 


HIPERVAL 








LOS ANGELES 14 Cc Al 
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“\ like magic... 


set or changed 
in a few seconds! 


*7, size ring 
holds 12 
letters 


PAT. PENDING 


Imagine being able to offer a customer 
a quality 14 karat gold ring with gold 
letters that slip in easily and inter- 
changeably, yet locked securely, to 
form a message and a name. No de- 
lay, a ring personalized and sold on 
the spot. Ideal for clubs or groups 
such as Masonic and Elk. 

Complete Set of Alphabet or Single 

Letters Available At Any Time. 
@ In stock, ring sizes 5-7 ladies 
and 7%-12 men 


david wapner jewelry 
424 $0. BROADWAY, LOS ANGELES 13, CAL. 
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A Modern Store 
(From page 264) 


For the closer inspection of jewelry and 
other small units, a cabinet is set at eye 
level into the marbled exterior wall formed 
by the recessed window. This miniature, 
velvet-lined case is designed to catch the 
attention of the Wilshire-bound pedestrian. 

To encourage the casual passersby to 
cross the threshold, Honnold has _ under- 
played the line of demarcation between 
interior and exterior with a pebble mosaic 
floor that extends from the center sidewalk 
well into the store. 

In providing maximum display of the 
shop’s stock of silver and porcelain, this 
“soldfish bowl” design adapts itself to 
special needs predicated on location. 

Like all Southern Californians, the 
Beverly Hills customer is mechanized: a 
window shopper is apt to glimpse the 
merchandise from the wheel of her con- 
vertible. With its wide glass front, Gold’s 
is easily surveyed at traffic speed. 

Noteworthy design factors that might be 
incorporated into any jeweler’s notebook 
include an intricate quadruple lighting 
plan and a color scheme predicated on 
dual needs of gems and silver. 

More than any other retailer, the jeweler 
must blend lighting and color to his mer- 
chandising needs. 


FOUR TYPES OF ILLUMINATION 


In the Gold shop, four different types of 
illumination serve four common purposes 
of this trade. For ideal examination of 
jewelry, small bright lights are focused 
above each. sales table while diffused light- 
ing lends a softer note for the general illu- 
mination of the store. To accent color, tex- 
ture, and quality, individual batteries of 
spotlights are focused above silver and 
porcelain. 

After nightfall, a fourth lighting pattern 
comes into play. This is a flexible system, 
operated on a time clock to highlight areas 
within the store for dramatic effect. What 
foot trafic Rodeo Drive boasts of is heavi- 
est at night. In the heart of Beverly Hill’s 
“restaurant row,” Gold’s theatrically lighted 
shop is a favored tarrying point enroute 
twixt those well known gastronomic com- 
pass points of Romanoff’s and the Brown 
Derby. 

Like lights, certain colors affect the 
jewelers’ wares. Diamonds, for example, 
wither in the reflections of brown and yel- 
low surroundings. Silver reflects wall and 
carpet hues in its own sheen. 

To minimize reflected coloring and to 
dramatize inherent beauty of gem and 
silver, a cool, bland background of pale 
grey plaster was chosen. 


SHARP CONTRASTS 


For one wall, however, the original 
structural brick was white-washed and 
utilized “as is” as a backdrop for silver. 
The psychological shock involved in the 
juxtaposition of fine tableware and rough 
stone, as well as the strangely satisfactory 
texture contrast, deserves comment. Hand- 
somer than any reflected brilliance is the 
polished pure color of silver against the 
crude, white wall. 











Accentuating the casual atmosphere, 
silverware is also displayed at random op 
the heavy green carpeting. 

Turning structural necessity into design 
advantage, the professional retail architect 
or designer ofttimes shaves hundreds, or 
even thousands, of dollars from a building 
budget. The use of an unplastered struc. 
tural wall is one example of incorporating 
a savings into a design. Another example 
in the Gold store was the creation of a 
sloped ceiling to provide mezzanine space. 

Dimensions for the shop are twenty by 
eighty feet, with an eighteen foot ceiling 
at the rear to provide office and working 
space on a second floor. Rather than build 
a high, costly roof, the architect began 
with a nine foot ceiling at the front of the 
store, slanting up to provide the needed 
eighteen feet at the rear. 

East India mara wood and deeply pol. 
ished rosewood were chosen for the cus- 
tom-built, custom-designed fixtures. 

To jewelers, as to few other retailers, 
seasonal selling peaks are sharp and def.- 
nite, straining alike storage, display, selling 
and staff space. 

As a precautionary measure, Henry §, 
Gold’s is designed for flexibility and mo. 
bility of interior arrangement. The only 
fixed units are two huge, irregularly. 
shaped glass selling tables. Both the eye. 
height cabinets for antique jewelry and the 
low silver cases, separated by slat-topped, 
coffee tables, are sectionalized for rear- 
ranging. 

By such far sighted store planning, a 
retailer can revise his sales area for his 
holiday selling as simply as his wife rear- 
ranges their parlor furniture in preparation 
for her holiday entertaining. 


JEWELRY AUCTIONEERS 


SINCE 1918 


Liquidating? Need cash immedi- 
ately? Surplus stock on hand? 
Then let us make it another 
AUCTION for you or we will buy 
your store. 

We operate anywhere in the 
U. S. Call or wire collect. 


HARRY BRENT AND ASSOCIATES 


7516 Melrose Ave. Los Angeles 46, Calif. 
Phone WAlnut 7354 




















CATALOG 
OF CHARMS 


FRE: 


World’s biggest selection of 14K Gold and 
Sterling Silver Charms classified and beauti- 





fully illustrated for easy selling. Keystone 
Prices. Write now to David Gordon, Manuv- 
facturing Jewelers, 448 S. Hill St., Los An- 
geles 13, Calif. 


KRUEGER 
STONE HOUSE 


Importers and Cutters 


LARGEST IN THE WEST 
448 South Hill St., Los Angeles 13, Calif. 
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About Face on Tax Situation Follows President's Request ° 


For Partial Return to Wartime Economy; ‘Stop Gap’ Rises 
Being Planned by Legislators Pending Developments. 


WasHINGTON — The on-again-off-again 
hopes for lower federal excises appears 
to be definitely settled, for the time, on 
the “off” side. 

Congress, weighing President Truman’s 
request for a partial return to a war-time 
economy, has definitely given up any idea 
of tax reduction in 1950. 

In fact, the turn of events during the 
past month has convinced many of the 
nation’s lawmakers that a “substantial” 
tax rise is now necessary. 

Members of both political parties are 
now agreed that higher taxes are inevitable. 
A “wait-and-see” attitude has been put 
aside by members of both congressional 
tax-writing committees and a “stop-gap” 
raise of taxes is a virtual certainty. A bill 
materially increasing taxes is indicated for 
early 1951. 

After the new Congress convenes in 
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January the legislators will decide what 
the Federal Government needs in the way 
of new revenue. 

Aside from the subject of new and 
higher taxes, several other White House 
proposals of interest to businessmen are 
due to be decided soon by Congress. These 
include: 

1—A $10 billion increase in federal 
spending for defense purposes. 

2—A sharp increase in the drafting of 
manpower, and the calling up of some 
reserve personnel. 

3—Government allocation of scarce ma- 
terials, including steel, tin, copper, lead, 
zinc, and other strategic commodities. 

4—Government limitation of these ma- 
terials for “essential” purposes, and re- 
strictions on inventories. 

5—The exercise of “great restraint” by 


ORE TAXES ASKED—EXCISES STAY 
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THE LATEST VICTIM OF COMMUNIST AGGRESSION 
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the Federal Government in utilizing both 
manpower and materials. 

6—Reimposition of Regulation W by the 
Federal Reserve Board, thus requiring the 
buying public to make substantial down 
payments, and limiting the length of time 
permitted for installment payments. 

7—Government loans for new plants and 
expansion of existing plants needed in the 
mobilization effort. 

Mr. Truman’s message to Congress last 
month on the subject of military and 
civilian mobilization did not ask for price- 
control or rationing at the consumer level. 
White House advisers have indicated that 
they feel such controls are not necessary 
“at this time,” but the President empha- 
sized that if a sharp rise in prices should 
make it nesessary, he would “not hesitate 
to recommend .. . price control and ra- 
tioning.” 


TAFT FOR TAX RISE 


As Senator Robert A. Taft (Republican, 
of Ohio) expressed it, “War today, even 
a war with a few Korean Communists, is 
infinitely expensive. We cannot have both 
guns and butter. 

“If we engage in war, either we have to 
abandon a lot of the nice things we would 
like to have and cut expenditures, or our 
people are going to have to pay a lot more 
taxes,” he stated. 

Prior to its decision to forego a tax- 
cutting bill this year, the Senate Finance 
Committee heard testimony from Arde 
Bulova, chairman of the board of the 
Bulova Watch Co., New York, on the be- 
half of the watch and jewelry industry. 
Mr. Bulova criticized the House-passed 
tax-reduction bill as providing partial re- 
lief for 18 of the 27 industries concerned, 
but leaving untouched $1.2 billion in dis- 
criminatory taxes. 

“The reduction of excises does not elimi- 
nate the discrimination, it only changes 
the shape,” he declared as he cited numer- 
ous instances of discrimination among the 
same or similar products, businesses, and 
consumers. 

He challenged the Treasury’s thinking 
that if excise tax collections are high, busi- 
ness must be good. Increased receipts from 
the jewelry field during the past year were 
the result of watch sales at half-price on 
which the industry suffered substantial 
losses, he said. 
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The International Silver Co. 
Raises Retailers’ Discount 


Effective August 7, 1950, retailer dis- 
counts on 1847 Rogers Bros. and Wm. 
Rogers & Son flatware will be 40 and five 
per cent, International Silver Co. an- 
nounced. The wholesalers discount remains 
unchanged. 

This change, announced July 10, will 
constitute a revision in the minimum 
wholesale fair trade price in all states 
where fair trade contracts are in force. The 
effective date corresponds approximately 
with the release of the new “Daffodil” pat- 
tern. 

Also effective on this date will be the 
company’s new policy of not shipping any 
of its merchandise prepaid. This includes 
flatware and hollowware in 1847 Rogers 
Bros., Wm. Rogers & Son and (Anchor) 
Rogers (Anchor) Sterling. 


The company has taken this position be- 
cause it believes that quick,. convenient 
regional stock service is essential to any 
successful system of wholesale distribution 
and that prepayment not only tends to 
undermine such service but is an unneces- 
sary expense in view of the increased mar- 
gin of profit to the dealer. The company 
stated that compliance with this policy may 
present some practical difficulties but it is 
confident that the policy can be accom- 
plished by the individual wholesaler with- 
out defining local boundaries or prescrib- 
ing ways and means. 


International reaffirmed that price main- 
tenance at both wholesale and retail level 
continues to be, as it has been for over 16 
years, a fundamental part of its distribu- 
tion policy. 





Platinum Unavailable 
From Regular Sources 


Jewelry manufacturers seeking platinum, 
were at press time unable to obtain it 
from usual ‘sources. This is because re- 
finers’ supplies were exhausted. 


Manufacturers were advised that “some” 
was expected around August and that if 
the supply materializes it would be made 
available at that time. 


No government regulations at this writ- 
ing apply to platinum, but the trade ex- 
pectation of some such regulations, plus 
anticipatory buying beyond ordinary needs, 
have left the suppliers with no stock. 





Word Awaited on 
Waltham Reopening 


The market (curb) performance of Wal- 
tham Watch Co. stock during the week 
preceding J C-K press time was such as to 
suggest that progress was being made in 
resolving the reorganizational differences 
between the Federal Court and the RFC. 
(The stock listed on July 20 at $1.50 a 
share, had sold for as low as 25 cents 
during the year.) 


Legal tangles still had delayed the early 
reopening of the company, even though the 
latest reorganization proposal had received 
the approval of Federal Judge George C. 
Sweeney who has conducted a long series 
of hearings since the century-old plant 
closed jast February. 

The new snarl developed on July 13 
when counsel for the RFC stated that this 
federal agency would appeal Judge Swee- 
ney’s order which authorized the court- 
appointed trustees of the watch company 
to take possession of the plant and reopen 
it. 

CASH BEING HELD AS SECURITY 


Holding that the $500,000 in cash being 
held by the RFC as security for its loan 
of $4,000,000 is “the property of the RFC,” 
Attorney Harry Bergson, special counsel 
for the RFC, said that organization would 
not turn the money over to the trustees of 
the watch firm. 


Bergson informed the three court-ap- 
pointed trustees, the same three appointed 
by Judge Sweeney for the first reorganiza- 
tion—Judge Jacob J. Kaplan, and _ attor- 
neys Daniel J. Lyne and C. Keefe Hurley 
—that “we are not going to turn over that 
money.” 

The order, signed by Judge Sweeney in 
Federal Court on July 12, directed the 
RFC to deliver to the trustees “any and all 
property of the debtor which is now or 
may hereafter be in the possession of the 


RFC.” 


Attorney Lyne, interpreting Judge Swee- 
ney’s order, said it called on the RFC to 
turn over all Waltham company property, 
including the $500,000 in cash held in local 
banks. 


However, the latest action taken by the 
RFC on July 13, now threatens delay to 
the plan of the trustees for an early re- 
opening of the plant, which was closed on 











To Subscribers Making Change of Address 


When reporting a change of address, please be certain to send 
your old address as well as the new. Copies mailed to the 
old address will not be forwarded by the Post Office unless 
extra postage is sent to the Post Office by the subscriber. 
To avoid such expense and make sure of receiving your 
copies promptly, notify us six weeks in advance. Send your 
change of address to: The Jewelers’ Circular-Keystone, Sub- 
scription Dept., 100 East 42nd Street, New York 17, N. Y. 
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Feb. 2, 1950 by the RFC because of a 
default in the payment of an interest jp. 
stallment by the watch company on jts 
loan from the RFC. 

The $500,000, which the RFC contends 
is collateral, was planned to be used by 
the trustees as initial working capital fo; 
the reopening of the plant on a small 
scale, pending the acquisition of additional 
capital later on in accordance with the re. 
organization plan approved by the Federal] 
Court. 

Except for this cash, there is only an ip. 
significant amount of funds available 
according to Mr. Lyne. 

“As I read the order of the court,” Berg. 
son said on July 13, “it says that when we 
are requested to do so by the trustees we 
must turn over to them the property be. 
longing to the watch company. That $500.. 
000 does not belong to the Waltham Watch 
Company. Our contention is that it belongs 
to the RFC.” 

An appeal from the order had not been 
definitely decided upon, either, Bergson 
added, although “the likelihood is that 
there will be some sort of an appeal. Just 
what form it will take has not been yet 
decided upon.” 

The three court-appointed trustees, on 
July 24th formally requested the RFC to 
turn over all assets of the company, spe- 
cifically mentioning the $500,000 in cash. 

A plan for reorganization, advocated by 
the stockholders, included, besides the 
three court-appointed trustees, Teviah 
Sachs, former vice-president in charge of 
sales for the company. 

Meantime, a proposal that the govern- 
ment take over and operate the plant in 
the interest of national defence was made 
in Washington by Representative Edith 
Nourse Rogers (R) of Mass. 

About six weeks after the plant closed 
last February, some 80 workers returned 
to their jobs to handle a clock order from 
the Air Force. While they worked on July 
12, a fire broke out in a third-floor heat 
treating room setting off an automatic 
sprinkler system. The water caused con- 
siderable damage to machinery in the 
factory, estimated by an RFC examiner at 
about $10,000. 


—— - 


J. M. McEntee & Sons, Inc. 
Complete Remodeling Program 


J. M. McEntee & Sons, Inc., re-opened 
their enlarged store at 413 S. Boston Ave. 
Tulsa, Okla., July 10th. It has been com: 
pletely remodeled and redecorated at a cost 
of approximately $50,000. 

A store slogan displayed while the re- 
modeling was in progress reveals the mo- 
tive behind the expansion. It read “Me- 
Entee’s believe Tulsa to be the New York 
of this part of our United States, and we 
forsee the development of Boston Avenue 
into a Tulsa Fifth Avenue.” 

The store is under the management of 
Mr. and Mrs. Chas. Filtsch. Mrs. Filtsch 
is the grand-daughter of J. M. McEntee 
of Muskogee. He is still president of the 
institution, at the age of 92. In addition to 
the Tulsa store, which was founded in 
1928, the firm operates other stores 1 
Muskogee and Oklahuma City. 
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International to Show New Lines 
At Both National Conventions 


The products of the International Sil- 
ver Co., including three new patterns in 
the company’s leading lines, will be prom- 
‘nently displayed at the coming ANRJA 
and NACJ conventions. In New York, 
August 14-17, the entire Sert Room of the 
Waldorf-Astoria will be occupied by Inter- 
national Silver Company displays. In 
Chicago, at the Hotel Stevens, August 27- 
31, both the upper and lower Tower Ball- 
rooms will hold major exhibitions of the 
.ompany’s products. 
ere ie Bros. will introduce “Daffo- 
dil,” the first new pattern in this line for 
three years. It will be promoted nationally 
with the largest advertising expenditure 
ever devoted to a new silverplate pattern, 
company officials said. 

International Sterling will unveil two 
new patterns, “Brocade” and “Blossom 
Time.” They will be introduced to the 
public through full-color three-page inserts 
which will appear in national magazines. 

Also shown will be a complete display 
of many interesting new items and mer- 
chandising units in several flatware and 
hollowware lines. 


RS AED 


Krause Named O & B President 


The appointment of Edwin B. Krause 
as president of Ostby & Barton Co., man- 
ufacturing jewelers of Providence, R. L., 
has been announced by Eugene Kingman, 


EDWIN 8. 
KRAUSE 


Appointed 
President of 
Ostby & Barton 
Company 





chairman of the O & B board of direc- 
tors. Mr. Krause was formerly O & B 
vice president and general manager. 

N. G. Anitole is vice president and sales 
manager. 





Barnes Joins Guild Staff 


Ralph Barnes, Jr., formerly of F. G. 
Henry & Co., New York City, has joined 
the staff of the Sterling Silversmiths Guild, 
trade association of sterling silver manu- 
lacturers, with offices at 551 Fifth Ave., 
New York City. 

A graduate of the University of Penn- 
sylvania, Mr. Barnes is scheduled to de- 
part soon on an extended trip across the 
country, calling upon retail dealers of 
sterling silver. He will serve dealers in an 
advisory capacity, describing the scope and 
objectives of “Sterling Salesmanship”— 
comprehensive retail sales training pro- 
gram which the Guild is launching this 
Fall for the benefit of sterling silver 
dealers and their sales people. 
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Cars keep rolling off line 
when parts “fly” to the job 
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increased production at a West Coast assembly line caused a parts shortage. 
Shipment in transit was located at St. Louis in late afternoon and Air Expressed 
to coast. Delivered 5 A.M. next morning. Speed like this keeps production rolling, 
lets you meet every delivery date. Shipping charge for 50-lb. carton: $24.56. 





You get door-to-door service induded 
in the low rate. This makes the world’s 
fastest transportation method conven- 
ient and easy to use. Specify it regularly 
to keep customer service high—and 
high-cost inventories low. 











Shipments go on all Scheduled Airline 
flights. Speeds up to 5 miles a minute— 
dependable service, experienced han- 
dling. For fastest shipping action, phone 
Air Express Division, Railway Express 
Agency. (Many low commodity rates 
in effect. Investigate.) 


Air Express gives you all these advantages: 


World’s fastest transportation method. 

Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 22,000 off-airline points. 
Experienced Air Express has handled over 25 million shipments. 


Rates include pick-up and delivery door 
to door in all principal towns and cities 





A service of 
Railway Express Agency and the 
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‘Providence is Jewelry Capital of World’ 
NEMJE&SA Booklet Tells Visiting Newsmen 


Opinion leaders who happen to visit 
Providence are not being allowed to leave 
without hearing about the important place 
Providence holds in the jewelry manufac- 
turing field. 

The New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association has printed 
a booklet that is placed in the hands of 
all such people visiting the city. It’s dis- 
tribution is largely through hotels when 
it is known that opinion leaders indi- 
vidually or in groups are stopping there. 

The first use of the »booklet was in late 








June when the Newspaper Editors of 
America were meeting in Providence. 

Each one in the group, whether man, 
woman or child, was presented with a 
piece of jewelry in the hotel room on 
the first night of their stay. 

Along with the package containing the 
jewelry was the pamphlet, “Mr. and Mrs. 
Jones—Meet Your Jewelers.” 

It tells of the growing desire to own 
and wear jewelry and of the miracle of 
producing high fashion jewelry at low 
cost which has been wrought by skilled 











for the jeweler 


Every day the B A & Co. Catalogue is at 
hand ready to be of service when some- 
thing needed is lacking in stock. Through 
the years it has kept pace with the require- 
ments of changing demands. Make it a 


helpful friend. 


BENS. ALLEY & (0.. Ine. 


SILVERSMITHS BLDG. - 18°. WABASH AVE. + CHICAGO 3, ILL. 
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New England designers and craftsmen jy 
the manufacturing jewelers’ plants of the 
Providence area. | 

“Beginning with silver buckles after the 
Revolutionary War, this great Providence 
industry has grown to include nearly 
30,000 artisans in 600 firms, which today 
are jewelers to the Joneses . . . and jewel. 
ers to the world,” it relates. 

“Eight out of ten pieces of jewelry 
bought by Mr. and Mrs. Jones in the 
U. S. last year were designed and fash. 
ioned by skilled craftsmen in the Proyj. 
dence area,” it points out, adding: “More 
than half the world’s supply of jewelry 
flows in a sparkling stream from the same 
fountain of fashion. 

“Mrs. Jones knows that Providence 
jewelers lead in setting new original styles 
for her personal adornment, creatively 
keyed to the latest modes of New York 
and Paris dress designers. Mr. Jones de. 
mands Providence accessories because he 
values distinctive design and fine work. 
manship.” 

When the newspaper editors visited 
Providence the manufacturing jewelers 
pointed out the hardship being experienced 
as a result of the long-enduring war. 
imposed excise tax. 

Each in the group was given a booklet 
entitled “Memorandum to the National 
Committee For Repeal of Wartime Excise 
Taxes” prepared by Beardsley Run. 


After the editors had returned home a 
number of letters were received acknowl. 
edging the gifts of jewelry and also wit. 
nessing to the effectiveness of the associa. 
tion’s publicity program. 

A number said they had no idea of 
the hardship that was resulting from the 
hangover of war excises on jewelry manu: 
facture into a peacetime economy. Sev- 
eral said they had made up their minds 
to be vocal on the subject of repeal in 
their editorial columns. 


As a result the New England Manufac. 
turing Jewelers’ & Silversmiths’ Associa- 
tion is determined to carry their message 
to every opinon leader that visits Provi. 
dence. 


Joe Little, Silverware Authority, 
Undergoes Serious Operation 


Joseph D. Little, for many years active 
in the field of silverware and a recognized 
authority on the subject, recently under 
went a serious operation at St. Mary’ 
Hospital, at his home town of Huntingtos, 
West Virginia. 

According to a letter from his wife tr 
ceived here, Joe’s fighting heart carried 
him through and he is now on the road 
back to health. 

Joe, as he is widely and affectionately 
known throughout the jewelry industry 
is now 82 years of age. For many year 
he was connected with the Internation 
Silver Company, until his retirement 5 
eral years ago. He made silver his hobby 
and became an authority on the subjed 
for which he is recognized today. 

We know his many friends throughot! 
the trade join with us in wishing Joe # 
speedy and complete recovery. 
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JIC Issues Special Releases 
To Promote Jewelry Remodeling 


To stir up public interest in jewelry re- 
modeling, the Jewelry Industry Council has 
sent information on the subject in the form 
of two special releases to more than 600 
newspapers which have fashion and wo- 
man’s page editors. 

In a recent issue of the Council’s News 
Bulletin, Martha Percilla, JIC Fashion 
Director, suggests that retail jewelers capi- 
talize on the publicity given these releases 
by interesting their customers in jewelry 
remodeling during the summer months. 

“Don’t overlook the possibilities of cap- 
turing the jewelry remodeling business,” 
Miss Percilla cautioned. “It not only offers 
opportunity to build new store traffic dur- 
ing slack seasons,” she added, “but it 
affords you the chance to give a customer 
personalized attention and build the kind 
of confidence and friendship which invari- 
ably will bring her back to your store the 
next time she has a jewelry purchase in 
mind.” 

These jewelry remodeling releases and 
other publicity material about the jewelry 
industry, its products and its services, are 
widely distributed by the Jewelry Industry 
Council to publications and radio stations 
throughout the nation. They comprise but 
a small part of the Council’s activities to 
make the public more jewelry conscious 
and more aware of the prestige, integrity 
and good taste assured by a package from 
the Jeweler’s. 


Bulova Names 
Flanter 
Sales Promo- 
tion Manager 
ADRIAN FLANTER 





John H. Ballard, president of the Bulova 
Watch Co., announced that Adrian Flanter 
has joined the organization in the position 
of sales promotion manager. 

Flanter has been associated with the 
jewelry industry for many years. 


Florida Watchmakers Ass'n. 
To Convene in Orlando 


The largest attendance on record is 
anticipated at the fifth annual convention 
of the Florida State Watchmakers Asso- 
ciation, according to M. M. Segal, presi- 
dent of the association. The convention 
will be held on September 2, 3 and 4 at 
the Orange Court Hotel in Orlando. 

Taking advantage of the Labor Day 
weekend, the convention program has been 
planned with careful attention to fast- 
moving, well-organized meetings for the 
benefit of the delegates, members and their 
Guests. Speakers of national prominence 
will address the members of the conven- 
tion during the busy three-day session. 

The Orlando Guild, sponsors of the 
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event, have made arrangements to enter- 
tain the wives of the visiting members 
and delegates. 


Gullett Made Parker Pen S.M. 
The Parker Pen Co. of Janesville, Wis., 


has announced the appointment of David 
H. Gullett to the post of general sales 
manager. In addition to his new respon- 
sibilities, Mr. Gullett will continue as 
Janesville division sales manager, a posi- 
tion he has held for ten years. 

Mr. Gullett came to Parker 22 years ago 
from Texas. He started in the southwest 
as a salesman. One of his first duties as 
sales manager will be to supervise distri- 











bution of four_newly developed pen prod- 
ucts, including the company’s first pen 
entry in the low price field in sixteen years. 


Miller Bros. Mail Brochures 


Two attractive mailing pieces, picturing 
and describing its lines of watch straps, 
were issued recently by the Miller Brothers 
Watch Strap Manufacturing Co., Cincin- 
nati, Ohio. One of the mailing pieces 
describes the firm’s “Little Ranger” 
watch straps for juveniles, and the other 
contains detailed descriptions and a price 
list of the company’s “Chic” line of watch 
straps. 
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New Jersey Jewelers 
Elect Lebson President 


With the swank Claridge Hotel in At- 
lantic City as headquarters, the New 
Jersey Retail Jewelers Association staged 
one of its most enjoyable conventions in 
the 41 years of its existence on June 24 
to 26. 

Once again, William Schoppy, of At- 
lantic City, as convention chairman, pre- 
sented a series of events which won the 
approval of those in attendance. Starting 
with a reception to the outgoing presi- 
dent, Henry C. Gelula, in the form of a 
cocktail party in his spacious suite at the 





Claridge on Saturday evening, the gather- 
ing gave jewelers, manufacturers’ repre- 
sentatives and wholesalers an opportunity 
to enjoy the many advantages of Atlantic 
City and at the same time informally dis- 
cuss the problems of the industry. 

An elaborate banquet preceded by a 
cocktail party on Sunday evening in the 
beautiful Trimble Hall, was marked by 
music, entertainment and dancing, and 
a notable lack of fancy speeches. Ap- 
proximately 100 door prizes were drawn 
for by Executive Secretary Horace Blitz 
and distributed to the assembled diners. 

The banquet marked the presentation of 
the association’s new president, David 
Lebson of Englewood. Other officers in- 
clude Louis C. Dorn, Camden, vice presi- 
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EASY FLOWING 


SOLDER 
‘‘Best on Earth’’ 


Recommended for use with 
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A solder for every Jewelers’ need. 
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@ A complete line of quality Jewelers’ Findings 
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dent; Edward Geiger, Jersey City, vice 
president, and Ralph M. Fava, Paterson 
treasurer. Horace Blitz of Atlantic City 
was re-appointed executive secretary, 


The Board of Trustees of the New 
Jersey RJA are: Henry C. Gelula, chair. 
man; L. J. Rad; Louis Haimann; William 
Schoppy; Bertrond A. Weber; Robert 


Marcus and Louis Rosenstein. 


After a short meeting of the Board of 
Trustees on Sunday, a general meeting 
was held on Monday morning featuring 
a report of the association’s legal counse] 
Col. Daniel DeBrier, who gave a vesuiaie 
of his first year’s activities. 


KIND OUTLINES ANRJA ACTIVITIES 


Oscar Kind, Jr., vice president of the 
Middle Atlantic Region, American Na. 
tional Retail Jewelers Association, pointed 
out the importance of electing competent 
men to office in a state association and 
congratulated the group on its selection 
of David Lebson. He concluded his talk 
by outlining the program of activities 
which the national association has sched- 
uled on behalf of the industry. 


Arthur G. Mathews, promotion manager 
of the Jewelry Industry Council, traced 
the recent growth of trade associations 
and pointed out how the jeweler can com- 
pete with other fields and _ still obtain 
his share of the business. “Give more 
thought to your store,” suggested Mathews. 
“Make it a friendly store and work in 
harmony for unity of action.” 


DISCUSSES ‘QUEEN OF ALL GEMS' 


David Goldstone, vice president of the 
Imperial Pearl Syndicate, presented an 
interesting address on the origin and his- 
tory of the cultured pearl industry. He 
deviated slightly from his original subject 
to advise the jewelers attending on how 
to capitalize on what he termed the “queen 
of all gems.” 

Mr. Goldstone suggested that retail 
jewelers take a lesson from department 
stores, who through extensive advertising 
and promotional campaigns, have upped 
their yearly sales of simulated pearls to a 
total of approximately $50 million. Jewelry 
store sales figures do not indicate that 
jewelers got their share of the pearl mar- 
ket. Retail jewelers can make gains in 
their annual volume of pearl sales, Mr. 
Goldstone concluded, if they give them 
the promotion they deserved based on their 
sales potentialities and if they will set-up 
a separate budget for pearl promotion 
alone. 

Robert C. Harter, of Life magazine, 
concluded the session with an interesting 
visual presentation on merchandising in 
the jewelry field. A luncheon wound up 
the two-day session which was highlighted 
by a special showing of the $7,000,000 
jewel collection of Harry Winston in 
cluding the famous Hope and Jonker 
diamonds. 





q Hy. Goldman and Mal Indeck have 
opened a new store in Lynn, Mass., to be 
known as the Armel Jewelry Co. 
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Fashion Editors Attend Party, 
Try On Famous Diamond Tiara 


On the evening of July 13th, N. W. 
Ayer & Son, advertising agency for De- 
Beers Consolidated Mines, Ltd., invited a 
group of about 70 fashion editors from all 
over the country, who were in New York 
for a week attending a series of fashion 
shows, to attend a performance of the 
Broadway hit “Gentlemen Prefer Blondes.” 

The theme of the musical comedy is 
that “diamonds are a girl’s best friend,” 
the name of the hit song of the show. 
From this appropriate background the 
party moved from the Ziegfeld Theatre to 
the Plaza Hotel where there was a dazzling 
exhibit of diamond creations from Van 


Cleef & Arpels. 
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DIAMONDS FOR LITTLE ROCK: Carol 
Channing, who sings “I'm Just a Little Girl 
from Little Rock," shakes hands with Nell 
Cotnam, fashion editor of the Arkansas 
Garette of Little Rock, one of the hundred- 
odd fashion editors who were guests of N. 
W. Ayer & Son at a supper party at the 
Plaza in New York. 


Carol Channing, the comedienne of the 
show, who sings the theme song “Diamonds 
are a Girl’s Best Friend,” was feted at the 
supper. She was most cooperative in posing 
with the visiting editors while each of 
them was photographed wearing the origi- 
nal diamond tiara made for Empress Jo- 
sephine. Miss Channing’s stage tiara, which 
figures amusingly in the play, is a dupli- 
cate of the original. The original diamond 
diadem was loaned for the occasion by the 
owner, Van Cleef & Arpels. 

Fascinated by the wearing of Josephine’s 
original tiara and posing for photographs 
with Miss Channing, it was evident that 
much local newspaper publicity throughout 
the country would result from the activities 
at the supper party, which lasted well into 
the night and was enjoyed by everyone 
present. 





Handy & Harman Opens Annual 
Silversmithing Conference 


The fourth national Silversmithing Work- 
shop Conference for art teachers which 
Handy and Harman, fabricators of precious 
metals, organize and sponsor each summer 
as part of their non-profit educational pro- 
gram, will be held this year at the School 
for American Craftsmen, a department of 
the Rochester Institute of Technology in 
Rochester, New York. 
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The intensive four-week session opened 
July 31. Reginald H. Hill, noted British 
silversmith, will conduct the conference 
which will be under the direction of 
Margaret Craver, consulting silversmith to 
the company. 

Each year an art jury selects a limited 
number of teachers for the workshop con- 
ferences. The jury judges them on their 
feeling for design rather than accomplish- 
ment in metal. They must hold teaching 
posts at universities, colleges, art schools 
or high schools in the U. S. and Canada. 

The conferences were organized to pro- 
vide advanced training for teachers and 
enable them to return to their posts and 
expand their own teaching programs. 
Three groups of past conferees turned 
their creative expression to silver as an art 





medium and now form a nucleus for the 
revival of the art of silversmithing in this 
country. 


Alumni Group Appoints Henshel 


Col. Harry D. Henshel, vice-president 
of the Bulova Watch Co., has been named 
an honorary vice-chairman of a group or- 
ganizing the New York City Chapter of 
the Brandeis University Associates, it has 
been announced. 

The Brandeis University Associates, or- 
ganized in 20 states across the nation, 
serve the Waltham, Mass. institution in 
the role of “foster alumni.” Brandeis Uni- 
versity, the first non-sectarian university 
in the Western Hemisphere to be estab- 
lished under Jewish sponsorship, will grad- 
uate its first class in June, 1952. 
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Results of Elgin Survey 
Show Sales Training Need 


In a project aimed at helping retail 
jewelers increase their watch sales, Elgin 
National Watch. Co. has just completed 
a shopping survey, the results efi:which 
highlight sales-training problems facing 
retailers in a highly competitive ‘.market. 

The survey was made among metropoli- 
tan and smaller-city jewelry and depart- 
ment stores. It was conducted by an inde- 
pendent research organization for Elgin. 

Commenting on the study, Andrew L. 
Rowe, vice president in charge of sales, 
said Elgin believes its information is suf- 
ficiently conclusive to suggest a need for 
sales training activity. 








No conclusive data on watch brand pref- 
erences among clerks could be developed, 
he said, because of general hesitancy 
among...clerks questioned on this point. 

Points mentioned in the report include: 

1. Few clerks tried to sell style posi- 
tively. Many failed to state a style pref- 
erence from among watches on display, 
apparently waiting for the customer to 
choose. Of those who mentioned style, 
the majority merely remarked that the 
watch was “stylish.” 

2. The number of clerks who suggested 
trying on the watch was very small. A 
few tried it on themselves to show the 
customer how it would look on the wrist. 

3. Knowledge of the product was found 
to be alarmingly meager. 

4. Clerks did not know definitely what 
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function jewels: had in a watch: Some: 
understood that they served as bearings 
but only a few translated this knowledge 
into customer benefits such as accuracy, 
long life and long-run economy. 

5. Sales openings were uniformly weak. 
There was a general tendency to begin 
by asking if the customer “had anything 
in mind.” Then the buyer was often asked 
what price he wanted to pay. If the shop- 
per had nothing definite in mind either 
as to price or brand, the clerks in many 
instances seemed at a loss. 

6. Few of the clerks seemed to under. 
stand the customer’s needs. Shoppers mak. 
ing the survey reported lack of ability or 
desire to do more than show watches and 
answer questions. 

7. Too many watches were brought out 
and left on the counter, making it difficult 
for the customer to reach a final decision. 

8. Trading up was seldom attempted. 
Hints that the shopper would like to see 
something better and higher priced were 
often disregarded by salespeople. 

9. The store’s reputation, its services 
and credit policies, the guarantee it gives 
a watch, were used as sales points very 
seldom. 

10. Clerks are losing sales by not sug- 
gesting other items. When the shopper was 
looking for a gift and couldn’t decide on 
a watch, the clerk failed to suggest other 
items in the store. 





Pin Presented to Harold Lloyd 


The Salaam Temple, Newark, N. J., re- 
cently presented the Past Imperial Po- 
tentate button shown below to Harold 
Lloyd, famous movie comedian of earlier 
film days. 





Designed and manufactured by Weffer- 
ling, Berry & Co., Newark, N. J., this 
ornate emblematic platinum pin is beau- 
tifully enhanced with five baguette and 
eleven round diamonds. The five gleam- 
ing stars (end stars are gold, center stars 
are silver) at top of button indicate Mr. 


Lloyd’s high office. 





A. Drummond Completes Course 


Alfred Drummond of the Tilden-Thurber 
Corp., Providence, R. I., recently attended 
a merchandising course at the International 
Silver Co., Meriden, Conn. 

In addition to visiting the sterling and 
plated hollowware and flatware factories 
he also visited the design and research 
departments. 

He was one of a group of store repre- 
sentatives especially selected to take ad- 
vantage of this educational feature. He 
was the guest of International Silver dur- 
ing his stay in “The Silver City.” 
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JVC Alert to Developments 


Under date of July 17th, a letter signed 
by G. H. Niemeyer, chairman of the Jewel- 
ers Vigilance Committee, was sent out to 
some 15,000 jewelers throughout the nation 
informing them that present conditions 
preclude action now on the jewelry excise 
tax. An accompanying letter from Leon J. 
Engel, chairman of the Jewelry Industry 
Tax Committee, cited but a small part of 
the work done in the effort to secure ex- 
cise tax relief. 

In his letter, Mr. Niemeyer stated that 
efforts for the elimination of the excise tax 
will be continued at the opportune time. 
“The industry should be grateful to Mr. 
Engel and to the member of his commit- 
tee,” he declared, “and frankly, I feel to 
the Jewelers Vigilance Committee as well, 
because the Jewelry Industry Tax Commit- 
tee is a standing committee of the Jewelers 
Vigilance Committee from whose treasury 
Tax Committee expenses have been paid. 


G. H. NIEMEYER 


Chairman 
of the 
Jewelers 
Vigilance 
Committee 





“Tax work is but one of the activities of 
the Jewelers Vigilance Committee,” Mr. 
Niemeyer, continued. It covers many 
fields: 

JVC has in the past, and will now again 
as emergency and necessity arise, concern 
itself with government action pertaining to 
restrictions on our industry; 

JVC meets promptly any situation which 
imperils any broad interest of our trade; 

JVC protects the prestige of and en- 
deavors to maintain public confidence in 
the jewelry industry; 

JVC fights any discrimination against 
our trade through taxation or any other 
governmental action; 

JVC helps maintain fair competition 
within the industry; 

JVC develops and helps maintain trade 
standards on the highest possible level; 

JVC assists in the prosecution of viola- 
tors of our marking and advertising laws; 

JVC assists governmental agencies in 
the establishment of rules for fair and 
equitable conduct; 

JVC assists government in combating 
smuggliag and _ protects. our industry 
from it; 

JVC keeps the trade informed of laws 
and regulations affecting its business. 

‘. hope you will agree with me,” Mr. 
Niemeyer said in conclusion, “that the 
Jewelers Vigilance Committee should be 
supported by every manufacturer, im- 
porter, wholesaler and retailer. I do not 
hesitate to ask that you send a liberal con- 
tribution, for you are among those who 
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benefit from the work which has been done 
since 1913 and which continues to be 
carried on today.” 





New Trading Center in N. Y. 


The Canal Jewelers Exchange, which is 
claimed to be the largest diamond center 
in the country, opened on June 19th in 
New York City. This new trading center, 
located at 185 Canal St., is large enough 
to provide facilities for 51 dealers in its 
modern six-story building. On the mezza- 
nine alone, with 1200 square feet of floor 
space, there are five offices; 72 others in 
the main part of the building offer ample 
space. A large, air-conditioned lounge, 





restaurant, and rest room facilities are fea- 
tured on the main floor. 

The lighting system is unique, featuring 
a glass “egg crate” ceiling with a combi- 
nation of incandescent and fluorescent 
lighting eliminating lights over the indi- 
vidual booths. Large photo murals depict- 
ing all phases of diamond, jewelry, and 
related activities cover the main interior 
walls. 

Protection against theft consists of a 
tremendous L-shaped vault containing 
strong boxes with individual combinations. 
The vault is pressurized so that tampering 
or opening in advance of time-lock settings 
activates an alarm system. In addition, 
each booth has theft and hold-up alarm 
installations. 
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ment is polished and reviewed an- 
nually to insure steady turn-over of 
each design featured. 





Here’s what you get with your 
initial order of twenty Rings-O- 
Bliss matched wedding sets... 


Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again at 
An eye-catching tray .. . no extra cost, just part of our ex- 
grain-leather, velvet-lined; the per- tensive service-to-dealers program. 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
A complete line of high quality, the eyes of potential buyers. All 
fast-moving sets in all sizes. Assort- yours with Rings-O-Bliss. 


Write for beautiful new 1950 catalog of Bliss Rings 
A few choice territories available in 1950 for established salesmen 
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Jewelry Products of Marshall Plan Nations 
To be Exhibited in Important U. S. Cities 


For the remainder of this year and 
probably for an indefinite period, retailers 
and their buyers will have first hand op- 
portunity to inspect jewelry, giftware and 
other handicraft and products which west- 
ern Europe hopes to market in the United 
States to raise dollar credits. 

An extensive program designed to take 
sample products on tour, so to speak, has 
been planned with the help of Marshall 
Plan officials. One phase of the program 
is already under way with the cooperation 
of American department stores. Another 
phase calls for displays to be staged in 





key cities. An important part of the pro- 
gram will be participation in the Inter- 
national Trade Fair to be held in Chicago 
this month. 

Three countries have already begun to 
stage exhibits in American cities. Belgium 
has placed displays in Chicago, Kan- 
sas City, Dallas and New Orleans. The 
program includes similar displays to be 
placed in Los Angeles, San Francisco and 
Seattle this coming Fall. 

A semi-official Italian agency has been 
exhibiting native handicraft in New York 
and has also placed small displays with 
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PLAN WITH ALL-TIMER PROMOTIONS — THEY'RE SURE 


PLUS-Powertul Advertising Service 


Tested newspaper mats and art in black and white and two or four 
colors—direct mail pieces—publicity releases—and promotional 
counsel are available to you at no added cost. 


PLUS-Self-Liquidating Payment Plan 


Yes, a pay-as-you-collect payment plan to help you open new 
accounts in any number without strain on your cash position. No one 
—but no one—offers such a proven complete merchandising, adver- 
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department stores over the nation. Cultura] 
and industrial products of the Netherlands 
were put on display in Philadelphia jp 
May. Plans are to move on to other 
important cities. 

Typical of programs to capture more 
of the American market are the plang to 
take part in the Chicago trade fair, 4). 
though a third of the available space 
will be occupied by American exhibitors, 
largest portion allotted to any individual 
country, the highest percentage of total 
space has been reserved for Marshall Play 
nations. About 60 per cent of all display 
space will be occupied with consumer 
goods. 

Jewelry displays are expected to be the 
most colorful of the Fair. In addition to 
gems from the Low Countries and fine 
gold and silver jewelry from Denmark. 
there will be watches from Switzerland 
and costume jewelry made in Austria. 
Displays from countries other than West. 
ern Europe will include emeralds from 
Columbia, precious stones from India, 


silver filigree craftsmanship from Egypt, 
and diamonds from Ceylon. 





This matching set of ring, bracelet and 
brooch from Evald Nielsen of Copenhagen, 
Denmark, will be among the many jewelry 
items to be shown at the First United States 
International Trade Fair August 7 through 
20 in Chicago. Almost 50 nations are ex 
pected to participate by the time the Fair 
opens. 


Among the exhibitors will be A. 
Michelson, jeweler to the court of Den- 
mark; Otto Lehner of Vienna; F. Suter 
& Co. of Switzerland; Kohinoor Trading 
Co. of Ceylon, and numerous others. 

Expected to attract attention and po- 
tential American distribution will be dis- 
plays of giftware including Dutch porce- 
lain, old pewter, copper and _brassware, 
and pottery; Austrian silverware and 
jade; sterling from Scandinavian coun: 
tries, and varied products from Hong Kong 
and Egypt. 

Among the giftware exhibitors will be 
Holtzhauser Brothers of Utrecht, Karl 
Bohdaleck of Vienna, Combex Ltd. of 
London, Holger Rasmussen Silver of Co- 
penhagen, Societa Ceramica of Milan, 
Eskilssons of Sweden, and others. . 

Also included will be fine cosmetics, 
not to mention other wide ranges of wares 
from fine cutlery to appliances of all types 
from silver percolators to refrigerators. 

Although the Fair is being held pr 
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marily for producers, retailers, and buying 
agents, officials are not overlooking the 
fact that the general public is the ultimate 
consumer. Specific hours are to be set 
aside to accommodate the thousands of 
such visitors who are expected to be lured 
by a natural curiosity to see for them- 
selves the jewels and other foreign manu- 
factures. 

As added facilities for convenience of 
potential buyers, there will be booths 
manned by customs officials, translators 
and interpreters, and monetary exchange 
experts to help solve any problems and 
speed up possible trading. 


Robert Shipley Completes Tour, 
Returns to L. A. Headquarters 


After a four months’ absence from Inter- 
national Headquarters of the Gemological 
Institute of America, Robert M. Shipley, 
founder, returned to Los Angeles July Ist 
to resume his regular duties as director 
of the nineteen year old educational in- 
stitution. 

Two months of his time away from Los 
Angeles, were spent inspecting the opera- 
tions of the Eastern branch of the GIA 
in New York City, and the functioning of 
GIA Study Groups organized in the East. 
During the remaining two months of his 
absence he visited GIA students, governors, 
and sustaining members of the Institute, 
in parts of the East and Midwest. Prin- 
cipal cities visited during such business 
calls included Washington, D. C., Pitts- 
burgh, St. Louis, Boston, Charleston, Chi- 
cago, Providence, Montreal and Quebec. 

While he was in the East, Director 
Shipley addressed established GIA Study 
Groups and organized a new group at 
Chapel Hill, N. C. These Study Groups 
are presented by the Institute for the 
benefit of correspondence students who 
desire supplementary instruction and con- 
tact with fellow students. 


ee 


Pen and Pencil Manufacturers 
Elect Louis Brown President 


Louis M. Brown, of the Eberhard Faber 
Pencil Co., was elected president of the 
Fountain Pen and Mechanical Pencil 
Manufacturers’ Association at the annual 
meeting of the group held on June 22 at 
the Hotel Statler, New York. He _ suc- 
ceeds Ivan D. Tefft of the Parker Pen 
Co. as president. 

Other officers elected at the meeting 
were: Wilbur K. Olson, W. A. Sheaffer 
Pen Co., vice president; Clinton E. Mar- 
shall, Marshall & Meier, Inc., treasurer; 
Thomas Johnson, Welsh Manufacturing 
Co., secretary, and Charles K. Lovejoy, 
Scripto, Inc., chairman of the executive 
committee. 

Named to the executive committee were: 
Robert E. Blythe, B-B Pen Co.; A. H. 
Berwald, Eagle Pencil Co.; Robert N. 
Wood, Esterbrook Pen Co.; Irving A. 
Kathman, Eversharp, Inc.; George E. Bar- 
tol, Jr. C. Howard Hunt Pen Co.: A. 
Louis Kiebel, Inkograph Co., Inc.; Julius 
M. Kahn, David Kahn, Inc.; W. Clarke 
S. Mays, Jr., Mays Manufacturing Co.; 
Verner R. Larsson, Moore Pen Co.; Sam- 
uel Jacobs, Norma Pencil Corp.; Ivan D. 
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Tefft, The Parker Pen Co., and John F. 
Sullivan, Travelers Pen Co. 

Principal speaker at the meeting was 
James V. Carmichael, president of Scripto, 
Inc., and a former president of the asso- 
ciation. In a very forceful way, he dis- 
cussed the many activities and problems 
of the industry. 

An “open forum” was conducted at 
which many topics of special importance 
to the industry were discussed by the 
members. 


A. E. Nicholas Takes Over 
Possin Co. Jewelry Department 


A. C. Possin Co., wholesale jewelers of 
Milwaukee, Wisc., recently turned over 
their jewelry department to A. E. (Abe) 
Nicholas, who is operating it independently 








as the A. E. Nicholas Co. The firm said 
this move was taken in order to permit 
them to concentrate their efforts over a 
more restricted field. 

Mr. Nicholas, who has 36 years’ experi- 
ence in the jewelry field, has been with 
A. C. Possin Co. for 23 years, lately as 
head of the department which he recently 
took over. 

The A. E. Nicholas Co. will retain the 
offices in which the department has been 
located, Room 714, 213 W. Wisconsin Ave. 
The A. C. Possin Co. will continue under 
the same management and in the same 
offices. 


A. Grossman, repairer for the trade, 
has moved from 887 Bergen St., Newark, 


N. J., to new and larger quarters at 74 
Bank St. 
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New Collection of Timepieces 
Shown by Semca at Preview 


Musical alarm clocks which awaken 
sleepers to the strains of “Oh, What A 
Beautiful Morning,” and “I Love You 
Truly,” were among the new Swiss-move- 
ment timepieces introduced last month by 
the Semca Clock Co., Inc., 30 Irving 
Place, New York, at a press preview show- 
ing at the Plaza Hotel. 


Designed to coax early morning cheer 
even from reluctant risers, a decorative, 
antique-shaped frame houses a music box 
mechanism and a 40-hour, seven-jewel 
movement. The dial simulates a musical 
scale. with gilt clefs spaced around it 
at five-minute intervals between the quar- 
ter-hour numerals. <A _ gilt floral design 





and gilt edging harmonize with the curved 
outlines of the enameled metal case, avail- 
able in blue, maroon, brown, green or 
beige finish. Equipped with a music box 
which plays both tunes in rotation, each 
clock is five and one-half inches high, four 
inches wide, and two inches deep. 

Among numerous other innovations are 
twin dial desk and boudoir clocks. Ideal 
for busy executives, these have faces on 
both front and back, so that persons sit- 
ting on both sides of a desk can tell the 
time simultaneously. Like all the clocks 
featured in the collection, the twin dial 
models are handsomely encased to serve 
an important decorative role in the home 
and office. 

An informative, three-way clock indi- 
cates time, temperature, and weather con- 

















Be Sure To See... 


Victoria—the quality pearl line, attractively packaged, 
nationally advertised. Simulated, Cultured and START- 
O-PEARL Orientals. 


Be Sure To See... 





BOOTH No. 3 


At the Waldorf 
August 14-15-16-17 
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QUEEN OF HAND-MADE PEARLS 


The Victoria Pearl Aquarium. Enter the Victoria 
Guessing Contest and win a valuable prize. 


VicToRIA PEARL CO. LTO. 
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a division of 
S. Nathan & Co., Inc. 


900 FIFTH AVE, N.Y. 19 





ditions at a single glance. Here an eight. 
day, 15-jewel timepiece is centered hg. 
tween a thermometer and a_ barometer 
which are set at slight angles from the 
clock panel for readability and design jn. 
terest. 

Emphasized in the collection were 
mechanical improvements which reduce 
winding to a minimum. An eight-day, 
seven-jewel movement, coupled with 
single key for winding both the alarm and 
the time, is an outstanding feature of 
popularly priced desk, boudoir and traye| 
clocks. 

Diminutive, circular units, small enough 
to fit into the palm of a hand, also have 
eight-day, single-wind movements. Travel 
alarm clocks, too, are similarly outfitted 
to reduce time-schedule problems. 





Elegant brocaded case makes this travel 
alarm clock a decorative boudoir acces. 
sory. Shown above in gold-threaded white 
brocade, with delicate blue, green, and red 
petals, it also comes in black, aqua, coral, 
or blue brocade, all trimmed with gold. 


From the new collection of timepieces by 
The Semca Clock Co., New York. 


Even travel alarm clocks can be given 
a lavish look. A new Semca, covered with 
white, black, aqua, coral or blue brocade 
and embroidered with gold-colored tracery, 
is pretty enough, between trips, for a 
frilly dressing table. Another travel clock, 
in a more familiar pigskin case, has an 
automatic calendar that needs adjustment 
only at the beginning of each month. 

To simplify the problem of winding, 3 
circular wall model has a pull-cord ar 
rangement at the bottom that regulates 
the eight-day, fifteen-jewel movement. 
Measuring 12% inches in diameter, the 
face is circled with cut-out gilt loops and 
leaves. 

All the clocks have silver-finish dials 
and raised gilt numerals. 





Did You Repair This Watch? 


Jewelers throughout the nation aré 
asked by the Police Department of Holy- 
oke, Mass., to examine their records and 
see if they made repairs on a watch o! 
the following description: 

Waltham pocket watch, 7 jewels, nickel 
alloy case, serial number 14761849, cas¢ 
number 31866, and repair number 9698! 
etched directly underneath the case num 
ber. 

If you’ve repaired this watch, pleas 
communicate directly with Timothy 
Grady. Chief of Police, Holyoke, Mass. 
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¢ Congratulations are in order for Mr. and 
Mrs. Harry Belman who celebrated their 
golden wedding anniversary on July 4th. 
Their son, Manny Belman, operates a re- 
tail jewelry store at 1263 Lexington Ave., 
New York, and is president of the Metro- 
politan Retail Jewelers Association. Manny 
is also vice-president of the New York 
State RJA. 

q Also to be congratulated are Mr. and 
Mrs. Albert E. Gardner who celebrated 
their golden wedding anniversary on July 
12th. Mr. Gardner is credit manager of 
the New York office of the Gorham Co. at 
17 Maiden Lane. He has been an employee 
of the Gorham Co. since September 4, 
1894, and is still active with the firm. 

q The Art Craft Jewelry Co., of 1 West 
47 St., New York, is moving to Suite 915 
in the same building. The change gives the 
company three times its present space. 

4 Irwin Kurth and Chas. Hertig, S. A,, 
Grenchen, Switzerland, visited the New 
York offices of the Certina Watch Corp. 
and the Grana Watch Co. of America dur- 
ing the month of July. They expected to 
return to Switzerland the beginning of this 
month. 

q Acon Watch Crown Co. has announced 
its removal to new, larger quarters at 50 


Eldridge St., New York. The new and 
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modern plant incorporates numerous fea- 
tures designed to provide maximum eflici- 
ency per square foot te further increase 
the company’s production of gold filled 
watch crowns. 

q Miss Victoria Kimbell, pearl buyer for 
Theodore D. Sulzer, Inc., 665 Fifth Ave., 
New York, recently left on an eight-week 
trip to Japan to observe the market and to 
buy better quality half-pearls. Miss Kim- 
bell is the originator of the famous $7500 
cultured pearl hat which has been worn by 
many celebrities. The famed headpiece has 
been worn by Mrs. Sloan Simpson 
O’Dwyer, at a charity ball, and Maggi Me- 
Nellis, who wore it on her Easter Parade 
television show. 

q The Kalex Corporation recently moved 
their offices and showroom to new and 
larger quarters at 305 East 46 St., New 
York. This move enables the firm to com- 
bine their offices, showroom and manufac- 
turing operations in a single location. 

q Designcraft Jewelry af 249 East 43 St., 
New York, has taken additional space for 
their executive offices and showrooms at 
76 Madison Ave., New York. 

q Edwards Diamond Co., diamond cutters 
and importers, recently announced the re- 
moval of their office to 10 West 47 St., New 
York. The firm was formerly located at 65 
Nassau St. 





Nathan Consolidates Units 


S. Nathan & Co., 550 Fifth Ave., New 
York, announced that Nathan Lapidaries, 
Inc., has been absorbed within the parent 
organization. However, this is only a tempo- 
rary move to eliminate the necessity of 
sending out two statements to the same 
firms who buy from both concerns. Leo- 
pold Nathan, president of the company, 
emphasized that their stock of stones is 
complete and that they are in a position to 
fill all orders with a minimum of delay. 

S. Nathan & Co. also represents Victoria 
Pearl Co., Ltd., with its line of simulated, 
cultured and genuine pearls. 





Gurfein Completes 
European Tour 


David Gurfein of David Gurfein & Co., 
Inc., with offices at 542 Fifth Ave., New 
York, has returned from an extended tour 
through the European diamond markets. 
Mr. Gurfein visited Antwerp, where his 
company has European offices and went on 
to Amsterdam and London. 

When being interviewed upon his re- 
turn to the states, Mr. Gurfein declared 
that he found merchandise of all types 
definitely firm. He went on to say that the 
outlook for a diamond demand in the 
United States is most reassuring and that 
there is every indication that prices will 
continue to remain firm. 

Mr. Gurfein flew to Europe early in 
June and returned on the Ile de France 
on July 13th. 
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Lane 
Appointed 
At Benrus 


HOWARD P. LANE 


Advertising 
Director 





Oscar M. Lazrus, president of Benrus 
Watch Co., recently announced the ap- 





| 
| 





pointment of Howard P. Lane as director | 


of advertising for the company. 

Lane, formerly advertising manager for 
Ronson Art Metal Works, Inc., assumed 
his new duties at Benrus Watch Co. on 
June Ist. 





Deister & Butler, Inc. 
Stress Diamond Quality in Ad 


Deister and Butler, Inc., 119 North Main 
St., Elmira, N. Y., promoted diamonds 


with an institutional newspaper ad built | 
around the theme: “It’s all in how you | 


feel about-her diamond.” 

Said ad copy: “There is no short cut 
to diamond quality. If you want her to 
have a fine quality diamond, you must 
go where fine diamonds are sold. But re- 
member—size has little or nothing to do 
with beauty and value. It is the quality 
of the diamond that counts.” 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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DIAMONDS 


All Sizes - All Qualities 


Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 17 of April 1950. 


ee ee 














“ORIENTA” 
CULTURED PEARL 
of QUALITY 


.  : ° 
f 





65 NASSA 











SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 








283 


ae Peet «2 244TH IY 


fF 8 


@+awiwe ee. 











We have Moved 
to 


73 West 47th St. 





INTO LARGER 
QUARTERS IN THE 
HEART OF THE 
JEWELRY DISTRICT 








LAPIDARY, INC. 


PHONES: PLAZA 7-4815 
PLAZA 77-4816 


73 West &a7™ Si. 
NEW YORK 19, N. Y. 











OFFICIALLY 
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BIRTHSTONE 
LIST AND 


| FREE TO JEWELERS 


JEW 
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WRITE FOR 
ONE TODAY 


MFEGR. TO RE- 
TALLER 
SPECIALISTS 
in RHINESTONE 
Jeweled Creations. 
Necklaces, Bracelets, Brooches, Dress Clips, Scatter Pins 
and Earrings (Pierced, screw or clip) Hand made, 
Preng set. 
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MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, New York 7, N. Y. 























ENCRUSTERS 


Stone Engravers 
Ruby & Onyx 


Drillina 








Braunfeld & Mehiman 
108 Fulton St.. New York 7, N. Y. 











LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
i have REVISED WAYS AND MEANS ing me 
te do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% te 50%. 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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‘Fashions in Time From Swiss Watchmakers 


An eye-catching array of new Swiss 
watch designs for feminine wear, har- 
monizing with the latest Fall and Winter 
clothes fashions, were introduced last 
month to the nation’s fashion writers at 
the Rainbow Lounge atop the RCA Build- 
ing, New York. 

Appropriately called “Fashions in Time,” 
this premiere showing sponsored by the 
Watchmakers of Switzerland was replete 
with new and exclusive watch models for 
women, many of them shown in the United 
States for the first time. 





This unusual gold-lapel watch, one of the 

show's conversations pieces, is the ultimate 

in ingenuity. Attached by a spring chain 

to the hand-made gold wagon, the rectan- 

gular-shaped watch easily draws away from 
and returns to the cart. 


The Swiss styles were presented with 
an eye toward the watch as a smart ac- 
cessory to the feminine wardrobe. There 
were timepieces for the wrist, neckline, 
lapel, finger and purse, with refreshing 
and unique designs in platinum, gold, 
steel, enamel and plastic cases. All designs 
are based on the 17-jewel Swiss watch 
movement. 

Among the fashions in time are rich 
gem-encrusted watches for formal evening 
wear, tailored cases for the informal social 
occasion, and functional models for the 
career woman, travel and utilitarian pur- 
poses. 





Designed for the active career woman, this 

tailored Swiss watch with a_ self-winding 

movement is shock and water resistant. It 
has a black suede bdnd. 


For the first time, too, the teen-ager 
stepped proudly into the watch fashion 
spotlight. For her approval, there were 
many delightful wristlet and pin-up pieces, 
each patterned to please, yet sturdy enough 
to withstand campus capers. 





To illustrate how the new watches were 
created to smartly fit all dressy occasions 
and situations, the Swiss artisans displayed 
their various watch styles via live manne. 
quins, each wearing the coming seasop’, 
trend in apparel. There were such situa. 





Cocktail hour elegance is evident in the 

very design of this new jeweled-lever time. 

piece. The fluted sides of its gold case 
blend into the diamond-studded ends. 


tions as the formal after-dark occasion, 
cocktail hour, the traveler, sports enthu. 
siast, business and career woman, and 
house-and-market wear. There were watches 
for every dress, any occasion, and to suit 
all budgets. 





A gleaming steel case protects the ball- 

bearina mechanism in this automatic watch. 

An exclusive Swiss creation, it is ideal for 
sports as well as. general wear. 


One of the novel presentations at the 
show was a matched watch set for men 
and women—wedded couples or sweet 
hearts. 

Included among the teen-age pin-up 
watches was one suspended from a gold 
safety pin studded with bright colored 
synthetic gems. A zodiac sign in enamel 
featured another lapel piece. One of the 
wrist watches has a transparent plastic 
case, with the movement visible from the 
inner side. 

One of the floor displays at the show 
emphasized “a watch for every gift occa 
sion,” pointing up appropriate timepieces 
for anniversaries, weddings, Christmas and 
back-to-school days. 
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AGS Awards New Titles 


Twenty-nine new titleholders have been 
added to the roster of the American Gem 
Society during the first half of this year. 
Nineteen are Registered Jewelers, seven 
are Certified Gemologists, and three have 
the special distinction of achieving both 
their Registered Jeweler and Certified 
Gemologist titles at the same time. 

The title of Registered JeWeler, Ameri- 
can Gem Society, is only conferred upon 
a retail jeweler who meets the ethical 
standards and experience requirements 
of the Society. The member must also 
satisfy the comprehensive requirements in 
gemological study. Advanced gemological 
qualifications enable the member to pass 
the examinations leading to the title of 
Certified Gemologist. This latter title may 
be conferred both on retail jewelers and on 
those wholesale jewelers who are asso- 
ciated with member wholesale jewelry 
firms. 

Both the Registered Jeweler and Cer- 
tified Gemologist titles are renewable 
yearly upon condition of passing annual 
examinations, largely concerned with new 
developments in the science of gemology. 

Those members who have achieved both 
the Registered Jeweler and _ Certified 
Gemologist titles at the same time are: 
James E. Smith (Rickys Jewelers) Kla- 
math Falls, Ore.; G. William Cremer, Jr. 
(Glynn Cremer) La Crosse, Wisc., and 
Ken Umberson (Ken Umberson, Jeweler) 
Truth or Consequences, N. M. 


New members who have been given the 
title of Registered Jeweler are: Karl B. 
Hackett (Hackett’s Jewelry Store) Ro- 
chelle, [ll.; Hugo F. Kofmehl (Kofmehl 
Jewelers) Duncan, Okia.; Walter M. 
Genuit (Arthur Glick) Stockton, Calif.: 
Marjorie Wangenstein (Wangenstein’s) 
Thief River Falls, Minn.; W. Tim Welch 
(Arthur A. Everts Co., Inc.) Dallas, 
Texas; Laurence E. Adamson (Adamson’s 
Jewelry), Artesia, Calif.; Jack Glock 
(Syldon’s Jewelry) Lethbridge, Alberta, 
Canada; Monroe Orenduff (Orenduff 
Jewelry Co.) Sherman, Texas: Robert M. 
Krasnow (Krasnow & Co.) Providence, 


R. I. 


Also, E. W. Moore (Henry Birks & 
Sons, Ltd.) Winnipeg, Canada; Samuel 
W. Bishop (W. J. Frank Co., Inc.) Akron, 
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The Best Place To Buy... 


IMPORTED GENUINE 
Black Forest 


CUCKOO CLOCKS 
and Parts 
Hand Carved, best 
quality movements; 


strike half and full 
hour with a gong. 
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All sizes of clocks. Ask tor Price List 11 


F. KAUFFMANN, Importer 


PORT JEFFERSON, N. Y. Tel. 1011 
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Ohio; Dewey Gilleland, Jr. (Underwood 
Jewelers) Jacksonville, Fla.; William A. 
Argo (Argo & Lehne) Columbus, Ohio; 
Alphee J. Desjardins (J. L. Desjardins) 
Manchester, N. H.; R. D. Buttermore, Jr. 
(R. D. Buttermore & Son) Parkersburg, 
W. Va.; John H. Kent (Henry Birks & 
Sons, Ltd.) Toronto, Canada; Ralph W. 
Rohlfin (Van Horne & Co., Inc.) South 
Bend, Ind.; Robert Gerald Molin (Roy 
& Molin, Inc.) Portland, Ore., and Wil- 
liam E. Hartman (Paxton, the Jeweler) 
Storm Lake, Iowa. 

New Certified Gemologists are: R. G. 
Henne (R. G. Henne) Pittsburgh, Pa.; 
Don E. Wight (Wight Jewelers) Ontario, 
Calif.; Fred P. Gurney (Gurney Bros. 
Co., Inc.) Brockton, Mass.; Julius D. Ja- 
cobs, Jr. (D. Jacobs Sons, Co., Inc.) Cin- 
cinnati, Ohio; Martin L. Ehrmann (Mar- 
tin L. Ehrmann Co.) Los Angeles, Calif.; 
Kenneth L. Sullivan (Ken Suvvlian’s 
Jewelry) Bozeman, Mont., and Gordon L. 
Uhl (Gordon L. Uhl, Jewelers) Pittsburgh, 
Pa. 
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N. Y. Jewelers Propose New Plan 
To Enforce Fair-Trade Prices 


A new plan for the enforcement of 
fair-trade prices was proposed by the Re- 
tail Jewelers Association of Greater New 
York at a special meeting held on June 25 
at the Hotel Astor, New York. The meet- 
ing was attended by several hundred re- 
tail jewelers who protested against the 
price-cutting practices of so-called ‘“‘dis- 
count houses” and illegitimate manufac- 
turers and jobbers who violate established 
fair trade practices. 

The plan, outlined at the meeting by 
Samuel R. Zickerman, chairman of the 
fair trade committee of the association, 
was unanimously adopted. The associa- 
tion, under this plan, would not depend 
on the manufacturer to bring legal action 
against violators of fair trade practices. 
It would sue price-cutters on behalf of its 
member retailers. However, the manufac- 
turers whose products are being sold at 
cut prices would be asked to commit them- 
selves to finance the costs of such litiga- 
tion. 

Association officials said letters would be 
sent to the manufacturers asking them 
to cooperate in the enforcement of fair 
trade practices. Such cooperation, it was 
declared, will alleviate the price-cutting 
situation and help the manufacturers and 
the retailers. 

















(Courtesy of Star Jewelry Co., New York, N. Y.) 


"| know you're in a hurry, Miss Wagner, 
so I'm only going to show you the important 
items in our line.” 

















Fine Jewelry for Gentlemen 
MopERN DEsIGNS—PRICED RIGHT 





Styled by CHARM CRAFT CORP. 
Available in 14K., Gold-Filled, Sterling Silver 
Rhodium Finish 
Finest Quality Finish 
Singly or in sets $3.00 to $15.00 Keystone 


CHARM CRAFT CORP. 


Mfr's. of 14KT. & Sterling Silver and Gold Filled Jewelry 


198 Broadway New York 9, N. Y. 














WATCH REPAIR DEP'T FOR THE TRADE 


which guarantees you speedy, efficient, inexpensive ser- 
vice. All watches, chronographs, automatics, calendars, 
etc., Tested-Time on Watch Master. Write for free, 
self-addressed shipping labels. Send watches for Free 
estimate. 

We carry a complete line of low priced watches, 
clocks, and watch bracelets. Request circulars. 
ALL BOOKS on Jewelry—Precious Stones 
Gems—Engraving—W atch—Clock Repairing 


MODERN TECHNICAL SUPPLY CO. 
Service Dept. 8CK, 55 W. 42nd St., New York 18, N.Y. 
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THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CORP. 
Manufacturers of Golf-Filled Crowns 
Sold Through Jobbers & Mfrs. 
94 CANAL STREET 


NEW YORK 2, N. Y. 











LOST AND FOUND 


Lost, the sale of a watch repair because you 
were unable to obtain the necessary part. 
Found, acomplete supply house that specializes 
in ""Hard-to-Get'* watch parts. If you are hav- 
ing difficulty in obtaining a Swiss or American 
watch part, try JOHN A. POLTOCK & CO., 15 
Maiden Lane, New York 7, N. Y. Write for 
FREE catalogue, ligne gauge and stationery. 
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Auralloy®* "Goto °stoy. 


Outwears any gold finish with 
Comparable Gold Content 
Insist on Auralloy Finish for Your Plated Products 


PLATERS RESEARCH CORP. 
59 East 4th St. New York 3, N. Y. 
*Trade Mark: Proc. Pat. Pending 














Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 








220 W. 19th St.. NEW YORK 11, N. Y. 
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14 Kt Gold = | 
LINK BRACELET 
WATCHES 





Exclusive 
Designs 








Styled 


and 
Manufactured 


by 


ERIC E. SIEBERT, INC. 
| 665 FIFTH AVE. 





NEW YORK 22, N. Y. 














Diamond Cutters 
Recutting and Repairing for the Trade 


Expert diamond cutting for the 
Best jewelers in the country for 
the past 35 years. 


Estimates gladly furnished 
EMPIRE STATE PURCHASING CO. 


(Jack Blauweiss — Wm. Sluyter) 
64 W. 48th St. New York 19, N. Y. 














#11J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
CD i i 8k e ie aie eee $7 K 
#22J Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green ......... $11 

#353) — Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and Light 
| SEES Per ae eee $13 K 
234” and 25,” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 


TRAVELING CLOCK CASES 


An 











GENUINE FRENCH MARCASITE 


For the Latest Creations in 
Earrings — Pins and Rings 


VIJOBEN 


2 Allen St. New York 2, N. Y. 














CALL ON 


ED FREED’S 


THEY KNOW 


ADVERTISING 


LOOKING 


FOR AN 


ADVERTISING 
14 @ 








S$ AV 1233-6th AVE. AT 49% N.Y 


[3% EDWIN FREED ADVERTISING aourcy) 
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CELEBRANTS AT SCHEER'S 50TH ANNIVERSARY PARTY 





Costumes reminiscent of the early 1900's were the order of the day on June 25th at a party 
given by Mr. and Mrs. Russell G. Scheer in honor of the 50th anniversary of the founding 
of the firm of E. J. Scheer, Inc., jewelers of Rochester, N. Y. 


A casual caller at Scheerton on Canan- 


daigua Lake, the summer home of Mr. and. 


Mrs. Russell G. Scheer, on Sunday, June 
25th, might have rubbed his eyes in be- 
wilderment. For there, clad in costumes of 
1900, were some 65 guests, the personnel 
of E. J. Scheer, Inc., jewelers of Rochester, 
N. Y., with their families, who were being 
entertained by Mr. and Mrs. Scheer in 
honor of the 50th anniversary of the found- 
ing of the store. 

Games, swimming and boat trips were 
on the program, with prizes for the fun- 
niest costumes and the winners of games. 
Dinner was served at Menteth Manor, 
after which guests were entertained by a 
skit, put on by members of the staff, show- 
ing the opening day at Scheer’s in 1900, 
when an [Indian brave and his squaw came 
in to buy the first diamond ring sold at 
the store. 





Highlight of the festivities was the for. 
mation of a Twenty-Five-Year Club, which 
already boasts six members. Four of the 
six new members, who were presented with 
gold watches by Mr. Scheer, are: Carl 
Rexer, jeweler, with 48 years of service 
to the store; Raymond Horton, engraver, 
with 42 years; Darwin Erdle, diamond 
department, 31 years, and Horace Phillips, 
building superintendent, 26 years. Miss 
Ona Warner, head of the sterling depart- 
ment, who has been with the company 39 
years, was presented with a diamond wrist 
watch, and Mrs. Clara Norton, with a 28. 
year service record in the office, received 
a cultured pearl necklace. 

This event was one of a series planned 
throughout the year in celebration of the 
50th anniversary. A diamond and precious 
stone exhibit was held in May which drew 
several thousand persons. 





N. Y. Watchmakers Re-elect 
All Officers at Convention 


Henry B. Fried of Brooklyn, was _ re- 
elected president of the New York State 
Watchmakers Association at the organiza- 
tion’s annual convention held on June 11 
in Binghamton. 

Also re-elected were: A. Lynn Groat, 
Rochester, vice president; Raymond D. 
Evans, Newark Valley, treasurer; Paul O. 
Beckes, Orchard Park, executive secretary, 
and Philip J. Farrance, Syracuse, record- 
ing secretary. 

During the business session of the con- 
vention President Fried reviewed the ac- 
tivities and progress of the group during 
the past year. The reports of the executive 
secretary and treasurer were also received. 

Gilbert Pedersen, counsel for the asso- 
ciation, spoke on the progress made on 
the watchmaker licensing law introduced 
by the association in the state legislature 
last year. In his address he gave a clear 
picture of legislative procedure and rec- 
ommended that the program be soft- 
pedaled until the state government has a 
change of heart toward licensing in gen- 
eral. Although passage of the licensing 
law appears unfavorable at the present 
time, Pedersen recommended its continued 
introduction. 

Principal speaker at the convention was 
Kenneth I. Van Cott, president of the 
American National Retail Jewelers Asso- 


ciation, who commended jewelers through- 
out the nation for cooperating in the drive 
to secure complete elimination of the 
jewelry excise tax. 

Elmira, New York, was voted as the 
city in which to hold the 1951 annual 
convention. 





New Partner in Don Johnson Co. 


J. Arthur Hardigan has joined Don 
Johnson Co., 101 Tremont St., Boston, 
Mass., as a partner in the business. He 
brings a nation-wide sales experience to 
this operation, having been for ten years 
sales manager of Sherman Paper Co., New- 
ton, Mass., and for ten years previous with 
Dennison Mfg. Co., Don Johnson’s old 
company. 

The Johnson Co. represents Phillips: 
Buttrick Inc., of New York, leather novel- 
ties, and acts as director of sales of the 
Fifth Avenue Silver Co., of Taunton, 
Mass., manufacturers of plated hollowware. 
All sales correspondence for the Fifth 
Avenue Silver Co. should be directed to 
Boston. 
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WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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Roedel’s Promote Giftwares 
With Novel Newspaper Ad 


To offset the traditional lull in jewelry 
business during the summer months, 
Roedel’s Jewelers, 255 Genesee St., Utica, 
N. Y., put promotional steam behind 
china. glass, silver and other giftware 
items. 

The store brought the public’s atten- 
tion to this campaign with a newspaper 
ad which made a frank statement of 
policy and employed no art work nor 
prices. 

Said copy: “In summer, the jewelry 
business is supposed to be slow. We are 
reversing conditions by showing many new 
thoughts in china, figurines, hand wrought 
metal and Verlys crystal. 

“PS, Incidentally we carry at all times 
a beautiful line of sterling silver flatware 
and hollowware, stemware and china such 
as Haviland, Royal Doulton, Bavarian and 
Pickard.” 


HIA Advisory Council Meets; 
Successful Year is Reported 


At the meeting of the Advisory Council 
of the Horological Institute of America, 
held on June 4th at the Raleigh Hotel in 
Washington, D. C., President A. S. Rowe 
opened the meeting with a review of the 
years work and told of plans for the fu- 
ture. The regular annual meeting, sched- 
uled for May 14, was cancelled because of 
a railroad strike at that time. 


During the year, 1287 new members were 
added and 93 dropped, a total increase of 
1,194. The membership as of April 30 was 
9,203. An associate membership on an 
annual dues basis, was established to help 
place the Institute on a more secure 
financial foundation. This membership was 
intended for business concerns and others 
who agree to pay a certain sum annually 
to maintain the work of the organization. 
It was voted to increase the $3.00 active 
membership dues to $5.00 effective January 
1, 1951. Other dues were left unchanged. 


A. S. ROWE 


Re-elected 
President 
of HIA 





Later, John J. Bowman reported on the 
code of ethics for certified horological 
schools and presented a form for use of 
examiners in examining other schools 
which might be considered for certifica- 
tion. The report was ordered circulated to 
all members of the Educational Committee 
for comment, with a report to be made at 
the October meeting. 


The following officers were re-elected for 
re current year: President, A. S. Rowe, 
ndianapolis, Ind.; First Vice President, 
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George J. Wild, Peoria, Ill.; Treasurer, 
George T. Gruen, Cincinnati, Ohio, and 
Executive Secretary, Ralph E. Gould, 
Washington, D. C. Regional Vice Presi- 
dents are: F. E. Peters, Washington, D. C.; 
Howard S. Schrantz, Cleveland, Ohio; 
James R. Smith, Greensboro, N. C.; Paul 
E. Morrison, Kalamazoo, Mich.; 
Henry, Houston, Tex.. and 
Sowers, San Jose, Calif. 

Additional members of the Executive 
Committee: John J. Bowman, Lancaster, 
Pa.; Harry D. Henshel, New York City, 
and R. W. Mintmier, Peoria, III. 





Bagnall 
Elected 
President 
of Swank 


J. CARLTON 
BAGNALL 





J. Carlton Bagnall was elected president 
of Swank, Inc., manufacturers of men’s 
jewelry, leather and other accessories, at 
the company’s annual meeting in Attle- 


boro, Mass., on July 14th. Bagnall, who | 


has been executive vice president since 
1942, began as a factory clerk at Swank 31 


years ago. 


New Watch Manual 
For Sales Clerks 


Calvert Watch Co. and its eight whole- 
sale jewelry distributors are currently dis- 
tributing to retail jewelers a 24-page book- 
let designed to help in the proper selling 
of quality watches. 

This pocket manual covering a com- 
modity which accounts for roughly 25 per 
cent of the jewelers’ volume, explains in 
easy-to-understand language, quality fac- 
tors which can be readily transmitted to 
the customer. Technical points are cov- 
ered, jeweled levers, mainsprings, escape- 
ments, etc. The manual then proceeds to 
explain customer psychology and how to 
deal with it to close the sale. Even the 
subject of what to do after the sale is 
made is dealt with—even to suggestions 
for the customers’ care of the watch. 

The book is designed as a “short course” 
for less experienced sales people, but 
offers worthwhile reading for old timers as 
a “refresher.” A limited quantity is avail- 
able on request to Calvert Watch Co., 681 
Fifth Ave., New York 22, N. Y. 


Luckoff Addresses NYU Students 

Louis H. Luckoff, senior partner of 
Luckoff, Wayburn & Frankel advertising 
agency, Detroit, Mich., addressed the New 
York University School of Retailing, 
Wednesday, June 21, in New York City. 

Speaking before the nation-wide Jewelry 
Store Management and Merchandising 
Training Program offered by NYU to store 
owners, managers and senior employees 
from all over the United States, Luckoff 
talked on the subject “Advertising and 
Sales Promotion.” 
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INGRID Full lead crystal stemware 
> denn dial -4h)amealelelzi demi eMm ilel- meen dol - ie ol -1'," 
school of Swedish design at its best 


BING & GRONDAHL 
ue p e¢ é tana 


OUTHFUL BOLDNESS : 
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From a wide selection of Kosta and 
Aisterfors fuil lead stemware and 
fancy crysta! and Bing & Grondahl 
fipurines 


Exclusive Representatives 


D. STANLEY CORCORAN. INC. 


7 West 30th St.. New York 1, N.Y. 





287 











GENUINE 
GARNET JEWELRY 


Earrings—Bracelets—Rings 


Crosses—Pendants—Necklaces, Etc. 


We cordially invite you 
to visit our exhibit at 
WALDORF-ASTORIA 

AUG. 14-17 
in ROOM 893 





Where you will see an excitingly beau- 
tiful new line of the largest collection 
of high class genuine garnet jewelry 
also made in 8-10-14 kt. Gold. 


Garnet Jewelry Corp. 


1270 Broadway New York I, N. Y. 
cor. 32nd St. Tel. La 4-6359 
Suite 1104 























Rubber 


Use to make wax 
pattern molds for 
precious metal 
jewelry casting 





Neo-Brown rubber 


makes a relatively firm mold. 


#51Y Rubber makes a 


somewhat softer mold. 
= 7 | Rubber makes a soft mold. 


Each of the above materials, obtained 
by us from separate sources, compares 
favorably with pre-war pure gum un- 
vulcanized stock, We recommend 
them to you. Your choice will depend 
on your type of production. 


Send for FREE samples and 


quantity price information 


ALEXANDER 
SAUNDERS & CO. 


Precision Casting Equipment and Supplies 
95 Bedford Street 
New York 14, N. Y. 
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Obituaries 





ArTHUR H. BEeNDHEIM, 71, jewelry manu- 
facturer with offices at 1265 Broadway, 
New York, died June 12th. Mr. Bendheim, 
an original creator of costume jewelry, had 
offices in France and Czechoslovakia before 
the recent war. He leaves his widow, a 
son and a daughter. 


CuHar.es H. Conant, 69, who for nearly 
50 years had been prominently associated 
with the wholesale distribution of fine 
jewelry and diamonds, died on June 25th. 
Mr. Conant was a member of the firm of 
Charles H. Conant & Bro., 608 Fifth Ave., 
New York. Long active in jewelry industry 
social organizations, Mr. Conant was a 
member of the Maiden Lane Historical So- 
ciety, the Brotherhood of Traveling Jewel- 
ers, and until his resignation two years ago, 
he was a member of the Twenty-Four 
Karat Club of the City of New York. Sur- 
viving are his widow, two daughters and a 
brother. 


Joun H. Fietps, 46, owner of jewelry 
stores in Charlotte and Greensboro, N. C., 
died July 14th after being struck by an 
automobile and a truck at a street inter- 
section in Charlotte. For the last ten years, 
Mr. Fields had lived in Charlotte and in 
addition to being the owner of Fields Jewel- 
ers there, he owned the Jewel Box in 
Greensboro. He is survived by two brothers 
and two sisters. 


Ropert GestricuH, 75, who for the past 
54 years operated a retail jewelry store at 
4726 Liberty Ave., Pittsburgh, Pa., died 
June 25th. A native of Pittsburgh, Mr. 
Gestrich was a member of the Pennsy]l- 
vania Retail Jewelsrs Association and was 
past president of the Bloomfield Board 
of Trade. He leaves his widow, two sons, a 
brother and three sisters. 


C. L. Goutpinc, 76, chairman of the 
board of directors of E. H. Goulding’s Sons 
Co., Alton, IIl., died June 30th. Mr. Gould- 
ing was the dean of Alton retail business 
men, and head of the oldest jewelry store 
in the Middle West which has been con- 
tinuously operated by the same family. For 
53 years he had headed the firm. As a 
young man, Mr. Goulding attended busi- 
ness college in St. Louis, then entered the 
jewelry firm which had been established 
in 1852 by his father. After the death of 
the founder the business was taken over 
by his sons, C. L. and Ed J. Goulding, in 
1895. Two years later, in 1897, C. L. 
Goulding acquired entire control. In 1907, 
the firm was incorporated as E. H. Gould- 
ing’s Sons Co. Two years ago, when Mr. 
Goulding found it necessary because of 
failing health to be relieved of more of his 
responsibilities. his son, Robert L. Gould- 
ing, became president of the jewelry firm 
—the third generation of the family to 
head the business. 


Meyer Hurwitz, 76, retired jeweler of 
East St. Louis, IIll., and founder of the 
Hurwitz Jewelry Co., died July 8th. Mr. 
Hurwitz, in business in East St. Louis since 
1900, had been retired for the past ten 
years. The Hurwitz Jewelry Co., which in- 
cludes stores in East St. Louis, Granite 





City and Alton, is being operated by a son 
Leon Hurwitz. Surviving are his widow, 
his son Leon, two daughters, a brother and 
a sister. 


Mrs. ExvizasetH M. Mitts, owner of 
Brown & Mills Corp., Providence jewelry 
manufacturing concern, died July 4th. A 
native of Springfield, Mass., and the widow 
of Frederick J. Mills, she had been asso. 
ciated with jewelry manufacturing since 
they opened their own plant jointly jn 
1906. Mr. Mills died in 1937. In addition 
to conducting the business since his death 
she has also operated the Cinderella Shops 
in Hyannis, Mass., on Cape Cod. She is 
survived by her two sisters. 

Aucust Newstept, 79, Cincinnati, Ohio, 
who retired 30 years ago after many years 
as a wholesale jeweler, died July 4th at 
his home. He is survived by two sons and 
a brother, George H. Newstedt, partner in 
George H. Newstedt & Co., Cincinnati re. 
tail jewelry store. 

Louis WEIDLICH, 74, president and trea- 
surer of Weidlich Bros. Mfg. Co., Inc., 
Bridgeport, Conn., manufacturers of silver 
products, died July 21st. Mr. Weidlich 
established the company 50 years ago. He 
is survived by his widow and two brothers. 





Western New York 24 K. Club 
Holds Dinner Meeting in Buffalo 


The newly-formed 24-Karat Club of 
Western New York held a dinner meet- 
ing at the Park Lane Restaurant, Buffalo, 
June 21 which was attended by 95 mem- 
bers and guests. 

Marvin B. Gingold of Mills Jewelers, 
club president, presided. Guest speaker 
was Herman W. Hollander of Pittsburgh, 
legal adviser to the Retail Jewelers’ Asso- 
ciation of Western Pennsylvania. Mr. 
Hollander gave advice to members of the 
Western New York club on setting up 
their organization. 

Club members presented a $1200 dia- 
mond necklace to Mrs. Angeline Thomas 
of Buffalo, a recent television contest 
winner. 


Imports New Cuckoo Clock Line 


The Imperial Import & Export Co., 846 
South Broadway, Los Angeles, Calif., has 
been appointed American distributor of 
a line of old world cuckoo clocks. These 
clocks, which include movements of Swiss 
make and the Black Forest, have hand 
carved cases of dark walnut. Clocks that 
chime and cuckoo, and ranging in assorted 
sizes and types, are available in various 
price ranges. 
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LEARN WATCHMAKING, 
CHRONOGRAPH WATCH 
REPAIR. ENGRAVING 


H.I.A. Certified — also Ap- 
proved for Veteran Training 
Write for free 32-page illustrated school catalog 
WESTERN PENNSYLVANIA HOROLOGICAL INSTITUTE 
Desk A 18 706 Smithfield St. Pittsburgh 19, Pa. 


INTERNATIONALLY RECOGNIZED AUTHORITY 
ON THE CHRONOGRAPH WATCH 
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NEW JEWELRY CREATIONS INTRODUCED BY CORO 





Lavish jewelry expressly designed by Coro to create a fabulous impression without denting 
the budget, emphasizes elegance prevalent in both daytime (left) and evening fashions 
(right). 


Fashion headlines rampant against a 
newspaper backdrop set the scene for a 
beautiful style show featuring Coro jewelry 
and Glentex scarfs at the Hotel Pierre 
in New York on July 10th. It was pre- 
sented by Ann R. Silver Associates. 

Modish models stepped right out of the 
fashion page in striking costumes by 
America’s leading dress designers ranging 
from casual wools to bouffant ball gowns. 
Lavish jewelry expressly designed by Coro 
to create a fabulous impression without 
denting the budget, emphasized the feeling 
of elegance prevalent in both daytime and 
evening fashions. 

Convertible and reversible accessories 
told an “inside story” on the variability 
that scarfs and jewelry can give to this 
years slim silhouette. A  red-and-black 
checked weskit by Glentex reversed to 
black velvet for dress-up wear, while a 
gold and rhinestone necklace by Coro pro- 
vided neckline variety, its back clasp and 
slide front being adjustable to front, back 
or side drape. 

Gray, the universal color favorite for 
1950, provided the basis for a group of 
costumes ranging from charcoal worsted 
to silver gray taffeta. Citrus-colored scarfs 
and black lace stoles teamed with coral 
beads, gold colored nuggets, crystal, rhine- 





stone, jet and simulated pearls with velvet 
to vitalize everything from fleece coats to 
lace evening gowns. 

Fabulous jewel designs were blended in 
a variety of colors—jade, coral, amethyst, 
sapphire, emerald and ruby. Intermingling 
with these were simulated pearls in apri- 
cot, gray, beige and grape. For evening, 
extravagantly designed chokers of rhine- 
stone and jet, or simulated pearls with 
black velvet were shown with picturesquely 
bouffant gowns. 

The Spanish feeling was portrayed by 
gold colored lariats, fringed earrings, bodly 
designed ropes, chains, upper arm _ brace- 
lets and in Coro’s carved jet jewelry. The 
Italian influence was shown in colored 
simulated pearls named for the Riviera 
resorts that inspired them and in Floren- 
tine fresco scarfs of gleaming satin. 

New designs, mnew-wear-ways, demon- 
strated that accessories can erase yester- 
day’s date line and bring a _ news-of-the- 
moment look to any costume. Large silk 
squares highlighted the Glentex collection 
as needed fill-ins for the horseshoe neck- 
line, while Coro’s startlingly realistic stone 
necklaces, and baguette gold colored 
chains provided the finishing flourish for 
the luxury-look of the new _ season’s 
clothes. 





Louis Aisenstein to Distribute 
New Line of Heuer Watches 


Hubert Heuer, president of Ed Heuer 
and Co., Bienne, Switzerland, recently 
visited the United States on business for 
the first time in over 15 years. The firm, 
noted for 85 years as manufacturers of 
timers and chronographs, has applied its 
skill and experience to the production of 
a new and complete line of self-winding 
watches, 

Stanley Moser, vice president of Louis 
Aisenstein & Bros., Inc., announced that 
as a result of Mr. Heuer’s visit, arrange- 
ments have been made by his firm to 
distribute this new line of Heuer auto- 
matic watches. Mr. Moser stated that 
both sport and the latest dress watches 
will be available to jewelers for fall pro- 
motion. He also announced that plans 
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are under way for an intensive program 
of merchandising the Heuer line to jewel- 
ers throughout the U. S. 





Vaughan Resumes Production 
Of Pewter Hollowware 


Lester H. Vaughan, who attained emi- 
nence as a pewter craftsman in the late 
20’s and early 30’s, has resumed produc- 
tion of fine pewter hollowware in his home 
shop at Taunton, Mass. During the war, 
metal scarcity forced him out of business. 
His lines represent the traditional outlines 
of authentic antique pewterware and are 
marked by hand crafting, especially the 
finishing, which gives them the appearance 
of heirlooms. His limited production is 
reaching the public through a few top 
flight jewelers and gift shops. 





THESE RINGS 
up Sle? / 
OVER AND OVER — 

















GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


,to retail @ $2.95 each. 

















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 

















QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 
Through Wholesalers Only 
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14 kt. Gold & Platinum 
CLIPS 
Cigarette Cases 


Powder Boxes 
Bracelets Rings 
Brooches Cuff Links 


Necklace Clasps 


GUTENSTEIN BROTHERS 
18 East 53rd Street 


NEW YORK, N. Y. 


Pacific Coast: Hubert A. Wood 
649 So. Olive St., Los Angeles, Cal. 


Earrings 


Lipsticks 




















REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 





‘ Before) 





Highest 
Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercrattsmen—Sliiversmiths 
17 West 45th St. New York 19, NY 


Est. since 1918 
AT THE SAME ADDRESS 
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New Lady Buxton Billfolds 
Introduced at Sales Convention 


A completely new 1951 line of billfolds 
for women was introduced to 40 Buxton 
salesmen from all over the country at the 
company’s national sales convention at the 
Hotel Kimball, in Springfield, Mass., June 
21 through June 23. Personnel from com- 
pany offices in New York, Chicago and 
Los Angeles were among those present. 

Robert H. Chapman, Buxton sales man- 
ager, outlined the company’s sales policies 
and merchandising promotion. Mr. Chap- 
man said that business is good and that 
there will continue to be a high level of 
business activity. 

In presenting the new line of Lady Bux- 
ton stitchless billfolds, he pointed out that 
Buxton is first in introducing stitchless 
billfolds for women, “another milestone 
added to the long list of ‘firsts’ that Bux- 
ton has pioneered.” 





Thomas A. Buckley, president of Buxton, Inc., 
and president of the Luggage and Leather 
Goods Manufacturers’ Association of Amer- 
ica, gives a “President's Night’ banquet at 
the Springfield Country Club, West Spring- 
field, Mass., June 23, for salesmen attend- 
ing the Buxton National Sales Convention. 
Left to right: William Rust, Buxton sales- 
man from Michigan; Mr. Buckley, president; 
Don Bond, salesman from Ohio; and Robert 
H. Chapman, Buxton sales manager. 


Thomas A. Buckley, president of Bux- 
ton, Inc., addressed the final session of 
the convention. He concluded that “there 
is nO magic in any advertising that will 
overcome the absence of merchandising.” 

Convention highlights included a _ ban- 
quet honoring C. W. Parish, dean of Bux- 
ton salesmen, who recently retired from 
the company after 50 years of service. 

The new Lady Buxton models will carry 
the Buxton Stitchless guarantee—if a bill- 
fold gives out in normal use before the 


leather itself wears out, it will be replaced 


free. 


Black and White Fashion 
Spurs White Jewelry 


Black and white fashions, new trend in 
women’s costumes, is also spurring the 
trend to fine white jewelry pieces, partic- 
ularly those in platinum and palladium, 
naturally white precious metals. 

Jewelers here report a sudden upswing 
in the popularity of all white rings and 
clips that transcends even their regularly 
advancing favor. 

It is especially true for evening wear, 
according to Marianne Ostier, celebrated 
Viennese designer now in New York. 


“It is an impetus to the already sig- 
nificant trend to all white wedding rings” 
said Arnold Golber, designer for Bristo] 
Seamless Rings. 

All types of whites are involved in the 
fashion festival. There are frosty whites, 
luminous whites, porcelain whites, and 
now the natural white or rare palladium. 

Designers point out that the trend, tak. 
ing a sharp exception to color, does not 
mean a return simply to “black dress 
with pearls.” It is a new treatment of 
polka dots and diamond shaped areas, 
with black on white as well as the usual 
white on black. 





Four Ipekdjian Brothers 
Encircle Globe in Travels 


The firm of Ipekdjian, Inc., now estab. 
lished in enlarged and spacious quarters 
at 580 Fifth Ave., New York, has been 
well known to the European and Far 
Eastern jewelry world since its establish- 
ment in 1881. 

The founder of the firm, the late Mihran 
Ipekdjian, is the father of four sons who 
in their business travels have practically 
encircled the globe. There is hardly a 
country on the map where merchandise 
supplied by Ipekdjian has not been deliv. 
ered, company officials stated. 

One of the four sons, J. B. Ipekdjian, 
of Hongkong, is now on an extensive tour 
covering most of the civilized world. He 
had the privilege of buying the longest 
routed ticket ever supplied by Pan Ameri- 
can World Airways. 

Adom Ipekdjian, of New York, is now 
making a survey of the branch offices in 
the Far East and is personally visiting 
Ipekdjian pearl fisheries in Japan. 

Georges M. Ipekdjian, after managing 
the Manila and Bangkok offices, is now in 
charge of the New York office. 

Jean Ipekdjian is actively engaged in 
Europe, dividing his time between London, 
Amsterdam, Antwerp and Paris. 











‘‘Nature’s Fingerprints” 


LOWERS & LEAVES 


Exactly Reproduced in 
Sterling and Solid Gold 


COSTUME 
JEWELRY 


“by Eloise’”’ 


Write to 


CERECAST MFG. CO. 


3615 Kossuth St. Louis 7, Mo. 
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William M. Birks, 81, Dies; 
Prominent Canadian Jeweler 


William Massey Birks, chairman of the 
board of directors of Henry Birks & Sons, 
Ltd., jewelry and silversmith chain in 
Canada, died on July 4 at his summer 
home in Mount Bruno, Quebec. He was 
8] years old. 

In the fall of 1948, Mr. Birks, although 
he was then over 80 years of age, under- 
took a 15,000-mile flying trip to Europe 
at the request of the Canadian Govern- 
ment to make a survey of what had been 
accomplished with the aid that had been 
sent to war-torn countries through the 
Canadian United Allied Relief Organiza- 
tion, of which he was chairman. In rec- 
ognition of his work in this capacity he 
was made a commander of the Order of 
the British Empire and received decora- 
tions from Denmark, Greece, Norway, Po- 
land, Yugsoslavia and the Netherlands. 

Born in Montreal on October 25, 1868, 
he was the eldest son of Henry Birks, 
founder of the jewelry firm that bears 
his name. After completing his education 
at McGill University he entered his 
father’s business in 1885. 

In 1894 Mr. Birks became a partner 
with his father and two brothers. In 1905 
the present company was incorporated and 
he was made a vice president. Having a 
strong faith in the future development 
of Canada, Mr. Birks was particularly 
active in seeking expansion of the busi- 
ness of the company by the creation of 
branches, following those that had been 








An Investment Opportunity 


You Should Not Overlook 





@ Speed Up Polishing Jobs 
@ Protect Employee's Health 


@ Recover Valuable Dust 


PUT THIS UNIT TO WORK FOR YOU 


The LEIMAN BROS. MODEL A POLISH:- 
ING DUST COLLECTOR takes up only 2’ 
x 4' floor space yet it is big enough to han- 
dle two 8” wheels or buffs (or smaller) at 
the same time, operating at 3000 R.P.M. 
Grind or polish . . . either operation is 
SAFE because dangerous metallic dust is 
collected in cloth bags under: the bench. 
— ae sa dust cannot get into 

_Operator’s lungs. Compactly and 
sturdily built to last a lifetime. on ew 
priced. Write for catalog 275-G LEIMAN 
NOS INC., 98 Christie St., Newark 5, 
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established at Ottawa in 1901 and Win- 
nipeg in 1903. The Toronto branch was 
opened in 1905, and others followed until 
today the 18th branch is now being or- 
ganized, while there are buying offices in 
London and Antwerp. Mr. Birks was 
largely responsible for this expansion and 
when his father died in 1928 he became 
president of the firm. He held that posi- 
tion until 1938 when he became chairman 
of the board of directors of the company. 

A great traveler, he crossed the Atlantic 
no less than 120 times, the last two occa- 
sions being by air in 1948. 


WILLIAM MASSEY 
BIRKS 





Mr. Birks was elected a director of the 
Sun Life Assurance Co. in 1911, and was 
also a director of the National Trust Co. 
and of the Bank of Nova Scotia. 

He was also a senior governor of Mc- 
Gill University, a freeman of the City of 
London, and a member of the Worshipful 
Company of Clockmakers of the City of 
London. Vice president of the Royal Em- 
pire Society and the Federation of Cham- 
bers of Commerce of the British Empire, 
he served as chairman of the Commission 
of Monetary Policy of the thirteenth con- 
gress of the latter organization in 1933. 

Mr. Birks was married in June, 189], to 
Miriam Childs Gifford, and it was dis- 
closed by him at a presentation made to 
him and Mrs. Birks on his 80th birthday 
in 1948, that he and his wife were born 
on the same day of the same year, and 
that actually there was only three hours 
seniority on his side. 





Ruml and Henderson to Speak 
At Convention on JRF Day 


Wednesday, August 30, 1950, will be 
Jewelry Research Foundation day at the 
Chicago convention of the National Asso- 
ciation of Credit Jewelers. 

The Foundation will conduct a lunch- 
eon program at the Stevens Hotel. The 
theme of the program will be “A Discus- 
sion of Ideas for the Jewelry Industry’s 
Participation in the National Defense in 
Time of War and Peace.” Beardsley 
Ruml and Leon Henderson will be the 
principal speakers. 

Ruml is author of the “Pay-As-You-Go 
Tax Plan” and a former member of the 
National Resources Planning Board. He 
is presently Chairman of the Board of Di- 
rectors of the Jewelry Research Founda- 
tion. Henderson was Administrator of 
OPA and a member of the War Produc- 
tion Board and its predecessor agencies 
during World War II. He is presently Di- 
rector of Research for the Jewelry Re- 
search Foundation. 











LET US HELP 
OU 
RAISE CASH 








MAX JUROW 


(President Mid-Town duction Center, Ine.) 


Recent sales conducted 
for these jewelry stores:— 


i. Rhoad’s Jewelers — Louis- 
ville, Ky. 
2. Gotham Jewelers — Yon- 
kers, N. Y. 
3. Stewart Jewelers — Stam- 
ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advanee rea- 
sonable amount of 
eash against money 
that will be realized 
from auction sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 
Jewelry Center of the World) 
on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank. Times Square Branch, 


New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 4128 
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Che Peerless 





LADIES No. 1449 


Two Masonic 32nd Degree rings of the 
finest construction and styling. The ladies 
ring is a dainty reproduction of its mas- 
sive companion. Both rings boast the mod- 
ern illusion setting and “‘platinum white”’ 
rhodium plated double eagles. 

Ask to see this pair today! 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 




















“Romance of the Orient” 


STYLED by 
ANCHOR 


$370. pr. 


KEYSTONE 


SEND FOR 
CATALOG 


© CULTURED PEARLS 14K WG 
AND DIAMONDS. 

® RIGHT AND LEFT. 

Earrings, Half-pearls, Shorteners, 

Rings and Bracelets. 


Anchor Casting Co. 


IMPORTERS & MANUFACTURERS 
30 EAST 23rd ST., NeW YORK 10 
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New Hampshire RJA Re-elects All Officers 
At 35th Annual Convention in Portsmouth 





Head table guests at the 35th annual ban- 
quet of the New Hampshire Retail Jewelers 
Association were: Upper left hand corner, 
l. to r.: Majoric A. Noury, Manchester, 
N. H.; Mrs. M. A. Noury, secretary-treas- 
urer of the association; Walter A. Sawyer, 
Manchester, N. H., vice president of the 
association, and Mrs. Walter Sawyer. Upper 
right hand corner, |. to r.: Robert Brennan 
of Speidel Corp., president of the Diamond 
Peacock Club; Mrs. Robert Brennan; Mrs. 
Robert Abbott, and Robert Abbot, Lowell, 
Mass., vice president, New England Region, 





Nearly 300 jewelers and their guests 
registered for the 35th annual convention of | 
the New Hampshire Retail Jewelers Asso- | 
ciation, held on June 25 and 26 at the | 
Hotel Wentworth-by-the-Sea, Portsmouth, | 
N. H. Registration on Sunday, June 25, 
was followed by a dinner and concert in 
the ballroom. Entertainment, in charge of 
George Stuart, Portsmouth, included din- 
ner music; the Minute Man Quartet; The 
Chords, from the famous movie produc- 
tion, “Stars on Parade”; and_ special toe- 
dancing number by little “Ginger” Lemay, 
daughter of Mr. and Mrs. Louis B. Lemay, 
of Manchester, N. H., the former the presi- 
dent of the association. 

The business meeting on Monday was 
opened with invocation by Rev. William 
W. Lewis of Portsmouth, followed by 
greetings from President Lemay, and a 
talk on “Promoting Nationally Adver- 
tised Merchandise,” by Robert J. Gunder, 
sales promotion manager, Hamilton Watch 
Co. Mr. Lemay spoke on “Reports of the 
New York University School of Retailing,” 





Also seated at the head table were, |. to 
r.: Mrs. Louis B. Lemay; “Ginger Lemay; 
Louis B. Lemay, president of the associa- 


ANRJA. Lower left hand corner, |. to r.- 
Robert J. Gunder, sales promotion manager, 
Hamilton Watch Co.; Mrs. William W. 
Lewis, Rev. William W. Lewis, Portsmouth, 
N. H., and Mrs. J. Edward Cotter. Lower 
right hand corner, I. to r.: J. Edward Cotter, 
Lowell, Mass., president of the Massa- 
chusetts and Rhode Island RJA; Mrs. Albert 
Alie; Albert Alie, immediate past president 
of the association, and George Stuart, 
Portsmouth, N. H., master of ceremonies 
and chairman of entertainment. 


and Robert Abbott, of Lowell, Mass., vice- 


president, New England Region, ANRJA, 
spoke on “The National Association.” 


Election of officers resulted in a full 
slate re-election: Louis B. Lemay, presi- 
dent; Walter A. Sawyer, Keene, vice- 
president; Mrs. Majoric A. Noury, Man- 
chester, secretary-treasurer; and the Ex- 
ecutive Committee, comprising: Albert 
Alie, Dover, immediate past president; 
Herman Page, Portsmouth; Walter Saw- 
yer, Keene; A. U. Burque, Nashua; and 


Mrs. Harry Coburn, Hanover. 

A huge clambake on the shore, with 
plenty of steamed clams, lobsters, and all 
the fixings, was enjoyed by all. Sports, 
golfing, and bridge occupied the _after- 











GREAT OPPORTUNITY! 


<= | LEARN 
: STONE SETTING 
JEWELRY REPAIR 
& MANUFACTURING | 


AT HOME! 


The 26 illustrated lessons with hundreds of 
formulas and valuable information will 
train you quickly step by step. Same | 
course as residence students receive. Per 
lesson cost less than 75¢! Offer limited. 
Send for complete information. 


A. W. THACKER + ACADEMY FOR JEWELERS 


423 Federal St. Pittsburgh 12, Pa. 























tion, and Mrs. Robert J. Gunder. 


HONG KONG 
EXPANSION WATCH BANDS 
MFD. BY HOWE TACK TRADING CO 


P. O. BOX NO. 2293, HONG KONG 


Rep. SAM YEUNG CO. 


120 Well Street New York 5, N.Y 
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noon, followed by the annual banquet and 
entertainment and dancing. 

Scores of door prizes, donated by vari- 
ous retail, wholesale, and manufacturing 
jewelry firms, were distributed during the 
banquet. Several top-flight entertainment 
acts, including Randolph from Dixieland; 
Evelyn and Ted Mekelotos, songsters; 
Cavicchio, king of xylophonists; Potas 
and Folsom, comedy acrobats; and Ran- 
dolph & Purvis, dancers—plus a second 
appearance of little “Ginger” Lemay, 
wound up a grand two-day convention. 





New England Manufacturers 
Hold Annual Golf Tournament 


Over 100 members of the New England 
Manufacturing Jewelers’ Golf Association 
and their guests participated in the or- 
ganization’s annual golf tournament held 
on June 26th at the Metacomet Golf Club, 
Fast Providence. For the first time an 
“Oficial Champion of the N. E. Mfg. 
Jewelry Industry” was named and pre- 
sented with a permanent trophy suitably 
engraved. 

Norman Boucher of the Walter Allen 
Co. and Ed Webb, Handy & Harman, tied 
for low gross with scores of 74. Boucher 
won in an 18-hole play-off with a 73 to 
Webb’s 79. 

Other trophies and prizes were awarded 
at the dinner following the tournament. 
In addition to the participants in the 
tournament, another 50 members and 
guests attended the dinner, thereby mak- 
ing the affair the financial success it 














RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 
Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 
in this field. 


Bank and Trade References Supplied 

} Correspondence strictly confidential. Our 

successful methods of conducting sales have 

Proved that when the auction is over you 

will have the good will of the people in 

your entire community, and your business 
permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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usually is. The policy of the association 
each year is to use any sum over and 
above actual costs for donations to 
charities. 





Connecticut Horological School 
Conducts First Graduation 


Connecticut’s only watchmaking school, 
the Connecticut Institute of Horology, re- 
cently conducted its first graduation ex- 
ercises at the Hotel Taft, New Haven, 
Conn. Four students received diplomas for 
completing the four-year course in watch- 
making. 

Prominent state educators and horolo- 
gists attended the graduation ceremonies. 
Roy W. Adams, director of Vocational 
Training Field Service for the Connecticut 
State Department of Education, and Joseph 
T. Consoli, who founded the school in 
1946, were principal speakers at the ex- 
ercises. 





Joseph T. Consoli (center), founder of the 
Connecticut Institute of Horology, presents 
a diploma to Hugh A. Beattie, one of the 
first four students to complete a four-year 
course in watchmaking at the school. 
George Quadretti (left), an instructor at 
the institute, assisted Consoli at the gradu- 
ation’ exercises. 


Other speakers were Joseph T. Nerden, 
consultant for audio-visual aids for the 
Department of Education and Aime Riopel, 
president of the Connecticut Guild of 
Horology. 

A dinner-dance followed the graduation 
exercises. 

Four year students awarded diplomas 
by Consoli were Bruno J. Mingrone, New 
Haven; Henry F. Jensen, Hamden; Hugh 
A. Beattie, Stratford, and Alfred DeAngelo, 
New Haven. 

The Connecticut Institute of Horology 
was established in 1946 with the approval 
of the Veterans Administration, the State 
Department of Education and the Con- 
necticut Guild of Horology. 

With the cooperation of Connecticut 
jewelers, the students work part-time in 
stores, and study at the institute after- 
noons and evenings. 





Schick Appoints Mrs. A. J. Coyle 
Kenneth C. Gifford, president of Schick, 


Inc., manufacturers of the Schick Electric 
Shaver, recently announced that Mrs. A. 
J. Coyle has been elected to the board of 
directors of the company. 

Mrs. Coyle, the former Virginia Schick, 
is the daughter of the late Col. Jacob 
Schick, inventor of the electric shaver. 
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First Nai ame in 
Tailored Earrings .. . 


Alice’s complete tailored earring line 
includes these lovely new button ear- 
rings (No. 1664). Fashioned of solid 
stock ... plated and polished in Ham- 
ilton Gold or White Silver . . . with 
our own clip or screw backs. They 
defy distinction from current $5 and 
$7 retailers! 

Finish guaranteed for one $].00 

year. Write for samples. Retail 


Through Jobbers Only. 
JEWELRY CO. 


> 8 Slocum St., Prov., R. |. ‘¢ 
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Qisher SPORTS LINE 
CHARMS ANS MEDALS 


_— ALL EVENTS 
a 7O YEARS OF 


QUACTITY AND SERVICE 
THROUGH THE WHOLESALER 








SPORTS CATALOG ON REQUEST 


“” ~~ J. M. FISHER COMPANY 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 
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Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 








q The Malden Jewelry Store, 27-29 
Pleasant St., Malden, Mass., recently ob- 
served the 25th anniversary of its estab- 
lishment with a special sale in which hun- 
dreds ef values were offered to its many 
customers. Anniversaries and special sales 
occasions are nothing new in the long his- 
tory of the enterprise. On four previous 
occasions the store has been enlarged and 
each enlargement has been announced with 
special value sales. Founded in 1925 by 
Barney L. Kahn as a one-man store, the 
firm now has more than 20 in its office 
and on its sales staff. 

q Meetings of the New England Guild 
of the American Gem Society, postponed 
during the summer months, will be _ re- 
sumed again in September, with the date 
to be announced later. 

q James Baumstein of James and Mitchell 
Co., 801 Province Building, is back on the 
job again, part time, after several months’ 
illness. 

qT. W. McCabe, watchmaker and clock- 
maker, of 514 Province Building, Boston, 
celebrated his 50th wedding anniversary 
on June 27, receiving the hearty congrat- 
ulations and good wishes ef his many 
friends in the trade. 

q Mrs. Hyman Hershman, head _book- 
keeper with William J. Orkin, Inc., 1003 
Jewelers Building, is leaving there shortly 
to join her husband, now a resident phy- 
sician with the Mt. Sinai Hospital, Chi- 
cago, IIl. 

q “Fresh Paint” signs, and what’s behind 
them, have added a bright glisten to stair- 
ways and corridors on all the upper floors 
of the Jewelers Building. 

q Elmer J. (Jockey) Johnston of Caribou, 
Maine, spent several days in Boston 
during the early part of July. 

q Ted M. Page, who recently purchased 
the store of James A. Payson, Laconia, 
N. H.. staged a formal opening on July 
13, 14, and 15. 

q Dates for the Boston Gift Shows have 
been announced as Sept. 3 to 8 at the 
Parker House, and Sept. 4 to 8 at the 
Hotel Statler. 

qC. V. Keshishian, watch repairs, 502 
Jewelers Building, is wearing the happy 
smile of a newly engaged man, and plans 
to be married shortly. 

4 J. S. Wolfe. who opened a new store 
in Lebanon, N. H., held a formal open- 
ing on July 1 

q Through an error in the notes in the 
June issue, it was indicated that Norman 
Rosengard. dealer in jewelry, diamonds, 
watches, and silverware. as well as radio 
and television sets in various makes, was 
no longer in his same location, Room 804, 
Providence Building, Boston. This is not 
so. However, Mr. Rosengard now oper- 
ates the place himself in Room 804, the 
former partnership of Dubin & Rosengard 
having been dissolved. Fred and Paul 


Dubin, meantime. have moved to Room 





NEW ENGLAND 



















838, Providence building, and their bysgj.- 
ness is operating under the name of Fred 
Dubin & Co. 

q The three young Quasha Brothers, who 
vperate the Boston Watch Crystal Co., 747 
Providence Building, marked their first 
year’s anniversary in business on June 1}, 
q Mr. and Mrs. Roy Springer, and sop 
Roy, Jr., of Room 706 Jewelers Building, 
are dividing attention this summer between 
the store and their yacht, the FloRoy, 
which rides at anchor in Red Brook Har. 
bor, Pocasset, Cape Cod, but which may 
be found almost any time around Buy. 
zards Bay, Martha’s Vineyard, and Nan. 
tucket. 

q Hyman Kahn, 504 Province Building, 
has recuperated from a recent illness and 
is back at his watchmaker’s bench. 

q Plenty seems to happen at the Louis F. 
Guiness, Inc., firm, 711 Jewelers Build. 
ing. Lawrence S. Guiness, who had just 
returned from a Florida and Cuba honey. 
moon, was scheduled to join the quarter- 
master division of the Field Artillery at 
Camp Edwards, Mass., on July 15. Capt. 
Herbert S. Guiness spent two weeks’ duty 
at the Bedford Airport with the Air Corps 
Reserve, and Sherman Shatz, was due at 
Camp Edwards, July 29 to August 12, for 
his stint with the Air National Guard. 

q J. Edgar Richard has opened a new 
jewelry store at 2 City Hall Ave., Gardner, 
Mass. 

q Henry Munsey recently purchased the 
store of William Kenyon, Jeweler, Cod- 
man Square, Dorchester, and held a for- 
mal opening there on July 1 

q Alton B. Fowler, salesman with Kettel, 
Blake & Read, 201 Washington Building. 
has been building a new home for himself 
at Winchester, Mass. 

q Andrew “Andy” May of Bulova Watch 
Co., recently moved into a new home he 
purchased in Wellesley, Mass. 

q Water and fire damage, estimated at 
$300 by fire department authorities, was 
caused in the offices of Louis Ratzkoff. 
Province Building, when Mr. Ratzkoff was 
probing a closet by the light of a match. 
Feeling faint, Mr. Ratzkoff sought aid from 
office workers. and it is believed the match 
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The earring nut 
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Plenty of protection 
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dropped and set nre to materials stored 
there. 

q Miss Marilyn Jenkins, bookkeeper with 
Smith & Zaff, third floor, Jewelers Build- 
ing, has been a good subject for those 
“Was My Face Ked?” remarks during 
every summer vacation. This year, how- 
ever, she managed to acquire a fine tan— 
with noticeable absence of red face. 
q Ralpa Del Gaudio, jeweler of 17 
Square, Boston, moved into a new 
at Point of Pines, Revere, Mass., the mid- 
dle of july. 

q.It was incorrectly stated here in the 
June issue that M. Schuster, wholesale 
diamond importer, had joined the firm of 
Jorge Epstein & Co., at 412-416 Washing- 
ton Building. THE JEWELERS’ CIRCULAR- 
KEYSTONE has subsequently been informed 
that M. Schuster is in no way associated 
with Jorge Epstein although he rents 
space in Mr. Epstein’s office. 

4 David C. Percival, Jr., and Lawrence F. 
Percival, of the D. C. Percival & Co. firm, 
2nd floor, Jewelers Building, are teaming 
up to sail the Percival yacht “Royal 
Straight.” in the 210 international class 
during Race Week at Marblehead, Mass., 
the week of August 5. 

q All salesmen on the road for the D. C. 
Percival & Co. were back from their three- 
week vacations on Monday, July 17. 

q Catching three fine mackerel, without 
the necessity of even baiting his hook, was 
the accomplishment of Herbert W. 
Stranger, of the firm of the same name, 
305-6 Washington Building, while fishing 
recently off Cape Cod. 

4 J. W. Anderson of Wellesley, Mass., who 
recently bought out the H. C. MacDonald 
store, has installed his two boys, Richard 
and Robert, as salesmen in the store. Both 
veterans, Dick is a watchmaker, and Bob 
a clockmaker. 

q Miss Shirley Croke, clerk with Swart- 
child & Co., 502-5 Washington Building, 
was married on July 2 to Harry Marshall. 
She spent her honeymoon at Old Orchard, 
Maine, returning to work afterward. 

q Eugene Sanger, active, 85-years-young 
member of the Sanger & Co. fitm, 509 
Washington Building, is back from a 1,125- 
mile automobile trip during which he 
toured Maine, Quebec, New York State, 
visiting a 9l-year-old “younger” sister in 
Schenectady, before returning to Boston. 
q The Boston Jewelers’ Exchange, 484 
Main St., Worcester, is now owned by Her- 
bert W. Stranger, Sr., and Herbert W. 
Stranger, Jr—both of 305-6 Washington 
Building, Boston—and will be operated as 
“Better Jewelers.” 

q Hy. Goldman and Mal Indeck have 
opened a new store in Lynn, Mass., to 
be known as the Armel Jewelry Co. 

4 Still another cool spot has been estab- 
lished in the Washington Building, with 
the quarters of Alfred F. DeScenza, Rooms 
604-10, being air-conditioned for summer- 
time shopping comfort. 

4 Workers attending the Thomas Long As- 
sociates outing report a grand time at 
Warwick Mansion. During the’ summer, 
the store has been closed all day Saturday. 
4 Henry F. Weiler, of Sanger & Co., 509 
Washington Building, serving as chairman 
of the Encampment Committee, Sons of 


North 
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Union Veterans of the Civil War, has been 
busy with pians for the national encamp- 
ment in Boston, August 20 to 23. He 
arranged with Governor Dever for a lunch- 
eon, and with Boston’s Mayor Hynes for 
a breakfast for visiting delegates who are 
to be quartered in the First Corps Cadet 
Armory, near the Hotel Statler where busi- 
ness meetings will be held. 


RETURN ENGAGEMENT 


Louis Lemay of Lemay Brothers, Man- 
chester, N. H., past-graduate of the Jewel- 
ry Store Management and Merchandising 
Course, conducted jointly by N.Y.U. and 
the Joseph Bulova School of Watchmak- 
ing, was the first graduate to return in 
a lecturing capacity. 





LOUIS LEMAY 
School's 
First Graduate 
Returns as 
Lecturer 





Mr. Lemay, also president of the New 
Hampshire Retail Jewelers Association, 
lectured on “Credit Procedures and 
Problems—Cash Stores” for his return 
visit on June 28th. 
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7 superbly designed metal dis- 
plays covered in deep pile black 
velvet . . . dramatize and 

“sell” by themselves. 2 bracelets, 


1 earring, 3 pinpads, 1 necklace 
ALL SEVEN FOR ONLY $Q).50 


VISIT OUR GADGET SHOP 
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WE ANNOUNCE THAT OUR NEW LINE OF ROSARIES NOW 
READY FOR FALL IS WITHOUT DOUBT THE MOST VARIED 
AND BEAUTIFUL DISPLAY WE HAVE OFFERED THE JEWELRY 


JUST NOW WE ARE FEATURING GENUINE ROCK CRYSTAL 
IN SEVERAL ODD SHAPES. YOU WILL ALSO FIND MANY 
OTHER STYLES OF FINE HIGHLY POLISHED WHITE CRYSTAL 
ALSO SOME IN PASTEL COLORS, 
STERLING AND GOLD FILLED. WE ALSO ARE NOW SHOWING 
HARD TO GET REAL BLACK COCO FOR MEN. 


OUR LINES AT THIS TIME ARE VERY REASONABLY PRICED, 
NICELY FINISHED AND PROPERLY PACKAGED. THE PRICE 
RANGE WILL BE FROM ABOUT $9.00 to $90.00 per doz. 

In case you fail to see this line, why not ask us to send you a sample 


selection of good selling numbers for your approval without extra 
charge. We feature this method with better results than from catalogue. 


ALL METAL 


SINCE 1917 


C oupe, Murph y ‘ie ompany 


Makers of Rosaries, Medals and Crosses 


Providence 3, R. I. 
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q Lean & Jones, Inc., 6 N. 13th St., are 
boosting repair business with a series of 
ads headed, “Got a Sick Ticker?” The 
ads feature a sketch of a watch with a 
frowning, scowling human face and a 
“head” wrapped in bandages. Only copy 
under the heading is: “Free estimates on 
all repairs.” 


q Sydney Gansky of 3938 Lancaster Ave. 
is planning to enlarge his shop late this 
summer to accommodate the new appli- 
ance department which he will open in 


the Fall. 


q Friends, acquaintances and fellow jewel- 
ers are complimenting personnel of the 
Castor Jewelry and Electrical Store, which 
until very recently was The Castor Jewelry 
Store, on the attractive model kitchen 
which has been constructed to boost sales 
of kitchen cabinets, a line of merchandise 
just added to the store’s fast expanding 
stock. The store is located at 4556 Almond 
St. 


4 We are reminded that Summer is half 
over when the list of returning vacation- 
ists is almost as long as the list of those 
leaving for their rest and recreation. A. 
H. Hadley, owner of the store bearing the 
same name in the Fidelity Philadelphia 
Building, leaves the first of August for 
a month’s vacation trip which will take 
him to California. Thomas J. Kelly of the 
same firm has returned from a three-week 
vacation in Hot Springs, Va. 


q Milton Neff’s place of business was 
closed June 30th to July 10th allowing the 
entire staff a well-earned vacation. Jerry 
Siegel went to Texas, others went to Con- 
necticut, New York State and vastly scat- 
tered points of interest. Only “the boss,” 
Milton Neff himself remained at home to 
supervise the painting of the shop at 742 
Sansom St. 


q Marcus Rosnov is one fisherman who 
seems to know where they bite. He’s had 
better than fisherman’s luck on his fre- 
quent trips off the Atlantic Coast. Saul 
Rosnov, Marcus’ brother, also of 719 San- 
som, is planning a motor trip West to an 
unannounced destination. Last year it was 
California and some say it will be the 
West Coast again this time. 


q Mr. and Mrs. Peter L. Belutty cele- 
brated their silver wedding anniversary 
July 23rd at the country home of Mrs. 
Belutty’s sister. As soon as they returned 
to work they plunged into arrangements 
for the sale held at the end of the month 
in their store at 231 S. 52nd St. 


q Modernization of the John S. Cryan 
store at 1908 Chelten Ave. has been com- 
pleted. Customers are now enjoying the 
striking and lovely decorations and espe- 
cially the refreshing air conditioning 


| system. 


* PHILADELPHIA 


q Deutsch’s store at 102 S. 8th St. is in 
the midst of improvements necessitated 
by a fire on July 2nd. About two A.M. on 
Sunday morning someone threw a lit cig. 
arette on the awning causing a fire which 
burned out the front of the store. While 
they are putting in a new front Mr. 
Deutsch is having the workmen make 
other improvements and alterations, 


q Bob Marco of I. Meo & Co. won't tel] 
us his secret for bringing in business byt 
he will tell us he’s too busy, tied down 
to his work bench with watch repairs, 
to get away on a vacation for a long time 
yet. The Meo store is at 1540 Point Breeze 
Ave. 


q Coronet Jewelers are maintaining up. 
usual window displays as their main source 
of advertising. The current display, at this 
writing, is one of semi-precious stones, 
In the window are rough specimens, cut 
stones and finished jewel pieces along with 
brief accounts of each gem’s background, 
history and folk lore connected with it. 
About 15 types of gem stones are pre. 
sented. Beginning about August 15th the 
entire new shopping center of which Coro. 
net is a part will publish a monthly 
tabloid in which this jewelry store will 
advertise conspicuously. The tabloid will 
be timed to the monthly “City Line Center 
Day” which will be introduced simul. 
taneously. 
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Western Penna. AGS Guild 
Elects Mrs. Rearic President 


Mrs. Ruth Blocher Rearic, of Blocher’s, 
Ellwood City, Pa., was elected president 
of the Western Pennsylvania Guild of the 
American Gem Society at a meeting of 
the group held on May 16th in the Henne 
Building, Pittsburgh. Mrs. Rearic is a 
Registered Jeweler of the American Gem 
Society and now manages the jewelry busi- 
ness established by her father, Paul W. 
Blocher, in Ellwood City in 1907. 

Other officers elected were Joseph L. 
Roberts, of John M. Roberts & Son, Pitts- 
burgh, vice president, and R. Gerard 
Henne, R. J., C. G., of Pittsburgh, secre- 
tary-treasurer. Mr. Henne organized the 
Western Pennsylvania Guild and served 
as president for the past three years. 





Artistic Engraving 
(From page 222) 


rectly one must depend entirely on 
judgment by eye. Each word presents 
a different spacing problem because of 
the different combination of letters. If 
the student is searching for an iron- 
clad rule or key to correct spacing, 
there is none. The solution is practice 
and familiarization with every conceiv- 
able letter combination. After con- 
siderable preliminary designing, try 
cutting a few names. Begin with a 
maximum size, gradually diminishing. 
The beginner is hardly expected to do 
exceptionally small work so early in the 
course. Lower case letters as small as 
1/32 inch are often used in practical 
work and it is suggested that the 
student attempt to cut as near to this 
size as he possibly can. 

When designing it is best to use a 
single line. In the cutting, the final 
result will be closer spacing than ex- 
pected and considerable practice and 
experience is necessary to “get the 
knack of it” so to speak. 





After this, full names should be 
designed and cut. In centering a full 
name and date on a plate, find by 
measurement the actual center of the 
plate and draw a line (see Figure 
34-A). Count the letters in the name 
“Jerry R. Cox” and count the two 
spaces as letters. This makes eleven 
spaces and the sixth space is the ap- 
proximate center. Starting with the 
“R,” design to the right. Starting with 
the “y” in “Jerry,” design backward to 
the left. Use the same procedure on 
“April 23, 1946.” With a little practice, 
this method will prove fast and ac- 
curate. Allowances will naturally be 
made for narrow letters such as an “I” 
or “T,” or the number “1.” This can 
be taken into consideration before 
sketching the design. 





Swiss Industries Exposition 
Gets Too Much Attention 


Over the past few months, the Colonial 
Trust Co. at Radio City, New York, has 
featured for a one-month period, industry 
expositions of various foreign countries. 
The latest covered Switzerland and _in- 
cluded such industries as textiles, cheeses 
and the foremost of all Swiss industries 

. watches. The unusual and eye-catching 


watch exhibit included such leaders as 
Rolex, Movado, Girard Perregaux and 
Angelus. 


The display was evidently more than 
attention-getting, since within a period of 
ten days of the opening the window pro- 
tecting the display was smashed twice and 
several watches taken. Ironic as it may 
seem the watch thieves failed or were in 
too much of a hurry to “filch” the most 
expensive watch ... a $1,000 Rolex Jubi- 
lee model, known more commonly as the 
Datejust. 

Fortunately all of the watches were in- 
sured, according to Rene Dentan, vice- 
president of the American Rolex Watch 
Corp. 








SANSOM STREET JEWELERS POSE FOR OUTING PHOTO 





For the first time in ten years members 
of the Sansom Street Business Men’s As- 
sociation enjoyed a gala outing together. 
During the three years since the associa- 
tion has been reactivated, members have 
looked forward to the resumption of the 
group’: traditional outing which was held 
this year at the Springfield Country Club 
in June. 

Approximately 150 attended the affair, 
according to Marcus Rosnov. head of the 
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outing committee. Other members of the 
committee included Jules Schwartz, Harry 
Paul, Barney Trattenberg and Robert 
Schifren. 

The next general membership meeting 
of the association will be held in Septem- 
ber at which time officers will be elected 
to serve for the coming year. During the 
summer months plans are being made for 
the annual banquet which will be held in 
October. 
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for flannel bags and rolls for silver- 
ware, jewelry, fine china and doz- 
ens of other jewelry store items! 
Customers appreciate them—-sales 
go up accordingly. 
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eee 














Reeve & Mitchell Co. 





297 














The GREATEST LINE 


we've ever assembled! 


MORE and BETTER 
ITEMS 
IDEAS 
PROFITS 


WAIT 


for our 
Representative 





BALTIMORE 1, MD. 

















ONE PENNY 
HANDS YOU THE Sest 
"Show of al/ FOR FALL! 





For the best thing that ever hap- 
pened to your business ... paste 
the coupon on a penny postcard 
and mail. You've got profits to 
gain—nothing to lose by looking 
at what's new in Kohner’s "who's 
who” line of quality merchandise. 


SEA 


GAS 4. 


E JEWELERS - 
s as OFP oP 
/ rd 4K NSTITUTION OF UE ENDAB), 


21 W. BALTIMORE Sf. 


A » 


BALTIMORE 1, MARYLAND 





298 








4 The building occupied by Smithwick 
Jewelers, at 203 N. Main St., Greenville, 
S. C., was recently purchased by Mr. and 
Mrs. Ollie Smithwick. Purchase price of 
the building was listed at $100,000, or 
$5,405 a front foot. It has been occupied 
by Smithwick Jewelers since 1929 and 
was modernized by the firm last fall. 

4q Calder B. Vaughan of La Grange, Ga., 
recently announced that he plans to open 
a jewelry and gift store in that city early 
in the fall. Mr. Vaughan has had exten- 
sive experience in the jewelry business. 
He has been associated with such leading 
jewelry firms as Maier & Berkele, Inc., 
Atlanta, Ga.; Frank Herschede Co., Inc., 
Cincinnati, Ohio; Mermod-Jaccard-King 
Jewelry Co., Inc., St. Louis, Mo., and the 
Reed & Barton Corp., Taunton, Mass. 

q Percey F. Nursey is the new manager of 
the Duval Jewelry Company’s store at 34 
West Forsyth St., Jacksonville, Fla. Before 
being transferred to the Jacksonville store, 
Mr. Nursey was manager of the Duval 
store at Orlando for nearly three years. He 
has been associated with the Duval organ- 
ization for the past 13 years. 

q Carl Hays, Inc., Macon, Ga., has been 
granted a charter in Superior Court to 
operate a jewelry business there. Initial 
capital stock is $21,000. Carl Hays, L. B. 
Holleman and Albert Fausett were listed 
as the incorporators. 

q A new jewelry business at 102 South 
Akard, Dallas, Texas, will be opened about 
September Ist by Charles Gartner, who 
will go into business for himself after 18 
years in the jewelry field. Gartner, for 
the past four years, has been manager of 
a large Dallas jewelry store. 

q James E. Vick, for the past 12 years 
owner and operator of Vick Jewelers, New- 
nan, Ga., recently sold the firm to Robert 
S. Mann, Jr. The new owner announced 
that the business will be operated under 
the firm name of R. S. Mann, Jr., Jeweler. 
Mr. Vick will remain with the firm for sev- 
eral months and will manage the watch 
repair department during that time. 

¢ Jerry Livingston, owner and operator of 
Washington Jewelers, 615 15th St., N. W., 
Washington, D. C., recently announced 
his marriage to Miss Shirley Rothenberg 
of South River, N. J. 

q.H. Benjamin Horowitz, owner of the 
Jewel Box, 211 W. 9th St., Wilmington, 
Del., recently appeared on a radio program 
over station WAMS. Mr. Horowitz is cur- 
rently the treasurer of the Wilmington 
Retail Jewelers Association. 

q Jack Horn, formerly employed as a 
salesman with Roberts Square Deal Jewel- 
ers, Inc., Baltimore, Md., is now associated 
with Leon Levi, Inc., 316 W. Lexington 
St. 

q J. Engel & Co., Baltimore, Md., has an- 
nounced the appointment of Robert H. 
Goldsmith as their new Washington sales 
representative. Goldsmith was formerly in 
charge of the Watch Department and has 
been with the firm for approximately five 
years. 


» THE SOUTH 


q Roberts Square Deal Jewelers recently 
added another store to their chain at 2] 
Shipping Place, Dundalk, Md. The forma} 
opening was held on June 14th. 





Norfolk-Portsmouth Horologicai 
Guild Installs New Officers 


G. K. Herr, member of the advisory 
board of the Norfolk-Portsmouth Guild of 
the Horological Association of Virginia, 
installed new officers of the group at the 
annual installation ceremony held recently 
at Bell’s Restaurant, Norfolk, Va. 





New officers of the Norfolk-Portsmouth 
Guild of the Horological Association of 
Virginia are, |. to r., seated: H. L. Sanford, 
president; J. A. Beil, outgoing president and 
chairman of the advisory board; G. K. 
Herr, installing officer and member of the 
advisory board. Standing, |. to r.: J. R. 
Wood, first vice president; J. R. Stewart, 
secretary, and J. R. Salomonsky, second 
vice president. 


New officers installed at the ceremony 
were as follows: Harold L. Sanford, presi- 
dent, J. R. Wood, first vice president; Jack 
R. Salomonsky, second vice president, J. 
R. Stewart, secretary; Allan W. Evans, 
treasurer; and the Advisory Board, com- 
prising: J. A. Beil, W. Camp Shelley, 
Mitchell Mankiewicz, J. H. Joyner and 
G. K. Herr. Installed as trustees were 
Louis A. Kline, H. C. Barker and Howard 
L. Palm. 





Proper Makes Business Trip 


The Rudolph Deutsch Co., diamond cut- 
ters of Cleveland, Ohio, sent one of its 
representatives, Bert Proper, to London, 
England, to contact the Diamond Syndi- 
cate in hopes of securing direct shipments 
of rough from Europe. Mr. Proper sailed 
from New York on June 15th and expected 
to return in approximately 30 days. 
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Swank Moves Sales Service 
Department to Attleboro 


Chester G. Gifford, general sales man- 
ager of Swank, Inc., announced that the 
Sales Service Dept. is being moved from 
New York to Attleboro, Mass. 

The step, taken with the idea of short- 
ening the time between the receipt of 
orders and their shipment from the fac- 
tory, eliminates the necessity of mailing 
processed orders from the New York sales 
office to its general offices in Attleboro. 

At the same time, a new system for 
“pulling orders” and shipping has been 
installed under the direction of Howard 
Pease, sales service manager, whose offices 
also moved from New York to the factory. 

The national sales office will continue 
to operate out of the company’s New York 
address, 404 Fifth Ave. 





New Gruen Film Service 
Offered to Authorized Dealers 


The Gruen Watch Co. recently an- 
nounced a new film service which is free 
to authorized Gruen dealers. 

Thirteen movie playlets, produced by 
one of America’s leading film companies, 
are available in color. Each Gruen play- 
let runs approximately one minute, with 
one-third of this time devoted to the jewel- 
er’s name and address. 

For television advertising, Gruen’s new 
service offers 25 black and white films in 
time units ranging from ten to 47 seconds 
on 16 mm. film. The flexibility of the 
Gruen TV films makes them ideal for 
“quickie” spots of ten or 20 seconds dura- 
tion, with the store name at the beginning 
and end of each film. 

Gruen movie playlets and television films 
are available for all important watch sell- 
ing events, including Christmas, wed- 
dings, birthdays, anniversaries and gradua- 
tion, 

Kit for "‘Sharp-N Up Campaign’ 
Announced by Cory Corporation 


A special knife sharpener promotion kit, 
consisting of complete sales materials and 
plans necessary for a retail store sales cam- 
paign on the new Cory electric knife sharp- 
ener, was announced by Cory Corporation 
of Chicago, manufacturers of Cory glass 
coffee brewers and electric home appli- 
ances, 

The selling program is based around the 
theme of “Bring in Your Dull Knives And 
Sharpen Them Free.” In operation, the 
dealer displays the Cory electric knife 
sharpener on a self-demonstrating counter 
display piece, puts up a special poster 
telling customers to “Bring in their dull 
knives and sharpen them free” and sends 
out special postcards inviting their cus- 
tomers to bring in their knives for free 
sharpening as well. Then customers ar- 
riving at the retail stores with their dull 
knives are shown how to use the Cory 
electric knife sharpener and are encour- 
aged to sharpen their own knives on the 
dealer’s display sharpener. 

‘ Complete plans and material for the 
Sharp-N Up Campaign” are included in 
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a special merchandising kit consisting of 
three Cory electric knife sharpeners, a 
self-demonstrating counter display, a store 
streamer and a supply of invitation post- 
cards. 





National Silver Introduces 
New Silverplate Pattern 


A new pattern by National Silver Co., 
“Holiday,” the fourth member of the King 
Edward Silverplate family, will be avail- 
able to the public in October. 

With the addition of “Holiday,” King 
Edward Silverplate has a_ well-rounded 
line . . . a pattern to satisfy every taste 
whether modern, traditional, romantic, or 
floral. New features of King Edward Sil- 
verplate are stainless steel, forged blades; 
custom-designed new chests; and a variety 
of new services for six, eight, and twelve. 

“Holiday” is being introduced to the 
trade via double page spreads and will 
be advertised extensively in national con- 
sumer publications with the theme, “Give 
your table the ‘Holiday’ glow every day 
of the year.” 

Dealers will be supplied with all the 
necessary sales promotion material includ- 
ing ad mats, counter cards, tent cards, 
window displays, and price lists. 





JVC to Hold Meeting of Jeweiry 
Mfrs. to Discuss War Conversion 


The Jewelers Vigilance Committee will 
hold a meeting of jewelry manufacturers 
at the Waldorf-Astoria Hotel in New York 
on August 15 at 9:30 a. m., to discuss the 
jewelry industry with a representative of 
the Munitions Board. Because of the recent 
developments in Korea, it was suggested 
that an exploratory meeting be held to 
determine how the jewelry industry can 
best serve the country in the case of par- 
tial or complete mobilization of the coun- 
try’s resources. 

Past experience has proved that advan- 
tages accrue to both industry and govern- 
ment in having a single committee repre- 
senting an industry when dealing with 
overall problems. On June 13th, the JVC 
issued a release which outlined the activi- 
ties of the National Security Resources 
Board and also carried the suggestion that 
manufacturers be alert for an emergency. It 
emphasized that every concern shoud be pre- 
pared to do everything it can for the coun- 
try if the necessity arises. The JVC warned 
that if the country is faced with another 
major war, the jewelry industry would 
probably find restrictions much more severe 
than during World War II. 

The JVC is continuing to maintain con- 
tact with the National Security Resources 
Board and advocates that all jewelry man- 
ufacturers be prepared to give required 
information, without delay, when called 
upon. 





q Weaver’s Jewelers, formerly located at 
2709 E. Fayette St., Baltimore, Md., re- 
cently opened in their new location at 
2720 Pulaski Highway. 
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Master Craftsmen 


IN THE ART OF RESTORING 
ANTIQUE & MODERN 


SILVERWARE 


REPAIRING REFINISHING 
GOLD & SILVER PLATING 
ENGRAVING LACQUERING 


JEWELRY REPAIRING 
COMPLETE FACILITIES 
EXPERIENCED STAFF 
GES SEND FOR PRICE LIST 


LOUIS J. MEYER, Inc. 


Silversmiths—Platers 
205 S. 9th St. 
PHILADELPHIA 7, PA. 














GENUINE 
BOHEMIAN GARNET JEWELRY 











Finest Old-World Craftsmanship .. . 
Reasonably Priced 


Wide selection of Rings all 10K gold. 
Earrings, brooches, crosses, necklaces, 
and bracelets (both flexible and rigid) 


Memo Selection to well 
Rated Jewelers 


ERNEST BURG 


29 E. Madison St., Chicago 2, Ill. 
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Do you know why 


MICROTIME 


WATCH and CLOCK OILS 


Give the Best Lubrication? 
IF NOT... 
Ask Your Jobber Today! 
4. 


EXCLUSIVELY IMPORTED BY 


THE NEWALL MFG. CO. 


Chicago 2 lHinois 

















Gold=Silver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. UV. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 


























CENTRAL WATCH CO. 


ESTABLISHED (91! 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 











WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 

















603 Metropolitan Bidg., Detroit 26, Mich. 
SILVER 


STO TARNISH 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 28, Chicago 47 

















WATCH MATERIAL DEALERS SELL 


e. 
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q The Wadsworth Watch Case Co. recently 
moved its Chicago office to new quarters 
in the Pittsfield Building, 55 East Wash- 
ington St., Suite 1133. The office was 
formerly located at 35 East Wacker Drive. 
q F. H. Noble & Co., manufacturers of 
jewelry findings, announced that their fac- 
tory at 559 West 59th St. and sales office 
at 29 East Madison St. closed for two 
weeks in July to give all employees a vaca- 
tion. F. N. Bedinger is president of the 
firm. 

q Melvin Masler and Albert Arof, owners 
of A & M Jewelers, 5 South Wabash Ave., 
announced that, in line with the enlarge- 
ment of their quarters, they planned to 
engage two more diamond setters and pos- 
sibly another polisher. 

q The Williams Jewelry and Mfg. Co., 10 
South Wabash Ave., reported in July that 
its industrial catalog was ready for distri- 
bution. 

q Whenever one of their customers be- 
comes a proud parent, Fairchild Jewelers, 
202 South State St., sends, as a gift, a tiny 
gold ring for the new arrival and a four- 
leaf clover for the lucky parents. Estyr 
Lee, secretary of the firm, said that the 
customer response has been good. 

q H. Horwitz Co., 36 South State St., 
closed their salesroom, office and shop for 
ten days in July for vacations. The firm 
also planned to keep closed Saturdays un- 
til September 2. 

q Mr. and Mrs. Joseph Braunschild vaca- 
tioned in Estes Park, Colo. Mr. Brauns- 
child is in the Clock and Silverware De- 
partment of Stein & Ellbogen Co., 55 East 
Washington St. 

q Robert J. Groya, Room 1113, 29 East 





CHICAGO 


Madison St., representative of the W. R. 
Cobb Co., was on his vacation early jp 
July. 

q Harold Damptz, 32 North State St., re. 
ports that he has returned to diamond set. 
ting after a brief try at casting. Mr 
Damptz says that he has been very hap. 
pily surprised at the way conditions have 
changed for the better in the diamond set. 
ting line. He has found that the jewelry 
pieces are getting bigger. 

q Harry Davis of Stein & Ellbogen Cp. 
made a trip East to the various silverware 
and clock factories. 

q Real Art Flower Co., manufacturers of 
jewelry findings, moved from 218 South 
Wabash Ave. to 229 South Wabash Ave,, 
where the firm occupies four floors. Ver. 
non Baim is the president of the concern. 
Nettie Coval, bookkeeper, planned to spend 
her mid-August vacation in Mackinac Is. 
land, Mich. 

q Paul Williams, secretary of the Williams 
Jewelry and Mfg. Co., planned to show 
his Springer Spaniels and French Poodles 
at the various dog shows in Michigan and 
Indiana during August and September. Mr. 
Williams has shown his dogs for several 
years throughout the Mid-Western and 
Western circuits and won several blue rib- 
bons. His two children, Bobbie, 7, and 
Karen Ann, 6, often accompany him and 
enter the children’s handling class in 
which the children are judged on their 
ability to handle the dogs. 

q M. M. Schur, president of Van Schyndle, 
Inc., reported that the firm was located in 
their new offices in 618-620-622 at 36 South 
State St. Mr. Schur stated that the outlook 
for the fall season is exceptionally good 





A. C. BECKEN'S NEW OFFICES AND SHOWROOMS 





The simple yet dignified Georgian entrance to the A. C. Becken Company's new quarters 
in the State-Madison Building, 22 W. Madison St., Chicago, is shown above. The firm 
has extended a cordial invitation to all visitors attending the NACJ convention this month 
to visit and inspect their new offices and showrooms. A complete report of the companys 


move appeared in the May issue of THE JEWELERS' CIRCULAR-KEYSTONE. 


SINCE 1863 
for the ultra fine polishing 
of Steel, Pivots and Jewels. 
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and he looks forward to the best year they 
have had. 

4 Miss Mary Julie Kempter recently com- 
pleted 50 years’ service with F. H. Noble & 
Co., 559 West 59th St. In recognition of 
this service, she was presented with a 50- 
year diamond set service pin by Mrs. L. 
Noble Keene, daughter of the company’s 
founder and chairman of the board of di- 
rectors. V. R. Morton, vice-president of the 
firm, reported that the service pins they 
present to employees are made by Charles 
Klein of Chicago, who, at one time, repre- 


sented F. H. Noble & Co. in a sales ca- 
pacity. 





CJA Outing and Golf Tourney 
Draws Largest Attendance Ever 


Attendance at the Chicago Jewelers’ 
Association annual outing and golf tourna- 
ment at Westgate Valley Country Club, 
June 15, hit an all time high with 160 
golfing members and guests touring the 
fairways and a total of 200 enjoying steak 
dinners in the evening. 

After dinner, members and their guests 
took advantage of an open air golf clinic 
arranged by Tom Walsh, club professional. 
Prizes and trophies were then presented by 
Mead Montgomery, president, to the follow- 
ing: 

Ernie Simmons (Bechard Mfg. Co.) cop- 
ped low gross for members with 72, and Al 
Long (J. R. Wood & Sons, Inc.) placed 
with 75. Harry J. Mitchell (Seebeck & 
Mitchell) won low net for members and 
James K. Lewy (Lewy-Goodman Co.) 
came in second. Among the guests, Art 
Hoff made a 68 for the low gross trophy 
and Harold Cohen took low net. 

Casper Ketchek (Handy & Harman) 
won the much coveted Blind Bogey prize 
of a set of matched irons, and Pat Healy, 
son of CJA Secretary Francis Healy, took 
home a beautiful set of matched woods. 

The individual trophies were donated by 
F. H. Noble & Co., and the Evans Case Co. 
donated several Evans bags. 

Luke Lewy (Lewy-Goodman Co.) chair- 
man and his committee of Bob Gottlieb 
(Fred Gottlieb & Co.), Warren Hendricks 
(Evans Case Co.) and Al Lauschke (Han- 
dy & Harman) handled all the arrange- 
ments and made sure that everyone went 
home happy by distributing light weight, 
a golf jackets as souvenirs of the 

ay. 





Illinois Watchmakers 
To Seek State Licensing Law 


William Wilkie of Montgomery Ward & 
Co., Inc., president of the Illinois Watch- 
makers’ Association, reported that there 
was a tremendous enthusiasm at the June 
llth meeting for a large membership drive. 
Robert L. Scott, jeweler at 5921%% West 
Chicago Ave., was put in charge of this 
campaign with a number of volunteers to 
assist him. 

At this meeting an entire new policy was 
formulated. Definite plans were made to 
bring forth a licensing bill for the watch- 
makers within the state. 

A picnic is planned for September 3. 
Vernon Gross, Montgomery Ward & Co., 
Inc., is in charge of arrangements. 


FOR AUGUST, 1950 








Four New Eggs ‘Hatched’ 
At Golden Roosters Outing 


More than 100 members gathered to at- 
tend the annual outing and initiation of the 
Golden Roosters of Chicago at St. Andrews 
Country Club, June 27. Typical Rooster 
fair weather prevailed so members could 
enjoy the excellent lunch and dinner and 
spend the day at golf, soft-ball, games and 
cards. 

The feature event was the “hatching” of 
four brand new “eggs”; Donald I. Blank 
(Nate Blank Co.), Alan J. Jacobs (Forst- 
ner Chain Corp.), Richard H. Gottlieb 
(Frederick M. Gottlieb & Co.) and Stanley 
P. Kramer (Lossau & Kramer). All four 
men convinced the “Wrecking Crew” that 
they were more than eligible to be accepted 
to membership. 

James T. Lester, International Silver Co., 
Clayton, Mo.; and Albert E. Freyer, 
Samuel Weinhaus Co., Pittsburgh, were 
accepted to non-resident membership. Jack 
Casey (Hampden Watch Co., Chicago) and 
Harold Eberle (A. C. Becken Co., Chi- 
cago), former members of the Golden 
Roosters, were welcomed back to the 
“Roost.” 

Out-of-town non-resident members who 
came in for the big day were Art Elliott 
of Detroit, Hans Bagge of Los Angeles, 
and Charlie Mednikow of Memphis. Jack 
Prins cabled good wishes from Europe and 
Tom McMahon wired from the West Coass 





Schreiber Named Exec. V.P. 
Of Illinois Watch Case Co. 


NORMAN 8. 
SCHREIBER 





Allen B. Gellman, president of the Illi- 
nois Watch Case Co. (Elgin American), 
recently announced the appointment of 
Norman B. Schreiber as executive vice 
president. 

Schreiber will resign his position as 
president of Dailey, Brenner and Schrei- 
ber, management consultants and _ as 
president and director of the General En- 
gineering and Manufacturing Co., to de- 
vote full time to his new duties. Well- 
known throughout industrial and man- 
agement circles, Schreiber has _ coun- 
seled many of the leading corporations. 
He has been counsel to Elgin American 
for the past ten years. 





Lipton Changes Store Location 


Robert Lipton, Inc., jewelers and op- 
ticians of Plainfield, N. J., have moved to 
a new modern store at 121 Park Ave., 
that city. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 

















24 Hour Service 


WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


WATCH CRYSTAL GRINDING 
LIGHTER REPAIR 


ALL WORK GUARANTEED 
Send for Our Price List 
M. MARTIN & CO. 


Rm. 611 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















“THE PATHWAY TO SUCCESS" 


SORE SS 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C ; Peoria, Ill. 











Wileh, Case Ripaning 


Our work costs no more 
than ordinary work € 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 














DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 
31.N. STATE ST. CHICAGO 2, ILL. 
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a BROTHERS CO. 


I Manufacturing Jewelers 
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THE GERWE BROWN CO. 
CINCINNATI + NEW ORLEANS 














DIAMOND-CUTTING 


EXPERT WORK 
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LITWIN & SONS 
{14 West 6th Street. Cincinnati, Ohio 











Harry Greenwold Co. 


The House of Quality and Service 
18 West 7th Street, Cincinnati 2, Ohio 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 


Lines of quality and style that give you 

protected profit. You can recommend 

these lines to your customers with con- 
fidence. 














The Wallenstein-Mayer Co. 


WHOLESALE 
Distributors of Nationally-Known 


Makes of 
JEWELRY SILVERWARE 
WATCHES APPLIANCES 
DIAMONDS CLOCKS 


Write for 1950 Catalogue 
31 E. Fourth St., Cincinnati 2, O. 
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q During recent weeks in this city, re- 
tail business has held up quite well, on 
the whole, with sales of graduation and 
wedding merchandise reported to have 
been well in line with volume in recent 
years. The contributing factor, of course, 
has been the very high rate of employ- 
ment, combined with high wage scales— 
plus the favorable outlook for continuous 
employment during the remainder of this 
year in virtually all manufacturing and 
business fields. 

q The ten salesmen for the Gerwe Brown 
Co., wholesalers in the Temple Bar Build- 
ing, were in the office for company sales 
meetings in early July. Those from other 
cities were Joseph Acker, Dallas, Texas; 
Julius Cortois, Houston, Texas; William 
Acton, Knoxville, Tenn., and Charles Mc- 
Carthy, Columbus, Ohio. Among the 
meetings was one staged on July 7 by the 
Hamilton Watch Co., at which Fred Orr, 
Hamilton representative, presided. 

q The Gerwe Brown salesmen also at- 
tended the 11th annual company picnic 
on July 8 at the PAT Camp, where ap- 
proximately 60 employees and their fam- 
ilies enjoyed an afternoon sports program, 
followed with a dinner provided by the 
firm. 

q What is believed to be the first full- 
time jewelry salesman ever to work the Mon- 
tana territory has been employed by the 
B. David Co., manufacturers at 1403 Cen- 
tral Parkway. She is Mrs. Lowell Palmer, 
a resident of Kalispell, Mont., who will 
cover the state with her husband, who 
represents another line of merchandise. 
Mrs. Palmer, who is an_ experienced 
jewelry saleswoman, recently spent several 
days at the David Co. plant, where she was 
briefed on the firm’s line of jewelry. 

q Wedding bells will ring out in the Ho- 
tel Gibson on August 6th when Miss Ethel 
Spitz marries Morton Zemsky. Miss Spitz 
is the daughter of Hyman Spitz of the 
Rogers Jewelry Co., 532 Vine St. The 
couple will spend their honeymood in 
Miami Beach, Fla. 

q The semi-annual meeting of represen- 
tatives of A. G. Schwab and Sons, Inc., 
wholesalers at 229 East Sixth St., was held 
in the Netherland Plaza Hotel on July 15 
and 16. New fall lines were shown. 

q The following salesmen for the Wallen- 
stein-Mayer Co., wholesalers, 31 East 
Fourth St., are now covering their terri- 
tories with new fall lines: J. Larry Crouch, 
Ned Stern, Stanley Wallenstein, Berul 
Staadeker and Gilbert Fey. The salesmen 
attended a meeting of the International 
Silver Co. in Chicago in June. 

q Among firms closed for July vacations 
were the JT. B. Goodman Manufacturing 
Co., 205 West Fourth St.;: A. R. Jester, 
manufacturer, Lyric Building; the _ T. 
Knoebber Co., manufacturer, 524 Main St., 
and Whitehouse Brothers, manufacturers, 











302 





5 East Third St. 
q Also vacationing during July were Al 








CINCINNATI 


Gebhardt, Sig Armstrong, Frank Krohme 
and Jack Berhausen of Litwin & Son 
Inc., manufacturers, 114 W. Sixth St., with 
Clarence Loeb of the same firm making 
a combined business and pleasure trip to 
Gainsville, Fla. 

q Others included Harold M. Cohen, wes 
coast salesman for the Kaufman-Kasge| 
Co., manufacturers, 434 Elm St.; Mr 
Marian Spear, office manager, and Clar. 
ence Akron of Ralph E. Goebel, Inc, 
wholesaler, Provident Bank Building: Jy. 
lius Jacobs, president of the D. Jacobs 
Sons Co., wholesalers, 811 Race St., and 
his son, Julius, Jr., at Cape May, N. J, 
and Arthur Hirschfield, secretary of the 
same firm, at Holland, Mich. 

q Lillian Pendergast, head of the dig. 
mond department of A. G. Schwab and 
Sons, Inc., vacationed at Estes Park, 
Colo.; Virginia Frilling of the firms 
jewelry department, went to Miami Beach, 
Fla., and Mrs. Evelan Simpson, company 
bookkeeper, spent her vacation in Mexico. 
q Retailers who vacationed included M. 
C. Granger of Carl Granger and Son, 8 
West Elder St., who fished in Michigan 
for three weeks; Mr. and Mrs. Dave Sharp, 
3106 Madison Road, who visited in Texas; 
Adolf G. Simon, 3624 Harrison Ave., who 
was in Canada for fishing, and Seymour 
Baum, 4027 Hamilton Ave., who was at 
Lake Louise, Canada. 


~q Reported on the sick list were John 


Bihl of Bihl Brothers, manufacturers, 123 
East Eighth St., Newport, Ky.; William 
Fink, retailer, 1424 Main St., and Albert 
Wallenstein of the Wallenstein Mayer Co., 
wholesalers, 31 East Fourth St., who is 
recuperating at his home after a hospital 
check-up. 

4 Ira Bihl of Bihl Brothers, manufac- 
turers, and a son of Jerome Bihl, a mem: 
ber of the firm, was married to Dixie 
Truner on July 22 in St. John’s Evangeli- 
cal Church, Covington, Ky. 

q Mr. and Mrs. Jack Eckerle of the Eck- 
erle retail store at 6104 Vine St. in subur- 
ban Elmwood, attended the B. and 0. 
Watch Inspectors Convention in Atlantic 
City in June. E. V. Eckerle of the firm 
vacationed in July. 

4 I. B. Goodman of the I. B. Goodman 
Manufacturing Co., 205 West Fourth St, 
made an extended business trip in Texas 
during June, and then visited the New 
York market in July. 

4 Members of the Gerwe Brown Co. staff 
who attended a recent International Silver 
Co. meeting in Chicago were George E. 
Brown, Walter Bleska, Jack Gerwe and 
Julius Cortois. 

4 George E. Brown of the Gerwe Brown 
Co. has returned to work after convalescing 
from a major operation. 

q The children of Louis Flanagan and 
Alex J. Kovac of the Flanagan-Kovae Co. 
wholesalers, Enquirer Building, are & 
tending the Fort Scott summer camp, neat 
Baltimore, Ohio. 
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Mead & Co. Holds Sales Meeting 


Jack Montgomery, sales manager of 
M. A. Mead & Co., reported that the firm’s 
sixth annual sales meeting in June at the 
South Shore Inn, Lake Wauwausee, Ind., 
was very successful. In addition to Major 
J. T. Montgomery, Mead Montgomery, and 
Dana Jones from the home office, the meet- 
ing was attended by all Mead field repre- 
sentatives, Dave Coey of the firm’s adver- 
tising agency, and M. Butticaz, Swiss Rep- 
resentative of Boulevard Watch. 

A feature of this year’s meeting was the 
attendance of several representatives of the 
firm’s suppliers, each of whom told the 
story of their particular product and en- 
tered into open floor discussions. Bill 
Martin of Hadley Co., Inc., Fred Orr and 
Jack Keenan of Hamilton Watch Co., 
Marshall Houck of American Safety Razor 
Corp., and Wallace Goldsmith representing 
the Watchmakers of Switzerland, all had 
important places on the program. 





Youthful Art Student Wins 
Elgin American Design Contest 


A lifelong admiration of the works of 
Benvenuto Cellini, 16th century Italian 
Renaissance master metal worker, paid off 
for pretty Ruth Beston of Springfield, 
Mass. The youthful art student left New 
York Saturday, July 8, by plane for a two- 
month all-expenses-paid study tour of lead- 
ing European art centers, including Flor- 
ence, Italy, where Cellini made his fame 
and fortune. 

When Elgin American, compact manu- 
facturing firm, announced last Spring a 
national competition for a Cellini Compact 
design, Ruth was one of the first to accept 
the challenge. 

Her winning entry successfully adapted 
the artistic concepts of Cellini to the 
functional requirements of a modern com- 





pact. Miss Beston’s version of a circular 
vanity, engraved with a mermaid on a 
swirling wave, was considered top-notch 
by a panel of judges including Dr. Paul 
Zucker, professor of art and architecture 
at Cooper Union; Allen B. Gellman, presi- 
dent of Elgin American; and M. T. Vogel- 
man, director of design and product engi- 
neering for the fashion jewelry firm. 

The “Cellini Compact Design” competi- 
tion, conducted in approximately 1,650 
colleges and art schools throughout the 
country last Spring, was jointly sponsored 
by The International Study Tour Alliance 
of New York and the Elgin American Co. 

It was announced that Elgin American 
will mass produce Miss Beston’s compact 
design at a future date. Second and third 
prize winners will also see their compact 
designs on the market. 





Hand Carving in Rings 
“Multiplies" Diamonds 


Unique hand carving of white palladium 
tops of a series of new segmental wedding 
rings for this year’s brides performs “a 
fast trick of multiplication,” according to 
O. M. Resen, the designer. 

“One, three, five or nine diamonds 
nestled in a gleaming white setting be- 
come like an impressive cluster of many 
times that number of the important gems,” 
he said. 

Palladium is the newest jewelry metal, 
although as an element it is as old as 
time, Resen pointed out. It holds stones 
securely against loosening and its natural 
whiteness picks up the sparkle of the 
stones set in it. Even the wedding ring 
with only one diamond appears to have 
many times that number in the wide 
mountings of the new rings. These mount- 
ings narrow down to a thin band for 
comfort. 

Prices range from $35 to $150. 





WHITCOMB MODEL SEARCH WINNERS VISIT ONEIDA OFFICES 





The five winners of the "Whitcomb Girl" talent search visited Oneida Ltd. executive offices 

in Kenwood during the annual summer sales outing of the Oneida Community Division. The 

winners are left to right: Joyce Davidson Hamilton, Ontario, Canada; Carol Hough, El 

Reno, Okla.; Margery Nixon, Pittsburgh, Pa.; Lorna Owens, Austin, Texas, and Jeanne Evans, 
Inglewood, Calif. 
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SERVICE AND DEPENDABILITY 
For over 75 years 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-813 Race Street 
Cincinnati 2, Ohio 


We distribute all nationally known 
lines of Jewelry and Diamond Rings. 














ken matsumoto & co. 


Jewelry Display Specialists 


CREATORS OF 
BACKGROUND DISPLAYS 


1109 MAIN ST., CINCINNATI 10, OHIC 
PHONE PARKWAY [392 














Learn WATCHMAKING 
JEWELRY REPAIR 
ENGRAVING 


Prepare NOW! Our Master Course 
covers everything needed for high- 
salaried positions in Jewelry Field. 
Latest equipment makes learning a 
pleasure. High percentage of gradu- 
ates successfully placed. Housing 
available. (Schools in Warren, O., 
and P’gh, Pa.). Catalog FREE. 


A. W. THACKER ACADEMY FOR JEWELERS 


DEPT. C. 423 FEDERAL ST. PITTSBURGH 12, PENNA. 
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Nationally Advertised 


Booths 
FINE 
ENGLISH 
TABLEWARE 


Cp 


Pamphlets of 14 outstanding 
BOOTHS patterns sent upon 
request 


Address Dept. JC 


MIDHURST 


IMPORTING 
CORPORATION 


129 FIFTH AVENUE 
NEW YORK 3, N. Y. 

















.. importers of 
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EARTHENWARE 

Steoek end Import 


FONDEVILLE & CO., 
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INC. 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
SASON’S ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. ¥ 
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WHOLESALERS PREVIEW 1847 ‘DAFFODIL' PATTERN 





| Distributors and salesmen of 1847 Rogers Bros. in the Eastern Seaboard gave an enthusiastic 
welcome to the new Daffodil’ pattern at a preview in the Statler Hotel. Above (left to 
right) are John D. Shaw, sales manager of 1847 Rogers Bros. flatware; Julius Epstein; Hyman 





| New 














| Cohen; A. L. Zeitung, director of flatware sales, the International Silver Co.; Marvin Cohen 
| and Lou Penkower. Messrs. Epstein, H. Cohen, M. Cohen and Penkower are with A. M. 


Cohen Co., Inc., of New York City. 


A new pattern by 1847 Rogers Bros., 
which will be available to the public in 
September, was introduced by the Interna- 


' tional Silver Co. to its Eastern wholesalers 


on July 6th. The presentation was made on 
the roof garden of the Hotel Statler in 
York. Subsequent presentations 
were made to wholesalers in other sec- 
tions of the country in Chicago and San 
Francisco.. 

The new pattern, which is described as 
one with “a new, fresh tomorrow look,” 
is illustrated elsewhere in this issue. It 
will be available in a tea set, tray and 
bowl as well as in a 52-piece set with com- 
plete service for eight in a tarnish resis- 
tant chest. 

“Daffodil,” says International, “will be 
supported by the biggest advertising and 
merchandising program of any pattern in 
the history of American silverware.” 

Advertising will be placed in virtually 
all the leading consumer magazines. The 
list includes Look, Life, Ladies’ Home 





Journal, Country Gentleman, the Fawcett 
and Dell publications, Seventeen, American 
Weekly, This Week and Modern Bride. 

There will be dealer aid promotion to 
enable jewelers to tie in with national 
advertising. Window and counter displays 
and other point-of-sale material has been 
prepared. 

Editors of women’s magazines, who have 
seen “Daffodil,” stated it the best design 
ever created by 1947 Rogers Bros. “There 
is no doubt in my mind,” stated one well- 
known editor, “that ‘Daffodil’ will become 
one of the most popular silver patterns in 
this country.” 

In addition to advertising, “Daffodil” 
will have the support of special promotion. 

Beginning Monday, August 2lst, and 
continuing through September 22nd, the 
new pattern will be described five times 
weekly on the popular “Queen For A Day” 
radio program. It will also be publicized 
alternate Sunday nights on the ABC nret- 
work show “Stop the Music.” 





Stratford Markets New 
Cigarette Lighter 


J. A. Salz, President of the Stratford 
Pen Corporation, announces that they are 
manufacturing a new butane gas cigarette 
lighter which they have just placed on the 
market. The lighter bears the name 
Stratoflame—and a special division of the 
company with its own complete sales or- 
ganization has been set up to distribute 
the new product in the United States 
through jewelers, department stores, and 
tobacco dealers as well as abroad. Point of 
departure from conventional lighter oper- 
ation is the use of a butane gas cartridge 
with release valve which eliminates fluid 
and wick. The Stratoflame lighter, it is 
reported in independent laboratory tests, 
is designed to provide over four months 
service without refilling. 

Orders presently on hand, according to 





Stratford, indicate the reception of this 
new item is very satisfactory. 





Paulson to Show 
Heraldic Manual 


The new Bergling Illustrated Heraldic 
Manual, with some 2000 illustrations of 
coats of arms and crests, will be on dis 
play at Henry Paulson & Company booths 
during the ANRJA convention in New 
York this month. Paintings by Mildred 
Tsenhower of coats of arms of various 
armorial families will also be shown, add- 
ing great interest to the display. 

V. C. Bergling of Coral Gables, Fla. 
editor and publisher of this new 1950 
handbook, will be on hand at the con- 
vention and may be consulted on the 
searching of family arms, ordering of 
heraldic paintings, engravings or commer 
cial designs. 
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17-21—Tri-State Gift & Artwares Show, 














. Netherlands Plaza, Cincinnati, Ohio. 
Coming Events 18-21—Toronto Gift Show, The King 
Edward Hotel, Toronto, Canada. 
ot 24—Horological Association of Iowa, 
August Annual Convention, Fort Des Moines Ho- 
tel, Des Moines. 
6-9—Western Gift, Jewelry, Toy & 24-25—Iowa Retail Jewelers Association, ‘ 
Housewares Show, Western Merchandise Annual Convention, Fort Des Moines 
Mart and Civic Auditorium, San Francisco, Hotel, Des Moines, Iowa. 
Calif. 24-25—-American National Watchmakers 
6-10—Buffalo Gift & Art Show, Hotel Association, Annual Convention, Hotel ( Cheadore TART T RIN 
Statler, Buffalo, N. Y. Pfister, Milwaukee, Wis. > Dew ork : 
13-16—Portland Gift Show, Portland 24-25—Ohio Retail Jewelers Association, Bs "ae 
Hotel, Portland, Ore. _ Annual Convention and Jewelery Show, Ae 
13-17—Pittsburgh Gift & Art Show, Deshler-Wallick Hotel, Columbus. 
Hotel William Penn, Pittsburgh, Pa. 24-26—F lorida China, Glass & Gift Show, : | 
13-17—Allied Jewelry Show, Biltmore San Juan Hotel, Orlando, Fla. Wav lian d/ 
Hotel, Los Angeles, Calif. ; 24-28—Northwest Gift & Art & House- & 
14-17 — American National Retail wares Show, Dyckman & Raddison Hotels, Detites 
Jewelers Association, Annual Con- Minneapolis, Minn. ESTABLISHED 1842 
vention and Trade Show, Waldorf- 25—Pennsylvania Retail Jewelers Asso- i 
Astoria Hotel, New York. ciation, Annual Convention, Penn-Harris 


14-17—Allied Lines Show, Belmont Hotel, Harrisburg, Pa. 
Plaza Hotel, New York. 27-28—Maine Retail Jewelers Associa- a 

20-23—St. Louis Gift Show, Statler tion, Annual Convention, Hotel Samoset, H aV 1 | an d & C° 
Hotel, St. Louis, Mo. Rockland, Maine. 

90-24—Pacific Northwest Gift & Art ee ee ee 




















Show, Olympic Hotel, Seattle, Wash. October 
20-24—Eastern Gift & Lamp Show, Ho- 1-3—Horological Institute of America 26 WEST 23rd STREET, 
tel McAlpin, New York. and Canadian Jewelers’ Institute, Annual NEW YORK 10, N. Y. 
90-25—Houston Toiletries & Gift Show, Joint Meeting, Dearborn Inn, Dearborn, 
Shamrock Hotel, Houston, Tex. Mich. CHICAGO 
21-25—New York Gift Show, Hotels New 9.5—Montreal Gift Show. The Mount 15s0 MERCHANDISE MART 
Yorker and Statler, New York. Royal Hotel, Montreal, Canada. 
21-25—225 Market Week, 225 Fifth 8-12—49th State Gift. Art & Housewares LOS ANGELES 
Ave., New York. Show, Hotel Statler, St. Louis, Mo. 302 BRACK SHOPS 
27-31—Ohio State Gift Show, Hotel 8-12—Philadelphia Gift Show, Hotel Ben- 
Deshler- Wallick, Columbus, Ohio. jamin Franklin, Philadelphia, Pa. RE. 
27-31 — National Association of 21-22—-Indiana Watchmakers Associa- 
Credit Jewelers, Annual Convention tion, Annual Convention, Hotel Lincoln, 
and National Jewelry Fair, Stevens | Indianapolis, Ind. GEO. BORGFELDT 
Hotel, Chicago, IIl. CORPORATION 
28-31—Mid-South Gift and Jewelry P 44-60 E. 23rd St.. New York 10. N. Y 
Show, King Cotton Hotel, Memphis, Tenn. C. K. Boas, Harr isburg Jewelers, Tel. GR 7-0400 snmatias 
Observe 100th Anniversary CHINA @ GLASS e TABLEWARE 
September One h , EARTHENWARE e@ GIFT and ARTWARES 
ne hundred years of continuous busi- Domestts end Potclan 
A deities lorida State Watchmakers Asso- ness operation in the city of Harrisburg, 
ciation, Fifth Annual Convention, Orange Pa., are currently being celebrated by the 
eo eee ogy Sota cians jewelry firm of Charles K. Boas, Inc. 
“(—Metroit Gilt Show, Hotels Statler Originally known as Boas and Newhard, ) 
and Book Cadillac, Detroit. Mich. Watchmakers and Jewelers, the firm was LP Laucboodoo 
3-8—Allied Gift and Jewelery ~ Show, founded in 1850 by Jacob D. Boas in amberton IVORY CHINA 
Hotel Adolphus, Dallas, Texas. partnership with J. F. Newhard, a watch- Cvory distributed by 
oo Gift Show, Hotel Baker, maker. Approximately seven years later, ina FISHER, BRUCE & C0. 
allas, 1exas. the founder bought his partner’s interest made in America Phila.: 221 Market Street 
3-8—Dallas Lamp, Gift & Housewares and gave his son, Charles A. Boas, a free New York: 1107 Broadway 





Show, Agricultural & Poultry Bldgs., State hand in running the firm. Charles A. Boas 








Fair Grounds, Dallas, Texas. passed away in 1885 and his son, Charles 

a ea Gift Show, Parker Ross Boas, took over and continued active 
ouse, Boston, Mass. management of the concern until 1922. 

: ion sg Gift Show, Hotel Statler, The present head of the firm, Charles K. fo a nagylinan pons — oe 
oston, Mass. Boas, is the great-grandson of the founder seen ite tae eae on 


10-14—Cleveland Gift & Art Show, Hotel and owner of the business since 1923. He 


Statler, Cleveland, Ohio. has two sons, both of whom are pointing ENGLISH BONE CHINA 




















ee Retail Jewelers Associa- for the business and, between them, will Tea, After Dinner and Breakfast Sets, Smoking 
; - nnua Convention, Governor Hotel, carry on the great family tradition. They Articles, Toby Jugs and Lustreware 
elterson City, Mo. are Charles William Boas and Con Boas, 
a Retail Jewelers Association, now attending the University of Virginia 
— Convention, Fort Des Moines Ho- and Lafayette respectively. 
we es Moines, Towa. The firm carried on its business in Mar- 
Pesta Abe aay ee -—— ~~ — for — _— - ae Mar- My ARY RY hy DECORATIVE 
ac ' onvention, an- et Square an ort arket Square. 
cellor Hotel, Parkersburg, W. Va. The “ol for larger quarters in| 1896 ee 
. 17-20—Denver Gift & Jewelry Show, Al- forced the firm to shift its location to FURNITURE 
Fg Denver, Colo. 214-216 Market St. In 1917 it moved se gcd ial a _ - SIFT AND ART 
-20— Wester , ‘ " . venue, ew Yor 
Hotel. Les pote A Show, Biltmore _ present location at 28 North Second Merchandies Mort, Citcoge NOVELTIES 
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review of 
the greatest money-making 
clocks in America! 


HERE ARE GENERAL ELECTRIC’S BEAUTIFUL NEW CLOCKS... at prices so low 
you'll sell more this year than ever before! It’s another reason why the demand 









for spring-wound clocks will continue to run down, down, down! 








Aren’t these new, exciting G-E Clocks the most 
beautiful you’ve ever seen in your life? 


Some of America’s finest stylists designed 
them, and we think you will agree that these 
new G-E Clocks top all others. Look at the low 
price tags, too. Your customers will go for this 
irresistible combination of beauty and price! 


Everybody will know about it! 


We’re sponsoring the greatest advertising cam- 
paign we’ve ever run because everybody in 
America who can tell time should know about 

















: 8 


the terrific buy in beautiful G-E Clocks. 


We'll have more electric clock messages than any 
other manufacturer! 


Frankly, we’re afraid we won’t be able to 
manufacture these new General Electric Clocks 
fast enough to meet demand! Appliance and 
Merchandise Dept., General Electric Company, 
Bridgeport 2, Connecticut. 


ORDER THROUGH YOUR DISTRIBUTOR NOW! 
Remember, all you’ve got to do to sell clocks this 
year is to feature the new General Electric line! 
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$450 





$650 














This newest G-E Clock has a sensational bubble- 
like crystal that makes the easy-to-read dial seem 
to float in space . . . and it’s shatterproof! Dark green 
hands and numerals contrast beautifully with dial. 
Gold-color sweep-second hand. 


The Gourmet 
ONLY *¥ 








Women vote this new, sensational kitchen clock 
America’s finest! It’s so easy to read from any pari 
of the room. Neatly designed numbers are raised 
and stand out in relief. So easy to keep clean, too! 
In red, green, yellow, and white. 
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The Nudger see sya 
ONLY x on 
$622 $5 
This alarm features a large dial with luminous hands Hands and numerals are luminous for jiffy time- 
and hour dots. Modern ivory-plastic case. White _ telling in the darkest room. Large, shatterproof 
numerals and hands contrast with chocolate-brown crystal. Sparkling case of molded ivory-plastic. 
background of large dial. Sweep-second hand is polished brass. 
































— The Repeater 
95 ONLY x 
This bedside electric alarm serves equally well as an Another G-E first . . . an automatic alarm! Just set 
occasional clock. Polished brass base contrasts with the alarm once, and it wakes you on time every 
beautifully molded maroon-plastic case. An ideal morning. Never has to be reset. Convenient shut-off 


clock for a gift. lever for week-end late sleepers. 








Candlewick De Luxe Alarm Rhapsody 
ONLY $1495" ONLY $5 500* 
Richly grained mahogany case with polished brass Graceful lines and fluted base pedestals distinguish 
base. Raised, gold-color numerals. Red sweep-second this richly grained mahogany clock. Westminster 
hand. For the living room as well as the bedroom. chimes strike on the quarter hour and the hour. 


*Plus applicable taxes. Prices subject to change without notice. 
I 


ORDER THROUGH YOUR DISTRIBUTOR NOW! 


Remember, all you’ve got to do to sell clocks this year 
is to feature the new General Electric line! 


GENERAL @@ ELECTRIC 
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The Ball Bearing Winding System 


A technical description of the automatic winding system of the Eterna- 


Matic watch that employs ball bearings for pivot of the winding weight. 


ioe unique two-way winding system of the 
new Eterna-Matic, devised by the Eterna Watch Company 
of Grenchen, Switzerland, is “‘an ingenious piece of work”’ 
in the words of the well known horologist, Donald de 
Carle, F.B.H.I., writing in the London Horological Jour- 
nal, Certainly the application of ball bearings in this 
new movement is an interesting one and, as such, merits 
a detailed technical description for the benefit of jewelers 
and watchmakers who will eventually come into contact 
with this watch in their shops. 





we 


Figure |. Arrangement of winding parts of this watch. See copy 
for explanation of dismantling procedure. 


As de Carle points out, “this new winding system 
was originally devised for use in a smaller automatic 
model for ladies’ sports watches in which it was felt that 
the regular system of automatic winding was not sufh- 
ciently large to deliver peak efficiency. It has proved 
so successful that his company has now adopted it for 
use in all its automatic models for both men and women. 

Explaining the technicalities, de Carle states: “The 
oscillating weight rides on a ball bearing and the main- 
spring is wound up as the weight swings in either direc- 
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tion around a full 360 degrees. The ball race for this 
new system consists of five steel balls. (Fig. 2 shows the 
weight and the ball race dismantled.) The diameter of 
each of the balls is 0.0256 inches, 25,500 weighing ap. 
proximately one ounce. 

“Despite its tiny size, the construction of the ball 
bearing is so precise that it provides an action that is 
firm, smooth and extremely sensitive, the slightest move- 
ment causing the weight to oscillate. There are no 
springs as the weight is free to rotate the 360 degrees 
in either direction. winding the mainspring in both 
directions. 

“What appears to be the most ingenious part of the 
automatic mechanism is the device which allows the 
winding to take place while the weight rotates either 
clockwise or anti-clockwise. A steel disc has fixed to 
it a pinion and carries two sets of two click-like pieces, 
one pair on each side. 

“The clicks (Fig. 3) are so pivoted that the tail part 
of one acts on the head part of the other, resulting in 
much the same action as a click and spring. In this 
manner it is possible for the wheel operating this click 
work to rotate in one direction only. 

“There are two wheels, each recessed to receive the 
clicks, and on the inside edges of them are protrusions 


Figure 2. Compon- 
ents of the weight 
and ball bearing. 
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SEE THE WATCHMASTER 
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CHICAGO and NEW YORK 
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which act as ratchets. If, therefore, the wheels are 
rotated, they push the disc around. 

“If we reverse the disc and have a pair of clicks work- 
ing in the opposite direction, it will cause the disc to 
rotate in the same direction as the first wheel. The assem- 
bly of this part of the mechanism is permanent, consisting 
of two brass wheels, with the steel disc and two pairs of 
clicks with a pinion free to rotate between them. The 
pinion acts as a stop at one end and the other wheel is 
held in position by the rivet at the opposite end. 
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Figure 3. The disc and click mechanism. The parts designated 

by numbers are: (I!) upper direct automatic winding wheel; (13) 

lower (indirect) automatic winding wheel; (15) click bridge 

for automatic reversing wheel; (16) trapezoid shaped teeth, 

internal gearing of winding wheels; (17 & 18) automatic stop 

clicks in upper winding wheel; (19 & 20) automatic stop clicks 
in lower winding wheel. 


“The action is as follows (Fig. 4): The weight a has 
fixed to it the steel wheel 6b rotating backwards or for- 
wards with the movement of the wrist. The wheel b 
gears into the wheels c and d. The wheel d has fixed to 
it another wheel e of the same size which gears into the 
wheel f so that all these wheels can rotate in either direc- 
tion, according to the direction or rotation of the weight. 

“The wheels c and f operate upon the clicks and as 
the pinion g is fixed to the disc carrying the clicks it is 
made to rotate in one direction only. The wheel A gears 
into the pinion g, therefore this wheel rotates in one 
direction only and so on to the mainspring ratchet wheel. 

“Whichever way the weight rotates it turns the wheel c 
one way and the wheel f the other. Since the pinion g, 
between these wheels, is driven by the click mechanism. 
one or other of the wheels c and f must drive the pinion 
in one direction only. 

“The action is a little difficult to follow, but once 
grasped it is perfectly simple. The tooling up for the 
manufacture of parts comprising the assembly of the 
wheels c and f is a masterpiece of engineering skill, as 
the finished product is so accurate and compact. 

“To dismantle for fitting a new mainspring or make an 
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adjustment to the balance spring it is only necessary 
to remove the three screws (2) (Fig. 1) and the whole 
automatic mechanism, including the weights, can he 
lifted off. When dismantling for cleaning purposes the 
weight is released by removing the screw (1); the screws 
(5) will release the two holders which secure the move. 
ment in its case. Unscrew these to allow the holders 
to be pushed forward to the center. When reassembling 
make sure the pinion of the wheel (4) gears into the 
ratchet wheel.” 

It is explained by de Carle that “during cleaning it is 
not necessary to remove the ball bearings. For this and 
the click work assembly a perfectly clean brush free from 
chalk is used and well blown out with the bellows after. 
wards.” 
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Figure 4. The weight and gear train. 





“After cleaning,” he says, “introduce a little oil to the 
balls; use a thin fluid oil such as you would use for the 
balance pivots. The clicks do not require any oil at all; 
this is the most important. The pivots of the automatic 
train are oiled in the usual manner.” : 





Betters Service with ‘Intercom’ System 


An intercommunication system, with speakers located 
at strategic intervals along the display counters of the 
store, has considerably expedited customer service for 
Myron E. Freedman & Bro. Co., exclusive jewelry store 
in downtown Atlanta, Georgia. 

One of the intercommunication units is located near 
each “sales center” represented by cases on either side. 
Thus, salesmen waiting upon customers for diamonds, 
watches, or pearls are never more than a few steps away 
from electronic communication with the service depart: 
ment at the rear of the store. 
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WHERE CAN I GET—? 


jo UZEE CORD—What do you recommend for use as 

gut in fuzee-type clocks, cat-gut or nylon cord like 
is used for stringing up tennis racquets? It occurred to 
me that nylon would be free of the fraying that happens 
to cat-gut when it gets old. (Question No. 6248.) T. D. 


Answer—aAs you say, nylon cord is free from the 
tendency to fray as it becomes old. Why not use it in 
some clocks of your regular customers with which you 
could keep in touch and observe how it performs in 
actual use? We know of no collected data on the use of 
nylon for this purpose and the only way to make sure 
of behavior of novel materials in mechanical work is to 
put them to use and watch the results for a sufficiently 
long period of time to give their characteristics a full 
chance to develop. 

Among the things that this would show would be 
whether age in use may effect any changes in flexibility 
or length (stretching) of the cord. One plays safe only 
by practical tests in matters like this. Cat-gut has been 
used for centuries; how nylon might behave remains to 
be seen. 


EMAGNETIZING WATCH—We have a 61% ligne 
Swiss movement here that we cannot demagnetize. 
This is an AS model. We never have this trouble except 
in very small watches. What can be done about it? 


(Question No. 6249.) E. T. A. 


Answer—(1) If the hairspring in the watch is of the 
“non-magnetic” type of metal (indicated usually by the 
white color of the spring and its combination with a 
monometallic balance) the persistent magnetism is prob- 
ably in some steel parts other than the hairspring. Fasten 
these on a thin wood or cardboard strip and proceed to 
demagnetize the assembled group in the regular way. 
passing it through the coil at varying speeds and varying 
the point of travel at which the current is cut off, testing 
the parts for magnetization after each trial. It seems 
that a combination in these experiments may occur at 
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which you will find the test to show the magnetism re- 
moved or neutralized. 

(2) If the hairspring is of steel (indicated by blue 
color and its combination with a bimetallic balance) add 
the hairspring to the other steel parts while proceeding 
as above. But the hairspring must be fastened to the 
board so that its coils are held perfectly stationary, and 
not allowed to “tremble” under influence of the magnetic 
currents in the demagnetizer coil. Place the main body 
of the coil between pieces of blotting paper, with another 
piece of this over the overcoil if a Breguet spring; the 
whole may be fastened to .the board with a strip of 
Scotch tape or surgical adhesive tape. Then follow the 
routine described above in paragraph one. 


"Petersen DUPLEX—I am sending a pencil rubbed 

tracing of bridges, etc., on an old watch. There is 
a name, etc., but all I can make out seems to be “leurier” 
and another word might be “Cie.” This is all in gilded 
finish, and covered with engraved scrolls. How old is it, 
and worth how much? (Question No. 6250.) E. W. C. 


Answer—tThe watch shown in the pencil sketch is of 
the type called “Chinese duplex.” The sketch does not 
show the escapement, but this is no doubt of the special 
form of duplex escapement designed to sound as loud as 
possible in the “ticking” of the watch. These watches 
became a specialty of manufacturers located in the town 
and district of Fleurier, Switzerland, between the years 
1830 and 1870. Charles Henri Bovet of Fleurier, Switzer- 
land, went to Canton, China, in 1824, to promote sales 
of watches in that market and reported to his firm that 
he discovered that the Chinese preferred loud-ticking 
watches, with ornate gilded plates and bridges in the 
movements. The Bovets produced such watches, and 4 
huge export of them to China followed. 

Other firms in Fleurier followed the Bovet example 
for the China trade, but the successive Bovet firms sold 
more than any of them, until about 1870, when the China 
taste seems to have changed, no doubt in favor of watches 
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TIMELY NEWS FROM WESTCLOX 


... fo help you make sales as regular as clockwork! 
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Melody Wall Clock offers an exciting new design fea- 
ture—an easily-removable case ring available in choice 






Watch Merchandiser will catch many a buying eye 
... the box of twelve becomes a handsome counter dis- 


play when opened! 4 Pocket Ben (2 plain, 2 luminous); — of colors! Smartly styled white case, exposed hands, 
4 Wrist Ben (2 plain, 2 luminous); 2 Scotty; 1 Lance; —_—-3-dimensional numerals. Six-foot cord is neatly concealed 


1 Rajah. Costs you $45.24. Your profit—$20.46! in recessed back of clock. Retails for only $5.95! 
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Wrist Ben will find a big and busy market among boys Greenwich Electric Alarm will set a brisk selling 







and men. Smartly-styled, built to take rugged use. pace! This small, handsome electric clock combines the 
Chrome finish case. Stainless steel back, curved to fit beauty of rich mahogany-finish wood with the utility of 
the wrist. Non-breakable crystal. Only $5.75 retail! a pleasant tone bell alarm. Gold color metal trim. 
A dollar more for luminous dial. Retails for only $6.95. Luminous dial, a dollar more. 


WES C LO MADE BY THE MAKERS OF BIG BEN (a7 
Products of GENERAL TIME Corporation cen 


WESTCLOX, La Salle-Peru, IIl.; in Canada, Western Clock Co., Ltd., Peterborough, Ont. 
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with lever escapements, which gave a better timekeeping 
performance. These Chinese duplex watches are quite 
plentiful in the collectors’ markets, and are generally con- 
sidered worth hardly more than the gold or silver in 
their cases. 


~ yang CUTTING—Can you sell me back numbers of 
THE JEWELERS’ CIRCULAR-KEYSTONE that would ex- 
plain how to cut semi-precious stones? Also, where could 
we buy machinery for mass-producing cameos fer 
brooches, pendants, etc.? (Question No. 6251.) E. R. M. 


Answer—There are no back numbers of J. C.-K. 
available, with articles on lapidary work. 

About cameo cutting, by machinery, you might write 
Standard Machinery Company, 1475 Elmwood Avenue, 
Providence 7, R. I.; and Reynolds Machinery Company, 
303 Eddy Street, Providence 3, R. I., about this, although 
we doubt whether any of the kind of reproducing ma- 
chines that are used for multiple die-cutting are adaptable 
for cameo-cutting. This calls for a “temperamental” 
handling of natural sea shell material which we do not 
think could be done by any machine. The cameo-cutting 
industry is mainly in Italy and employs hand work. 


_o TERMS—I am reading a book on watch- 
work published in England. There are a few words 
in it that I guess are peculiar to that country only. 
Could you tell me in American terms the meanings of: 
foot jewel, sharp stuff, and bar movement? (Question 


No. 6252.) G.N. 


A nswer—Foot jewel” means the lower hole, or cap 
jewel in a watch or carriage clock. | 

“Sharp stuff” is abrasive rouge, of the coarser grains, 
used for smoothing steel work preparatory to polishing 
it with finer-grained rouge or diamantine. 

“Bar movement” is a design of watch movement in 
which upper pivot-bearings are in bridges so that all 
train wheels are visible. Also called “bridge movement.” 

These definitions are from “The Jewelers’ Dictionary,” 
Revised (Second) edition, just published and can be ob- 
tained from Book Department, THE JEWELERS’ CIRCULAR- 
KEYSTONE, 100 E. 42nd Street, New York 17, New York, 
postpaid for $6.00. 


LD WATCH—A customer wants to know the value 

of an 18-size watch that he brought from South 
Africa where he was in the British Army in the Boer 
War. It has lever escapement with sharp pointed teeth 
in escape wheel, in heavy 18K. hunting gold case, with 
a hole in cover 1/3 the diameter of dial, and figures 
enameled around this. Name on the dial is “J. W. Ben- 
son, 62 and 64 Ludgate Hill, London.” Can you inform 
us as to value? (Question No. 6253.) B. H. V. 


A nswer—tThe maker named was the firm founded by 
James W. Benson about a century ago. We believe it is 
still in business in London, England. The case, which 
you say has an opening in the front cover that operates 
otherwise as a hunting case, showing about a third of 
the hands with numerals engraved around the outside of 
the opening, is of the type called in England a “half- 
hunter.” Judging by what your letter states about the 
watch, we believe it was made approximately between 
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1870 and 1890. About its value, this would not be much 
more, generally speaking, than the value of the gold jn 
the case. While the watch is a fine one, it is not in the 
class of watches that are valuable solely for their age 
(this should be 244 centuries or more) and it has appar. 
ently no rare features of mechanism-type. But, if there js 
some authenticated historical association of the watch 
with the Boer War, for instance if it could be proved that 
it was carried by some noted soldier, or in some famous 
battle or adventure, that might interest some collector 
in buying it, which after all is the basis for value of any 
watch, apart from the matter of its suitability for prac. 
tical use. For the latter, the watch is larger and heavier 
than people are willing to carry nowadays. Any value 
except one that could be based on the historical asso. 
ciation suggested, would amount to just about what the 
gold in the case is worth. 


LEANING WATCH STRAPS—What treatment can | 

use on leather in watch straps, to prevent them from 
having an odor after worn and getting soaked with per. 
spiration? How can straps be de-odorized after this has 
taken place? (Question No. 6254) H. L. F. 


A nswer—There is no way that we know of for pre- 
venting a leather watch strap from acquiring an odor 
from perspiration from the skin of the wearer, nor for 
removing the odor. This effect of perspiration is not 
usually complained of, but probably some kinds of 
leather would be more subject to it than others. Also, 
some persons’ perspiration would be more likely to cause 
odor than others’. The simplest way to solve the problem 
would be, obviously, to wear a strap not made of leather; 
a metal bracelet, or a strap made of flexible non-porous 
material like vinylite or nylon, or a linen strap that 
could be washed. You might also experiment with dry- 
cleaning fluid, immersing the leather strap in this, al- 
though this could not be a permanent remedy. Whether 
or not the type of leather in this strap makes it unusually 
susceptible to perspiration effects, would be a question 
for an expert in the leather trade to answer. 


he HEAD WATCH—I read some time ago in one 
of the jewelry magazines that a Hamilton watch 
movement in a case with an Elk head and colored wreath 
of flowers was worth $1,000. Just got in a watch like 
this for a balance staff and cleaning; and the owner wants 
to know about what that article explained on price. Can 
you send me a copy of it? (Question No. 6255.) A. R. . 


Answer—What we can say is that the above state 
ment was never published in THE JEWELERS’ CIRCULAR: 
KEYSTONE and that we cannot imagine how any such 
watch could have any such value. Unless you would send 
us more exact and full quotation of the statement in 
question, there is nothing we can explain about it. The 
idea that any modern watch of standard make and model 
could be worth a thousand dollars if cased in some com- 
mercial case engraved with an elk head and a wreath, 
probably in colored gold applique, is really absurd. We 
wonder whether you have not misunderstood or failed to 
remember correctly the statement in some “one of the 
jewelry magazines.” Possibly if you would check this 
and write us again, we could explain the matter. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











After closing time...and still selling 


VEN after the store is closed, a 

modern, eye-catching Pittsburgh 
Store Front, with extensive display 
areas presenting the merchandise at- 
tractively to the public, captures the 
attention of the passer-by ... wins 
his admiration. 

Many jewelers have taken advan- 
tage of the magnetism of an attrac- 
tive store front of Pittsburgh Glass 
and Pittco Store Front Metal to 
build better business. And they have 
proved that it’s the neat, inviting 
jewelry store that gets attention... 
and the lion’s share of the business. 

Put a modern, eye-catching store 
front of Pittsburgh Glass and Pittco 
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Store Front Metal to work for you. 
Modernization is not just an expense, 
but rather an investment in the fu- 
ture of your business. And when you 
remodel, do it right — do a complete 
job inside and out. If you desire 
them, easy payment terms can be 
arranged. 

Your architect is familiar with 
Pittsburgh Products, so consult him 
for a well-planned, economical de- 
sign. In the meantime, write for our 
free modernization booklet which 
gives examples and descriptions of 
many actual Pittsburgh installations. 
The coupon below is for your con- 
venience. 








ATTRACTIVE IN APPEARANCE .. . economical to maintain. This jewelry store in Davenport, lowa, 
has a neat, inviting front that “stops” the passer-by. Long after closing time the extensive display 
areas of Polished Plate Glass go on “selling” the merchandise. The colorful facia of black Carrara 
Structural Glass and the inviting Herculite Doors complete the eye-catching front. A wiping cloth, 
or a brush and hose, is all that’s needed to keep the front bright and clean. 


Pittsburgh Plate Glass Company 
2146-0 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy of your book on store 
modernization, ““Modern Ways for Modern Days.” 
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Moanutacturers’ News 





New Feature Lock Ring Line 


When Feature Ring Co., makers of Fea- 
ture Lock Diamond Engagement and wed- 
ding rings, opens its exhibits at the 
ANRJA conveniion in New York and the 
NACJ show in Chicago, visitors will be 
seeing the company’s most extensive line 
of its history. 

Regular showings of Feature Lock’s tele- 
vision and movie films will be still another 
part of both conventions. According to 
the company, two one-minute spots with 
provisions for retailer tie-ins have met with 
great enthusiasm. Jewelers who do not 
attend the conventions may see the films 
through their authorized distributors who 
can order the films for them as well. 


New Speidel Display For 
"Spirit of Paris" 


Part of its plan in introducing the new 
“Spirit of Paris” watch bracelet, the 
Speidel Corp., Providence, R. I, is a 
specially designed counter/window display, 
done in royal blue and gold. It is ar- 
ranged to show four “Spirit of Paris” 
watch bracelets on watches. One of these 
is in the elaborate antique Parisian clock 
“Spirit of Paris” gift package. The other 
three are on wooden collars notched for 
white cards with selling copy. Lighted 
from behind, the vertical panel on the left 
shows a fashion sketch; the actual size of 
the display is 161% in. wide, 19% in. high. 
and 4% in. deep. 
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Because its design provides a means of 
transforming any watch into a fashionable 
bracelet watch, the new “Spirit of Paris” 
becomes a merchandising tool. Speidel sug- 
gests that various watch styles be attached 
to its new number for showing on this 
display, part of the new Speidel “A-1” 
Unit. This unit also contains 12 “Spirit of 
Paris” watch bracelets (9 yellow, 1 pink, 
2 white) and costs the retailer $64.50. 
Selling price, tax included, is $155.50. 
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New Mido Watch 
Motion Display 


Louis Aisenstein & Bros., Inc., American 
distributors of Mido Multifort Superauto- 
matic watches, announced another promo- 
tion similar to the Mido motion display 
of last year. 

Stanley Moser, vice-president of Louis 
Aisenstein & Bros., Inc., said, “Self-wind- 
ing, waterproof watches are growing amaz- 
ingly in demand, and they form the 
basis of increased promotional activity for 
jewelers. Therefore the machine which 
will be given without charge to jewelers 
very dramatically proves through the mo- 
tion of the Mido robot, that the Mido 
watch is waterproof, shock resistant, and 
self-winding. But in addition, a nation- 
wide retail store contest has been planned, 
based on the action of the Mido display.” 

Other promotional efforts include a full 
range of display material, dealer aid ma- 
terial, and a strong advertising campaign 
in Life, Saturday Evening Post, and Holi- 
day. 





L. A. Window Display Co. 
Features Castle 


A new and pleasing window display get 
has been originated by L. A. Window 
Display Co., 342 E. 2nd St., Los Angeles, 
This set consists of a castle, shown below 
in the center, and ten accompanying small 
pieces. 





The set may be made in any color velvet 
desired and lends itself to new Fall and 
Christmas window presentations. 





1847 Rogers Bros. To Present New Pattern 





Display merchandising aids for new "Daffodil" Pattern. 


A new silver pattern, “Daffodil,” has 
been announced by 1847 Rogers Bros. and 
will be the subject of an extensive ad- 
vertising campaign starting in September. 

During the promotion period, a 2-piece 
salad serving set will be offered at less 
than half the price—$2.50 retail including 
a smartly styled gift box. The regular 
price of $6.00 will be charged after No- 
vember 1 for the set shown at right. 

The staple pieces of “Daffodil” were 
shipped to retailers beginning July 28th. 
These pieces include all the ones con- 
tained in a 52-piece service for eight, plus 
iced tea spoons, oyster forks, butter 
spreaders, berry spoons, gravy ladles and 
cold meat forks. Daffodil will be initially 
available in attractive sets and chests. 

National advertising will be placed in 
13 consumer magazines including Life, 
Ladies’ Home Journal, Look, and Country 
Gentlemen. Sales aids to promote this new 
pattern are also available. 

The pattern will be presented at the 
ANRJA and NACJ conventions. 

In addition, International Sterling will 
present two new patterns, “Brocade” and 





“Blossom Time.” They will be shown to 
the public through the largest national 
new pattern advertising in the company’s 
history. 
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Ournew National Sales Register 
gives us protit-making control 


Mr. Max Beashkans, 
Manager Koerner's Jewelers, 
Peekskill, N.Y. 





“Our new National Sales 
Register meets our re- 
quirements in every way, 
and the results certainly 
justify the investment. 

“We are particularly pleased with the depart- 
ment totals provided by the register. For the first 
time since we have been in business, we now know 
at the close of each day’s business exactly what 
was sold in each department. At the same time, 
we know daily the condition of our outstanding 
accounts. We heartily endorse this product of The 
National Cash Register Company.”’ 

So writes Mr. Beashkans about the modern 
National Cash Register System in the busy jewelry 
store which he manages. If you want to have 





figure facts at the close of each day’s business, get 
better cash control, reduce expenses, and simplify 
your record keeping... talk over your problems 
with the man who can help you—your local 
National representative. He has the benefit of his 
company’s 66 years’ experience in building better 
business systems. Ask him to survey your present 
methods, and to recommend a system exactly 
suited to your jewelry store’s needs. 











THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 


FOR AUGUST, 1950 317 








S. Nathan & Co. Introduces 
Jobbing Stone Assortment 

S. Nathan & Co., 550 Fifth Ave., New 
York, introduced a jobbing stone assort- 


ment, packaged in a transparent plastic 
box with six assortments. 





of imitation stones 


The complete kit 
and pearls is suitable for the repair of 
costume jewelry, and is sold to jewelers 


for $10.00. 





Establishes Service 
For Exporting Mfg. 


B. S. Livingston, 50 Broadway, New 
York 4, N. Y., President of the old es- 
tablished export firm of Livingston & 
Southard, Inc., has recently started what 
may well become a new profession—that 
of Export Consultant. 

The Export Consultant will advise 

American manufacturers and producers 
who desire to inaugurate or increase their 
export trade. Briefly, he will study their 
products, analyze the foreign markets for 
them and :make recommendations best 
suited to their particular needs. These 
recommendations will cover all phases of 
export. business. 
_ The services of the Export Consultant 
in the export field will be somewhat sim- 
ilar to those of the Consulting Manage- 
ment Engineer in the domestic field. 


Taunton Men Form 
Fifth. Ave. Silver Co. 


A group of Taunton silver craftsmen 
headed by M. J. Andrade have formed 
the Fifth Avenue Silver Company, Taun- 
ton, Mass. 

They are producing a line of heavily 
plated hollowware. An item of particular 
merit and popularity is a swinging tea- 
kettle, furnished with an alcohol lamp and 
retailing at $60.00—typical of the values 
they produce. 

M. J. Andrade is President and Treasurer, 
Don Johnson who maintains sales offices 
at 101 Tremont Street. Boston, is Director 
of Sales. 


G E Appliance Sales 
Up for "50 


General Electric appliance sales in the 
first half of 1950 were approximately 20 
per cent higher than those in the com- 
parable 1949 period, H. L. Andrews, vice 
president in charge of the Company’s 
Appliance & Merchandise Department, an- 
nounced recently. 
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Swank Fall Line Revealed 


The new fall line of men’s jewelry, 
belts and wallets of Swank, Inc., was 
shown to approximately 125 salesmen who 
attended the annual 4-day sales conference 
at the Sheraton-Biltmore Hotel in Provi- 
dence, R. I. 

Lee biagi, vice-president, and Sam 
Sampson, vice-president in charge of mer- 
chandising, were responsible for the pres- 
entation. Several new promotions were 
shown by presenting colored photographs 
on the screen and then by distributing 
samples of the merchandise, displays and 
advertising pages to the men seated at 
tables. 

Featured this fall as “Back to School” 
promotions are “Tri-Tone Plaids,” cuff 
links and tie clips, leather and metal 
jewelry, and three models of pencil clips, 
plain, ribbed and combination pencil and 
extension ruler. 

Another early fall promotion is the 
“Terrace” design of “Geometric” cuff links 
and tie clips. 

A new, all-year ’round promotion was 
unveiled for the first time in a complete 
line of “Zodiac” cuff links and tie clips. 
The signs of the zodiac for each month 
of the year highlight the links and clips 
designed to stimulate the buying of Swank 
jewelry every month of the year for birth- 
day gifts. 

For the first time, Swank will feature 
a complete line of men’s manicure sets, 
Biagi announced. 





Price Change on Gemmologist's 
Compendium 


The “Gemmologist’s Compendium” by 
Robert Webster, which was reviewed in 
the June, 1948, issue of this publication, 
has been reduced in price from $4.00 to 
$2.50. This book was published in a 
second edition in 1948. 





Paulson Issues Catalog 


Paulson has issued a new catalog that 
contains many of the latest watchmaker’s 
tools, “The Voice of the Retail Jeweler” 
It is going to be regularly issued by Henry 
Paulson & Company. This publication wij] 
be mailed to all legitimate watchmakers 
and jewelers. 

In it are hundreds of new ideas, tools, 
and sales builders. It is a book of com. 
plete information and a reference book for 
watchmakers and jewelers. It is sent free, 
postage paid. Write to Henry Paulson & 
Company, 131 South Wabash Avenue, Chi- 
cago 3, Ill., for copies. 





"Bridal Wreath’ Deal on 
New Tudor Plate Pattern 


With the introduction of its new pat- 
tern, “Bridal Wreath,” this Fall, Oneida, 
Ltd., will make an introductory offer of 
a butter dish valued at $6.50 with the 
purchase of a 54-piece set for eight. This 
offer will also include a seven-dollar anti- 
tarnish set. 








Alone, the 54-piece set retails at $39.95, 
but for the debut of the new pattern, the 
butter dish, chest and set will be included 
for that price, a $53.95 value. 

Public announcement of the new Tudor 
Plate pattern will be made in Look Maga- 
zine on September 12th. 





Fostoria Publishes Consumer and Sales Training Book 





An attractive booklet recently published 
by the Fostoria Glass Co. of Moundsville, 
W. Va., is both a consumer and sales- 
training book. Called “Crystal Gazing,” 
the book is unusually informative on the 
subject of all kinds of glass making. 

Consumers will find it interesting for 





the descriptions of the important things to 
look for when buying crystal and for the 
proper pieces necessary for correct table 
settings. A section is also devoted to the 
proper care of glassware. For help in de- 
veloping their sales talks, retailers will 
find this invaluable. 
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WATCH REPAIRING TO THE JEWELRY TRADE 
Since 1940 
CMOGMING 2 oc ccc c ccc ccccccecccccccccccccocce $3.00 
One week's service on average overhaul jobs 
(self-winding - $1.00 extra) 
Cleaning and Staff ............ eee cece eeeees 4.50 
Cleaning and Mainspring ............+.-++ee0- 3.50 
Cleaning and Stem and Crown ............... 3.60 
Sal only ...ccccccccccccscccccccccccccccecs 2.50 
Stem and Crown only ..........+-eeeeeeceees 1.75 
Mainspring only ..........ce ee eesceeccceceees 1.75 


Jewels - balance, roller, pallet (with clean) ea.  .85 
Crown, hand, crystal reg. (with cleaning) ea... .30 


Pivots polished ........cccccccccccccccccccces 1.00 
PO ED cnc ccccvecercaeedscsccesececese 1.00 
pv 2 Pe erererrrrerrerererererr ey 1.00 


Chronographs overhauled (plus parts)... .$8.50 - 10.50 


Dial refinishing - factory prices. 


All customers’ watches are fully insured while in our possession 
by our Jewelers Block Policy, issued by the St. Paul Fire and 
Marine Insurance Co. 


We acknowledge all watches upon receipt with a list of your 
numbers, size, maker, jewels, case. 


We have a good staff of competent Watchmakers—NO 
APPRENTICES. All repairs timed on our WATCHMASTERS 


and carefully checked before returning to you. 


If you are interested in FIRST CLASS WORKMANSHIP and 
repairs that we fully guarantee, we can be of service to you. 
Repairs shipped "open" to well rated accounts. Terms: Net: 
10 days. 


We are offering following material assortments which every 
watchmaker should have on hand and have purposely omitted 
staffs, stems, and mainsprings as these items are usually 
stocked. 








FF 120 ASSORTMENT AS 970 ASSORTMENT 
| only roller table, complete |} only roller table, complete 


yoke bridges a , 
| “minute wheel 2 yoke bridges 


| “setting wheel (inter- minute wheel 








| 

mediate) | " clutch wheel 
2 " clutch wheels  * ieme wheel 
| 1s hour wheel 2 " 4th wheels, sec. hand 
3 click springs ; 
3" clutch lever springs : oy _ 
2 “ winding pinions | winding pinion 
YOUR COST $3.0] YOUR COST $3.00 











Both assortments $5.70 or $2.85 each in lots of 2 or more. 


Terms: Net Cash—Postage prepaid when remittance accom- 
panies order. 


Prices subject to change. 


FRED P. SMITH 
6008 W. Belmont Ave., Chicago 34, Illinois 
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C C 0 1 ¢ my Monarch “Tri-Marker” 


price-marking ma- 


tn T ( ( chine pays for itself in 
q q S time saved, errors 
avoided ... adds at- 


" h fi ° . 
DFESTIGE meer finery 


tematic business. 





Neat, legible price-marking of all merchandise is 
more important in the jewelry business than in any 
other. Untidy, hand-written price tickets suggest 
slipshod methods, cause price confusion and mis- 
understandings. To make the right impression on 
customers — at the same time saving hours of work 
—the Monarch “Tri-Marker” price-marking ma- 
chine is the answer. It is an investment that pays for 
itself. 

Any employee can quickly learn to operate the 
Monarch “Tri-Marker” price-marking machine. It 
price-marks jewelry tags in 3 sizes, including hori- 
zontally perforated styles; also book tickets in 3 
sizes, and 8 sizes of gummed and Senso labels, all 
in rolls. For costume jewelry, leather goods, and 
gift merchandise of all kinds, it is a great time-saver. 
An automatic stop counter and re-winder for labels 
is optional. The Monarch “Tri-Marker” price- 
marking machine is regularly equipped with a turn- 
back re-set counter. 

Send for illustrated folder describing the Monarch 
“Tri-Marker” price-marking machine; also samples 
of Monarch jewelry tags, etc. 

Meet us at our Booth No. 107— 

American National Retail 


Jewelers Association Convention 
Waldorf-Astoria — August 14-17 








the Monarch 
Marking System Company 


World's Largest Manufacturers and Distributors of 
Merchandise Price-Marking Equipment and Supplies 


TORONTO, CANADA @ DAYTON, OHIO @ LOS ANGELES, CALIF. 
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Oneida "Black Jade" Chest 
for Five Community Patterns 


Oneida, Ltd., Mfrs. of Community Sil- 
verplate, offers a group of merchandising 
aids to help retailers sell Community pat- 
terns this Fall. Featured will be the strik- 
ing new chest called “Black Jade” which 
holds a 61-piece set for eight in all five 
Community patterns. 

Special details of this new chest are 
its gleaming black lacquer finish, antiqued 
gold decoration, and the Mandarin red lin- 
ing. It has a hinged top to make knife 
racking easy. 

A Fall advertising campaign will begin 
on September Ist and continue through 
November with top spots in large-circula- 
tion national magazines. 





American Rolex Imported 
Displays for 1950 Promotion 


René Dentan, vice-president of The 
American Rolex Watch Corporation, New 
York City, announced that an outstanding 
feature of its 1950 promotion campaign 
is to be the exhibition by leading jewelers 
of unique Rolex watch displays that re- 
cently created a sensation in fashion 
centers of Europe. 





Executed in distinctive Swiss style dur- 
ing several years’ work by a group of 
skilled craftsmen, these displays represent 
the latest European design techniques. 
They were developed under the personal 
direction of Mme. Schmidt, one of Europe’s 
most distinguished commercial designers. 

Now being scheduled for a series of 
one-month showings throughout the United 
States, these travelling displays form a 
unique addition to American Rolex’s cur- 
rent promotion campaign (through de 
Garmo Inc.). 





Admark Sterling Bracelets 
Admark Jewelry, of Philadelphia, mak- 


ers of a complete line of Sterling Silver 
Identification bracelets, have recently ex- 
panded their business to enter the Scarab 
bracelet field. 

Admark is using only the finest stones 
imported from Europe, each with the 
Bombay back. They are set in_ heavy, 
hand-made 14K gold and gold filled 
mountings with peg spring rings. Each 
bracelet bears Admark’s trademark and 
quality stamp. 

The bracelets will be launched with a 
planned advertising campaign including 
magazine insertions, television, dealer 
helps and point of sale promotion. 

A complete catalog is now available. 
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Elgin American Shows 
Increase in June 


A 33 per cent sales increase for June, 
1950, over an equivalent period in 1945 
was reported at the Elgin American na- 
tional sales conference at the Stevens Ho- 
tel in Chicago. 

Allen B. Gellman, president of the firm, 
also stated that in answer to demand from 
53,000 drug stores, the company had ex- 
panded its production and distribution of 
ladies’ fashion accessories and that the 
move had proved highly successful. This 
is the first time that the company has 
increased its market beyond jewelry and 
department stores. 

The president also announced that Sal- 
vador Dali, the well known artist, has 
been commissioned to design art and fash- 
ion jewelry pieces for Elgin American. 





Elgin "Durapower" Mainspring 
Guaranteed for Life of Watch 


The “durapower” mainspring is now 
guaranteed against breakage for the life 
of the watch. This step, taken by the Elgin 
National Watch Co., is based on consumer 
experience and continuing laboratory tests 
being carried on ever since the mainspring 
was first produced in early 1947. 

J. G. Shennan, Elgin president, said in 
announcing the guarantee that it provides 
jewelers with “an exceptionally significant 
new selling tool with which to impress on 
the watch-buying public the high quality 
of our watches and the technical leader- 
ship of the American jeweled watch indus- 
try.” | 

The guarantee Shennan declared, applies 
to all durapower springs in watches now 
in use as well as those to be sold in the 
future and to durapower springs which may 
be placed in older model Elgins. | 





Jewelers Tie-Up With 
Esquire's Fall Program 


A minimum total of 300 outstanding 
jewelry stores all over the nation will tie- 
up window and interior displays with 
Esquire’s Back-to-Campus issue this Fall. 
These retailers, according to G. Allen 
Reeder, Director of Public Relations and 
Promotion for Esquire, Inc., will feature 
and promote merchandise advertised in 
the pages of the magazine. 

“These retailers,” said Reeder, “will tie- 
up their Back-to-Campus promotions with 
the most comprehensive Campus section 
ever put between covers.” The September 
issue of Esquire will carry a fourteen page 
supplement covering a broad range of the 
university man’s interests with special 
coverage to good grooming, etc. 

To retailers, Esquire is making available 
elaborate and adaptable window display 
pieces, counter cards, interior display 
pieces and other merchandising aids. For 
advertisers, there is a completely re-de- 
signed line of both Back-to-Campus and 
standard merchandising aids, including 
cover folders, merchandising mailings, 
letterhead stickers, die-cut-display cards, 
square mounted reprint cards, platform 
display cards, merchandise hang-tags, pack- 
age stickers and “esky” statuettes. 





Luria Issues New Catalog 


L. Luria & Son, Inc., New York, Atlanta, 
and Miami distributor, has issued a retaj] 
counter catalog featuring English and 
domestic silverplate and _ sterling silver 
Many unusual items are attractively illys. 
trated and described in this 24-page book. 
let with Keystone prices. 

Copies may be obtained by writing to 
the company at 160 Fifth Ave., New 
York 10. 


————— @ 


Levin Watchmaking Tools 


Louis Levin & Son, Inc., has recently 
announced several new items for the watch. 
making trade. Just placed on the market 
is a new hairspring truing caliper which 
allows the maximum visibility around the 
collet. The company reports that there js 
plenty of room to permit easy access to 
the inner coil of a hairspring with the 
tweezers. The caliper is designed so that 





a balance can be left free to spin or to be 
placed under a slight friction by a spring 
on a pivoted arm. Pivot holes are shaped 
to accommodate balances ranging in size 
from the smallest baguette to a railroad 
size. The caliper costs $7.50. 


CoN NORA ON. 
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A new series of hand chucks is also be- 
ing introduced. These chucks have shal- 
low steps and narrow shoulders to permit 
the socket of hands to drop into the holes. 
The set of 13 chucks will accommodate all 
sizes of hands up to 12 pieces. They are 
supplied in a wood box and retail for 
$16.50. 

For drilling cross holes in round parts 
the firm is making a vee chuck. This 
chuck is designed to be used in any leather 
whose tail stock holds chucks. It is har- 
dened and ground. Price is $4.80. 





Benrus to Sponsor TV Show 


When the National Broadcasting Com: 
pany resumes the TV show, “Saturday 
Night Revue,” on Sept. 9th, Benrus will 
be one of the sponsors, Oscar Lazrus, 
president of the watch company, ai 
nounced. 

Benrus will co-sponsor the latter part of 
the review called “Your Show of Stars” 
which features Sid Ceasar and Imogene 
Coca. This sponsorship is in addition t0 
the company’s other TV and radio com 
mitments. 
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THE JEWELERS 
DICTIONARY 


—New, Completely Revised 


* Second Edition * 


“Knowledge is Power’. Every jeweler will find 


profit-making power in the knowledge of terms 
and terminology of the jewelry trade which are 


authoritatively explained in this, the completely 
revised Second Edition of THE JEWELERS’ 


DICTIONARY. 


In one comprehensive volume, THE JEWELERS’ 
DICTIONARY contains an invaluable wealth of in- 
formation—indispensable to the jeweler, watch- 
maker, gemologist, advertising man; in short, to 
anyone seeking information pertinent to the 


jewelry and allied fields. 


$6 °° 


Post Paid 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd STREET NEW YORK 17,N. Y. 


Check or Money Order Must Accompany All Orders 
DO NOT SEND CASH 
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Newest, Best Seller 
yy WE for Your 
Jamm\\\ ame Silver and Giff Trade 
Says TRIM 
~<a lransparent Protectors 
"77a for Silver, China, Linen 








e Moth Proof, Tarnish Proof 


e Dirt, Dust and Moisture Proof 

e Perfect Visibility, Easy Access . 

e Tough, Crystal-ciear Vinylite te 

e Beautifies Cupboards, Cases, | er = 





Envelope type Vinylite protectors 
in several sizes ore interchange- 
able for flat and hollow-ware 
silver, china or linen. Roll-type 
units with 12 or more pockets for 
flat silver. Roll unit for 6-pc 
silver place setting is marvelous 
for “bride trade."" Among units 
available, and list prices, nation- 
ally advertised: 


Designed by Lucile Whittier 
Now, Nationally advertised 


Trim Unit for 6-pe Flat Silver place setting ................ 
Trim KIT for 72-pc Flat Silver service ...................... 
12 units, each 15x19" ... .$5.00 6 Units, 12x13" ........ 
16 units, Ass't Sizes .... 5.00 | Unit, 18x24" ........ 
3 Units, each 16x20".... 2.00 | Unit, 24x30" ........ 
| Shelf Protector, 27" deep by 36" wide ................... 


THEERIM Company ina. 40% 


2669-JCK Cascade Springs Drive, Ada, Michigan 
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Kreisler Promotes Nylons in 
Exclusive "Regimental Stripes" 


Jacques Kreisler Mfg. Corp., North Ber- 
gen, N. J., has introduced DuPont nylon 
watchstraps in 
new idea in color combinations now ex- 
ceptionally popular in top fashion wear- 
ing apparel. 

The regimental stripe assortments are 
available in color combinations of blue 
and gold, brown and gold and red and 
blue. Available, too, are solids in brown, 
gray, tan and white with a lustrous weave. 





Introduced as a jeweler’s quality watch 
strap “you'll sell with pride,’ Jacques 
Kreisler intends to give the nylon watch 
strap a “Big Lift” out of the drug and 
variety store and into the jewelry store. 

Kreisler officials point out that a jewelry 
store item is “Always something special” 
and quality nylons, smartly fashioned, can 
be a jeweler’s special. too. 


we ae 


U. S. Pilot in Korea Asks for 
Air Corps Wedding Rings 


Started by a pilot of the Far East Air 
Force, now in action in Korea, a new 
palladium “Air Corps Wedding Ring” has 
suddenly shot into high demand. 

Carved on a plain palladium band in 
two matching sizes for bride and groom, 
are rosettes and baguettes shapes which, 
to the B-26 pilot, were propellers and 
wings. 

Early last May, David Sarkin, ring 
maker of 37 West 47th St., got a letter 
from the pilot based in Japan. He was 
getting married in June. He had seen a 
picture of the Sarkin matching palladium 
set, then prosaically named by the style 
number H856. The pilot sent a $37.50 
money order and asked that the set be 
rushed through the APO number on the 
Pacifie. 

In his letter, the pilot asked for the 
“ring with the propellers and wings.” He 
wrote that he was particularly pleased by 
the dictionary definition of palladium, 
which is “bulwark or safeguard,” such as 
“the military is the palladium of our 
liberties.” 

Seeing some possibilities in what one 
pilot had visioned in rosettes and baguettes, 
Sarkin changed H856 to “The Air Corps 
Wedding Band.” Retail jewelers near air 
bases started offering it. 

“From that first order has stemmed what 
already is an amazing flood,” said Sarkin. 
“My ‘Air Corps Wedding Rings’ are flying 
high.” 
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imperial Offers Gift of Sculptured 
Pearls to Conventioneers 


The Imperial Pearl Syndicate of New 
York, Chicago and Los Angeles, recently 
announced that they have issued approxi- 
mately 10,000 special invitations to jewelers 
all over the country to visit their exhibits 
at the August jewelry shows in New York 
and Chicago. Presentation of the invita- 
tion will entitle bearer to a pair of beauti- 
ful earrings set with Imperial’s new sim- 
ulated pearls, Sculptured Pearls, so named 


because of the secret “sculpturizing” 
process that transforms the base into 
cultured-like pearls of exquisite form and 
beauty. 


The earrings, according to the Company, 
are of such fine quality that the jeweler 
will take pride in presenting them for 
wearing by his wife or daughter. 

Imperial states that Sculptured Pearls 
establish a middle ground for sales mid- 
way between the best simulated variety 
and the more costly cultured. 





New Styling in Gruen 
"Masterpiece Series’ 


Ten wrist-curved watches, priced from 
$49.75 to $100, form the new “Masterpiece” 
series recently introduced by the Gruen 
Watch Co., Time Hill, Cincinnati, Ohio. 
They are distinguished by specially de- 
signed crystals and unusual case designs. 








An appealing angle for the retailing of 
the new series is the Curvex watch box 
which contains a patented built-in-motion 
device that automatically raises when it 
is opened. When the box is closed, the 
watch drops back in place. A set-in disk 
emphasizes the “curved to fit the wrist” 
feature. 

Full-page advertisements in Colliers, 
Look, and The Saturday Evening Post, 
plus television spots, will give extra sales 
support to this new series. 





Topflight Tape 
Offices Centralized 


As of June lst, 1950, all of the adminis- 
trative, sales, order, accounting and adver- 
tising departments of the Topflight Tape 
Company were located at 116 East Market 
Street in York, Pa. 

Instead of four locations, there are now 
but two. Greater efficiency, easier flow 
of orders, economies in operation all will 
be reflected to Topflight customers. 








G. F. and R. G. Platers Issue 
Results of Consumer Survey 
“What Do People Think” is the title of 


an attractively prepared book containing 
the results of a consumer survey ¢op. 
ducted by Alfred Politz, Research Inc., fo, 
the Gold Filled and Rolled Gold Plate 
Manufacturers. This booklet analyzes the 
answers of “the man (and woman) on the 
street” to the question “which of the fo). 
lowing terms suggest high quality jp 
jewelry and watch cases?” Those inter. 
viewed in their homes, in twelve carefully 
selected cities of various sizes, were then 
shown a listing as follows: “Gold overlay— 
Gold Plate—Gold Filled—Rolled Gold 
Plate—Gold Clad—Gold Electroplate.” 
From these the folder reveals that the 
term “Gold Filled” was selected the great. 
est number of times among both men and 
women, in all age groups, in all income 
groups, and in all sections of the country, 
This book is now available for distriby. 
tion. It also contains helpful selling sug. 
vestions for use by sales people and offers 
a practical sized package insert free to 
retailers. A booklet well worth careful 
reading by any jeweler. Copies available 
from Research Division, Gold Filled and 
Rolled Gold Mfrs., Providence, R. I. 





Arrow Mfg. Co. Opens 
Packaging Plant in Canada 


The Arrow Manufacturing Company of 
West New York, N. J., announced that it 
is opening a manufacturing plant in 
Toronto, Canada, for the service of their 
United States customers who have manv- 
facturing plants in Canada, as well as for 
the service of the jewelry industry in 
Canada. 

A building at 91 Brandon Avenue has 
been purchased. Located near the heart of 
the Toronto business district, it will en- 
able Arrow to serve its clientele with the 
same efficiency as provided by its organi- 
zation in the United States. 





Ornalite Tray Display Rack 


Providing an effective sales promotion 
aid for the recently introduced Hasko 
Ornalite Tray Line is this new display 
rack. It is designed to occupy a minimum 
of counter, shelf, or table space and will 
hold a single Monarch or Hanover Square 
Ornalite tray. 





Styled in red and gray with an attractive 
illustration and a brief sales message, on¢ 
of these display racks will be supplied with 
orders for Ornalite trays at no extra cost. 
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News of 


Personnel 








JOHN W. HEPBURN 


W. J. McKENZIE 
‘Elgin Nat'l Watch Co.) 


(The Mautner Co.) 


W. J. McKenzie has been appointed 
a sales representative by the Mautner Co., 
Inc., 20 W. 47th St., New York. 

John W. Hepburn has been named dis- 
trict representative for Elgin National 
Watch Co. with headquarters at Seattle. 


The appointment of Leonard Lees to 
the post of Southwest sales manager for 
the Flex-Let Corp. was announced by 
Jules Hochman, Flex-Let Sales Manager. 

Alfred R. Nathan, vice-president in 
charge of advertising for Ronson Art Metal 
Works, Inc., announced the appointment 
of Herbert M. Stein as assistant advertis- 
ing director. 

John L. Busey of Bridgeport, Conn., has 
been elected a vice-president of the Gen- 
eral Electric Co. and placed in charge 
of marketing policy. 

Charles N. Crittenton has been ap- 
pointed director of sales and advertising 
of the Schick Inc., Kenneth C. Gifford, 
president, announced recently. 


Louis Kramer, president of Kramer 











HERBERT M. STEIN 


LEONARD LEES 
(Ronson) 


(Flex-Let Corp.) 


Jewelry Co. of New York, announced that 
Henry A. Ash has been appointed New 
England regional sales manager. 

George Brooker, for the past two years 
Buffalo sales representative for Swank, 
Inc., has been transferred to the Chicago 
sales office. 

Lawrence Corb has been elected vice- 
president in charge of sales and adver- 
tising for Imperial Pearl Syndicate, Joe 
Goldstone, president, announced. 

Gene Henry has been appointed west 
coast sales representative for Seidman & 
Co., New York, manufacturers of diamond 
jewelry. 

Louis H. Miller has been appointed 
manager of marketing of the General 
Electric Company’s appliance and mer- 
chandise department, H. L. Andrews, presi- 
dent, announced recently. 

William B. Creech of Atlanta, Ga., has 
been appointed assistant sales manager of 
the Westinghouse Appliance Division, it 
was announced by T. J. Newcomb, sales 
manager. 
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Holmes & Edwards 
Ad Campaign 


Big-gun ammunition for its thousands 
of dealers in the face of today’s increas- 
ingly competitive “buyers’ market” is be- 
ing supplied by the Holmes & Edwards 
Division of International Silver Company 
via the most ambitious campaign of mer- 
chandising advertisements in its history. 

The special campaign, appearing in full- 
page color advertisements in Life Maga- 
zine, began in mid-April and will continue 
throughout 1950. It is being run in addi- 
tion to Holmes & Edwards’ regular sched- 
ule of consumer ads, which emphasize the 
romantic appeal of quality silverplate. 

Holmes & Edwards is backing up the 
series of merchandising ads with a com- 
plete kit of point-of-sale materials and 
other aids for dealer use. A new kit—in- 
cluding newspaper mats, radio commer- 
cials, ad preprints. “As Seen In Life” 
counter display cards, direct mail cards 
and a series of store display suggestions— 
1s prepared for every new ad as it is 


scheduled. 
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Chain Motif in New 
Bridal Ring Set 


A new bridal ring set of both engage- 
ment solitaire and wedding band featuring 
a chain design has been introduced here. 
The purpose is to “captivate bridegrooms 
intent on firmly chaining their brides,” 
according to the designer. 

The chain pattern is formed by criss- 
crossing channels of diamonds set in palla- 
dium. The new set improves upon a single 
“chain® wedding ring that proved to be 
one of the most popular style numbers of 
1949, Arnold Golber, designer of the 
Bristol Seamless Ring Company, said. 

“There’s something about the idea of a 
chain pattern that appeals to American 
men buying rings for their prospective 
brides,” Golber said. “It’s not the joke- 
sters talk of ‘ball and chain’ but the 
sincere sentiment of two lives being linked 
for life. Now we have been able to pro- 
duce two rings in that pattern for the 
amazingly low price of $125 retail.” 

The engagement ring has one chain link 
on each side of the 4 ct. solitaire and 





Riker Advanced 


BURTON M. RIKER 
Vice-President 
Toastmaster Products 
McGraw Electric 





Burton M. Riker has been elected assis- 
tant vice-president of the Toastmaster 
Products Division of McGraw Electric Co., 
Elgin, Ill. Riker was formerly general 
manager of the company’s Clark Division 
in Chicago, manufacturers of automatic 
electric water heaters. 





Lipsich 
Appointed 


MAURICE LIPSICH 
Advertising Mgr., 
Dormeyer Corp. 





Maurice Lipsich of the Dormeyer Corp., 
Chicago, has been appointed advertising 
manager, it was announced recently. 

Lipsich has been with Dormeyer for 
five and a half years and has worked 
closely with Marvin Allesee, executive 
vice-president in charge of sales, in pro- 
moting Dormeyer’s expanding line. 


Conley reappointed by Eterna 


CHACE CONLEY 
Publicity Director 
for Eterna Watch Co. 





Miss Chace Conley of New York, has 
been reappointed director of publicity and 
public relations for the Eterna Watch Co. 
of America, it was announced recently by 
Dr. Rudolph Schild-Comtesse, director 
general of Eterna of Grenchen, Switzer- 


land. 





the wedding ring has three links, with a 
total of 20 diamonds set in palladium 
channels. There are an additional 14 side 
diamonds on the engagement ring. They 
are available in all white, or with yellow 
shanks and palladium or platinum tops. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
— 23 words; additional words, 5 cents per 
word. 


“Help Wanted’”—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will net be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To aveid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of r endations. 





Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 








Situations Wanted 





DISPLAY salesman; top flight; window 
or showcase trims. Address “A., 276,” 
care J C-K. 





WOMAN; experienced as order, stock or 
repair clerk in wholesale jewelry; New 
York City. Address “‘A., 245,” care J C-K. 





WATCHMAKER; capable and depend- 
able gentleman; will go anywhere for 
good, permanent position. Address “H., 
249,”’ care J C-K 





JEWELER and diamond setter; excellent 
workman; 25 years’ experience at 
bench; first class establishment only. 
Address “C., 168,” care J C-K. 





EXPERIENCED watchmaker; conscien- 
tious and efficient mechanic: available 
for retail store in Midwest area. Ad- 
dress “F., 248,” care J C-K. 





YOUNG man; 20; college graduate, wishes 
position in jewelry or diamond house; 
interested in position with future. Ad- 
dress “R., 289,” care J C-K. 





JEWELER, A-1;: for finest handmade 
platinum work, also gold; now em- 
ployed, desires change to West or Mid- 
dle West. Address “A., 165,” care J C-K. 





DEPENDABLE and honest watchmaker ; 
50 years of age; married: desires po- 
sition New York State or New York 
City. Address “A., 251,” care J C-K. 





TOP salesman; 15 years’ experience retail 
credit; trim windows; assist in buy- 
ing; seeks position; well recommended. 
Address “F., 281,” care J C-K. 





TOP grade watchmaker for all types of 
work; experienced all kinds of chrono- 
graphs and timers; available August 1. 
Address “T., 4904,” care J C-K. 





SITUATION with reliable firm, by jew- 
elry repairman and stone setter; 20 
years’ experience; any location; South- 
ern state preferred. Address ‘“‘W., 299,” 
care J C-K. 





YOUNG man; 28, single; three years’ ex- 
perience; presently employed New York 
retailer, desires change for better op- 
portunities; best references. Address 
“S., 294,” care J C-K. 





A-1 watchmaker available; 12 years’ ex- 
perience ; dependable and efficient 
worker; seeking steady full time em- 
ployment in retail store. Address “D., 
247,’° care J C-K. 





WATCHMAKER, wants permanent posi- 
tion; have Indiana and Iowa licenses ; 
best references; 25 years’ experience; 
$60 per week. Address “D., 220,” care 
J C-K. 





WATCHMAKER, Junior; clock and 
jewelry repairman: watch school grad- 
uate; desires position; five years’ ex- 
perience; best of references. Address 
“Pp., 265,” care J C-K. 


— A 





ENGRAVER; 21 years’ experience on 
better class silverware and jewelry; 
desires change; prefer first class retail 
store; South or West. Address “E., 
256,’’ care J C-K. 





ENAMELER: manufacturer of enamel 
goods in East, who is sincerely and di- 
rectly interested in enameling; contact 
experienced enameler. Address “L., 187,’’ 
care J C-K. 





JEWELER: 22 years’ experience repair 
and special order work; desires con- 
nection with first class retail store; 
South, Southwest or West. Address “F., 
257,”’ care J C-K. 





CERTIFIED watchmaker; responsible 
and efficient; five years’ with present 
employer; desires position; bhest ref- 
erence; straight salary or commission. 
Address “C., 246,” care J C-K. 





JEWELRY executive: 25 years’ thorough 
experience in all phases of the jewelry 
business, wholesale and retail, includ- 
ing store management and merchan- 
dising. Address “V., 196,” care J C-K. 





YOUNG man: 35; thorough knowledge 
all phases of jewelry business, as assis- 
tant to busy executive; can cover Met- 
ropolitan area: well known in trade. 
Address “F., 172,” care J C-K. 





MANAGER, salesman, retail, credit, fine 
jewelry, diamonds, watches: excellent 
references; 38: married: desires retail 
or wholesale connections, with reputable 
house. Address “V., 298,” care J C-K. 





JEWELER: about 10 years’ experience 
on platinum, gold; can do light special 
orders and repairing; wishes position 
anywhere; moderate salary. Address 
“J., 250,” care J C-K. 





A-1 stone setter; 24 years’ experience: 
light special order, repairs, all around 
man; European apprenticeship; can 
handle men in shop; also consider part- 
nership. Address “F., 53,’ care J C-K. 





RETAIL credit store manager, 38; chain 
store and independent experience; full 
knowledge of credits; references; avail- 
able September 15: married; bondable. 

Address “J., 229,” care J C-K. 





WATCHMAKER; skillful mechanic; 49 
years’ experience with best American 
jewelers ; competent on all makes of fine 
watches; best of tools and _ references 
Address “W., 274,” care J C-K. 





a 


DESIGNER; student finishing the course 
in designing; also willing to do Some 
office or benchwork. Jewelry Designing 
== a 217-01 Corbett Rd., Bay- 
side, L. I. 








WATCHMAKER; honest, dependable; 
five years’ experience; Capable taking 
charge watch repair department ; estab. 
lished business only; Florida preferred: 
good reference. Address “R., 266,” care 
J C-K. 








JEWELRY mechanic; 24 years’ experi- 
ence, wants position with reliable firm; 
proficient in production, repairing, spe- 
cial orders; any other proposition will 
be considered. Address “S., 291,” care 
J C-K. 





TD 


WANTED; position as foreman; 30 
years’ experience in all branches of the 
jewelry business, and general shop 
practices; will furnish character and 
ability references. Address “J., 260,” 
care J C-K. 





ciliated 


DIAMOND man; experienced; excellent 
references; honest; ambitious; gen- 
erally useful in diamond office; adapt- 
able to selling; desires position with 
diamond house. Address “E., 279,” 
eare J C-K. 





BU YER-manager-salesman, with retail 
credit store experience, wishes oppor- 
tunity to increase your jewelry sales, 
on salary bonus setup; Eastern Sea- 
board preferred. Address “D., “4 
care J C-k. 





RETAIL salesman; 36; 23 years’ experi- 
ence; thorough knowledge jewelry busi- 
ness; cash, credit, detail man; depend- 
able, industrious; desires change better 
opportunities. Address ‘“S., 193,” care 
J ; 





WATCHMAKER, engraver; alert, with 
proven ability; qualifications, both fac- 
tory. store and business; desires con- 
nection with high grade concern; avail- 
able now; go anywhere. Address “A,, 
242,” care J C-K. 





YOUNG man, student of gemology; two 
years’ retail jewelry experience, seeks 
position with New York firm dealing in 
precious, semi-precious stones; eligible 
for “on-job-training.’’ Address “V., 208, 
care J C-K. 


———————— 





DIAMOND expert; a gentleman of good 
character and ability, desires employ- 
ment with an established, reputable 
firm; steady employment most impor- 
tant; salary $5000. Address ‘J., 4872, 
care J C-K. 








GEMOLOGICAL student, receiving tech- 
nical training in all phases of gem iden- 
tification and gem testing, seeks posi- 
tion with New York firm where knowl 
edge will be of practical use. Address 
“W., 209,” care J C-K. 








BOOKKEEPER;; full charge; 20 years’ 
experience wholesale diamonds, manu- 
facturer jewelry; own correspondence, 
knowledge steno-typing, payroll, taxes, 
perpetual inventory records; salary $60; 
references. Hirsch, 30 Ocean Parkway, 
Brooklyn, N. Y 








MANAGER-salesman: 40 years’ old; 
married; 15 years’ experience retail 
jewelry operation; collections, window 
trimming, advertising, personnel; pres- 
ently employed: desires community in 
California, population surpassing 25,000. 
Address “M., 210,” care J C-K. 
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ee 


GRADUATE of accredited school, 1948, 
desires permanent position as watch- 
maker ; preferably town 30,000 or small- 
er, Western Pennsylvania or Eastern 
Ohio; married, age 32; am_ familiar 
with window trimming and selling. Ad- 
dress “N., 287,” care J C-K. 








h of a salesman here; I know 

wey ee jewelry business from all 

angles; am interested in a connection 

with a promotional outfit, where my 

many years of experience will fit me 

into responsible position, not just a job. 
Address “C., 278,” care J C-K. 





—e———e 


WATCHMAKER;; experienced; 32, thor- 
oughly capable handling, purchasing 
and selling bands, cases, materials and 
allied lines; desires position with rep- 
utable watch concern, in either or both 
capacities; New York preferred. Ad- 
dress “B., 252,” care J C-K. 





— - -- 


COMBINATION man; watchmaker, jew- 
eler and diamond setter; 30 years on 
bench, wishes permanent connection 
with retail store of the better class; 
preferably East Texas or Oklahoma; 
have own tools; now employed, but de- 
sire change; available August 15. Ad- 
dress “V., 215,” care J C-K. 





WATCHMAKER;; 24 years old; married; 
graduate of accredited school; former 
instructor; desires position with a fu- 
ture where quality not quantity is de- 
sired, or assuming managership, or pos- 
sible ownership of store where owner 
is thinking of retiring. Address “D., 
201,” care J C-K. 





COMPETENT watchmaker, gemologist, 
wants position with first class firm; 
can do light jewelry repairing, setting, 
also cut stones and make repairs; mar- 
ried; children; employed, but seeking 
better opportunity with permanency and 
progress ultimate; available September 
first. Address “H., 135,” care J C-K. 





SALESMAN; 29: five years’ retail and 
wholesale background; gem _ course 
graduate; seeks permanent connection 
with retailer or wholesaler in New York 
or vicinity; experienced watch repair 
estimator; thorough knowledge of buy- 
ing and selling; excellent as owner’s 
assistant ; finest references. Address “H., 
282,” care J C-K. 





SALESMAN ; experienced and capable in 
retail selling, desires position in good 
store where ability and conscientious 
application: are appreciated; thoroughly 
familiar with all departments of retail 
store; no preference on location: will 
go to any city. Address Circular 198, 
aes 1415, Heyworth Building, Chi- 


“ee 





A-1 watchmaker; experienced all types 
work; eight years R.R. watch inspec- 
tion; 17 years at bench; fast, efficient 
worker ; good references; now employed 
California; steady, congenial employ- 
ment more important than high wages; 
benchwork only; prefer California, 
Arizona, New Mexico or Texas, but 
will go anywhere; age 43. Address “M., 
189,” care J C-K. 


— 





CHALLENGING; difficult position wanted 
in department store or chain organiza- 
tion; exceptionally qualified, produc- 
tive buyer, merchandiser, supervisor ; 
diamonds, watches, all jewelry ; positive 
Suarantee smoother operations, greater 
volume, profits ; your increased business 
determines my value: locate anywhere. 
Charles Hynes, 524 N. Marengo, Pasa- 
dena, Calif. | 





PROMOTIONAL minded salesman-man- 
ager, capable, aggressive, dependable, 
to take charge or assist a diamond 
jewelry department; thorough whole- 
sale and retail experience, suitable for 
large diamond jewelry exchange oper- 
ator, diamond cutter and diamond im- 
porter, wholesale diamond jewelry firm, 
watch importer, department store or 
high class retail establishment; know 
how to mount goods, assist buying in 
second hand merchandise, first class 
window dresser, show-card writer; es- 
tablished wholesale trade in New York 
and out-of-town; private following; A-l 
all around man; unquestionable refer- 
ences. Address “B., 244,” care J C-K. 








Lines Wanted 





PACIFIC Coast salesman desires factory 
line of gold rings; years of selling; best 
references; commission basis. Address 
“C., 4483,” care J C-K. 





SALESMAN; with downtown office, good 
following in Chicago and midwest, wants 
line cultured pearls, necklaces and jew- 
elry. Address “Y., 241,” care J C-K 





YOUNG man; experienced salesman, cov- 
ering better rated jewelers and house 
to house accounts, desires well known 
line of watches or jewelry. Address “G., 
173,” care J C-K. 





EXPERIENCED salesman; South-West 
territory, desires high grade factory 
costume jewelry line; have following, 
traveling territory several years. Ad- 
dress “G., 183,” care J C-K. 





SALESMAN; established following; will 
consider desirable side line to jobbers, 
material houses, importers in New York 
City and the East. Address “D., 254,” 
care J C-K. 





SALESMAN; high calibre; now covering 
Northern New Jersey and Metropolitan 
New York, seeks compact diversified 
wedding ring line; very finest reference. 
Address “Y., 275,” care J C-K. 





SALESMAN; covering Washington, Ore- 
gon, Idaho, desires strong costume jew- 
elry line for jewelry, department stores; 
extensive contacts; drawing account; 





commission. Address “T., 296,’ care 
J C-K, 
REPRESENTATIVE ; now covering 


South-West territory, desires highly 
competitive factory diamond ring and 
outstanding platinum mounting line; 
best references; several years experi- 
ence. Address “F., 182,’’ care J C-K. 





RELIABLE and energetic watch sales- 
man with good following and ac- 
ceptance in New York State; seeks 
an additional major line for above 
and adjacent territory. Address “‘C., 
50,” care J C-K. 





JEWELRY, watch and diamond sales- 
man, wants top line for Texas; one of 
the Southwest’s best known key men; 
only long established firms with na- 
tionally known lines considered; draw 
$150 per week: furnish new car my- 
self. Address “H., 206,” care J C-K. 





SALESMAN; with excellent clientele, 
wishes to connect with a reputable 
manufacturer of diamond rings and 
mountings; over 25 years’ experience, 
covering Eastern territory; excellent 
—_ee Address “W., 197,” care 





SALESMAN; 15 years’ successful sales 
record in southeast, with loose and 
mounted diamonds; personal reasons, 
desires established line diamonds or 
jewelry in southwest; drawing against 
commission; now employed. Address 
“S., 267,” care J C-K. 





EXPERIENCED salesman ; covering Ohio, 
Indiana, Kentucky, with large following 
among jewelry, specialty stores, wishes 
connection with well established manu- 
facturer or jobber of medium and higher 
ee jewelry. Address “V., 239,” care 





SOUTH manufacturers’ representative ; 
need one top quality line; assured top 
flight sales representation to wholesale, 
better chain, grade A retail and de- 
partment stores; clientele expect only 
quality lines. Address Circular 197, 
Room 1415, Heyworth Building, Chi- 
cago 2 





WEST Coast representative, now travel- 
ing California, Arizona, Nevada, Oregon, 
Washington, Idaho, Montana and Utah; 
many fine contacts with best retail 
trade; has years’ of experience and 
commands the respect and confidence of 
his clientele; desirous of making a 
change; will consider only top firms. 
Address, 305 W. 8th St., Los Angeles, 
Calif., Box 736. 





MANUFACTURERS’ attention; lines 
wanted for Fall trip; ace traveling 
representative known solid in the 
East, open for gold, platinum, nov- 
elty lines; can use a good watch 
line, promotion lines; have personal 
contacts with all buyers of jobbers, 
chain stores, large users; Eastern 
territory; commission basis. Address 


“S., 67,” care J C-K. 





JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gift, stationery and leather 
gare stores. Address “H., 2006,” care 


Side Lines 








COSTUME jewelry boxes, for jobbers and 
manufacturers only, for Chicago or 
Middle West: easy to carry, profitable 
side line. Address “K., 186,” care J C-K. 





SALESMAN ; with well established follow- 
ing in Chicago and Middle West, to 
carry manufacturers’ full line of 10K 
and 14K men’s jewelry. Address “L., 
262,” care J C-K. 





(Continued on page 326) 
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SIDE LINES—Continued 





SALESMAN ; for the Coast, calling on the 
wholesale trade, to carry a line of ad- 
vertised and well placed gold, platinum 
and palladium emblems; commission 
basis. Address “K., 230,” care J C-K. 





SALESMAN; who wishes to supplement 
his present line with a line of men’s 
stone rings, priced to sell any jobber, 
please contact us; details in first letter, 
please. Address “N., 234,” care J C-K. 





SALESMEN;; to install new business in- 
vention in jewelry stores, on free trial, 
to sell itself; four $15 sales daily pay 
$200 weekly. Write, Creditors Associa- 
tion, 1477 Ridgeway Rd., Dayton, Ohio. 





SALESMEN with following; fine line 
of 14K scarab bracelets and jewelry; 
sterling identification bracelets; 
competitively priced. Address “N., 
106,” care J C-K. 





SALESMAN; to carry manufacturer’s 
line of ladies’ and gent’s stone rings and 
diamond mountings; must have follow- 
ing among jobbers, chain stores, etc; 
all territories open; draw against com- 
mission. Address “R., 192,’’ care J C-K. 





MANUFACTURER of outstanding line of 
sterling silver jewelry for jewelry, de- 
partment and gift stores; looking for 
salesmen in all territories ; commission 
basis; territorial rights. Address “M., 
63,”’ care J C-K. 





SALESMEN ; to carry low priced costume 
jewelry items; well known men’s jew- 
elry line; advertised watch bands line: 
Phyllis gold filled line; fast selling 
novelties, etc.; $50 weekly draw. Ad- 
dress “M., 4759,” care J C-K. 





SALESMEN;; all territories for strong 
repeating line of sterling and crystal 
combinations; priced wholesale 
from $1.25 and up; attractively 
gift boxed; good potential. Ad- 
dress “P., 290,” care J C-K. 





SALESMEN; calling on retail jewelers, 
to sell fast moving line of watch bands: 
territories open are: New England, 
Pennsylvania, Maryland, Delaware, 
Washington and the South ; commission. 
—" Co., 1123 Broadway, New York 

ity. 





WELL known manufacturer of ladies’ 
and men’s 10K and 14K gold stone 
set rings, desires salesmen with fol- 
lowing, calling on retail jewelry 
stores, on commission basis; excel- 
lent opportunity. Address “G., 
258,” care J C-K. 





WANTED; side line salesmen for estab- 
lished costume jewelry manufacturer: 
we also job over 250 name brand lines 
and can supply every type of side line 
watches, bands, novelties, rings, etc.: 
state your business. Address “R., 8,” 
care J C-K. 








EXCELLENT side line, for salesmen 
with established retail jewelry fol- 
lowing, to introduce unusual, 
proven, business stimulator; good 
commission ; profitable reorder busi- 
ness; state qualifications. Address 


“N., 190,” care J C-K. 





SALESMAN, wanted to cover Connecticut, 
Massachusetts, New York, and Penn- 
sylvania, calling on retailers, for a ring 
manufacturer; outstanding prices make 
the largest user easy to sell; plenty of 
active accounts to call on; please give 





full details. Address “P., 235,”" care 
J C-K. 
SALESMEN; most territoried, to carry 


small line to jewelry and department 
stores, tailored accessory jewelry, re- 
tailing $2 to $10, manufactured from 
metal new to this field; without com- 
petition and with highest acceptance ; 
action assured to competent men; 15% 
commission. Address “R., 212,” care 
J ' 





WATCH salesmen, with following 
among retail jewelers, wanted for 
West Coast, Middle West, South and 
Eastern States by established im- 
porter, for popular priced, com- 
plete up-to-date Swiss watch line; 
commission basis; no objection to 
non-conflicting line. Address “H., 


228.”’ care JI C-K. 





SALESMEN: with established retail fol- 
lowing, wanted by manufacturer of na- 
tionally advertised pearl line, attrac- 
tively boxed and priced right; Midwest, 
Northwest and New England open: give 


detailed information as to experience, 
following, etc.; commission; protected 
4426," care 


territory. Address “A., 
J , 





MANUFACTURER'S representatives 
wanted to carry side line; exclusive 
territories open, selling direct to retail 
jewelry stores; excellent commission on 
initial orders and repeat orders; enjoys 
nation-wide acceptance; replies strictly 
confidential; give all details in first let- 
ter; our salesmen have been informed of 
this advertisement. Address “K., 176,” 
care J C-K. 





SALESMAN wanted, with established 
following amongst better rated jew- 
elers for New York, New Jersey, 
Pennsylvania, Connecticut, by a 
manufacturer of an extensive line 
of gold wedding rings, and stone 
rings; side line or full time; either 
commission basis or salary and com- 
mission; inquiries held in strict con- 
fidence. Phone Ba 7-5361, N. Y. C. 
for appointment, or write “F., 203,” 


care J C-K. 








EXCELLENT opportunity ; salesmen, call- 
ing on jewelry and specialty stores, to 
represent established manufacturer fine 
prong-set boxed costume jewelry; ter- 
ritories open: Minnesota to Louisiana; 
North Dakota to Texas; Montana to 
Arizona; details and references first 
letter; replies confidential; men with 
car residing near territory preferred; 
drawing when qualified; our men know 
oe ad. Address “J., 4654,” care 





SALESMEN, side line; seven men 
wanted, with established following 
amongst better rated retail jewelers 
by manufacturer of an_ extensive 
gold wedding ring line, unusually 
designed, excellent potential repeat 
business, to cover 200 mile radiys 
out of Chicago, San Francisco, Ohio 
Boston, Norfolk, Detroit, Miami, 
Philadelphia and Kansas City; com: 
mission basis plus bonus, protected: 
inquiries treated in utmost conf. 
dence. Address “E., 202,” care 
J C-K. 


ASTUTE LE LIT LOIN ESE PE LEDGES GENESEE TRE I, 
Help Wanted 











WANTED, two A-1 watchmakers; per. 
centage basis only. Address “T., 1460," 


care J C-K. 





WANTED, A-1 jeweler, who can repair 
and set stones. Address ‘“‘V., 1461,” care 
J C-K. 


JEWELRY chaser and engraver, to take 
charge of this department. Address “Q., 
226,’’ care J C-K. 





ENGRAVER: with experience, for steady 
employment in retail jewelry store near 
Boston. Address “A., 17,’’ care J C-K. 








DIAMOND setter and jewelry repair man; 
good wages: steady position and good 
working conditions. Address “E., 170,” 
care J C-K. 








YOUNG man; experienced in diamond 
office ; good chance to become salesman 
to retail jewelers, Metropolitan New 
York. Address ‘‘M., 286,” care J C-K. 





ENGRAVER: thoroughly experienced in 
all branches; largest trade shop in 
Rocky Mountain region; permanent; $2 
per hour. Address “J., 283,’’ care J C-K. 





WATCHMAKER;; A-1 mechanic; close 
timing on railroad and _ bracelet 
watches. Andersen’s Jewelers, 361 


Second St., Macon, Ga. 





SALESMEN wanted; have open three 
territories, Middle West, Texas, Okla- 
homa and South Eastern territory; e8- 
tablished 40 years. Spear & Susskind 
Co., Providence, R. I. 





WANTED; a first class watchmaker and 
light jewelry repairman, for store In 
northwestern Ohio; good steady job; 
salary $75 a week. Address “C., 199, 
care J C-K. 





—————————— 


JEWELRY salesman, with retail follow-, 
ing in New York City and on the East 
coast, for complete manufacturer’s dia- 
~~ ring line. Address “H., 174,’ care 
J C-K. 
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——e 


RETAIL jewelry salesman; 25-40 years 
of age; married; capable of assisting 
owner in store management; cash and 
credit operation. Burton Jewelry Co., 


Bay City, Mich. 








-P. watch case salesman, with follow- 
wo - line competitively priced ; state full 
details first letter ; confidential ; our men 
know of this ad. Address “H., 184,” 


care J C-K. 














SALESMEN; two, experienced, electric 
appliances, chrome giftware; drawing 
with commission; Pennsylvania and 
southern territories. Address “T., 195,” 


care J C-K 





- 


ENGRAVER wanted; capable of doing 
all kinds of engraving and chasing; 
permanent position ; give references and 
salary expected with first answer. Ad- 
dress “P., 191,” care J C-K. 





—_—- 


JEWELER, who possesses knowledge of 
operating a shop of 10 people; must be 
a fine mechanic, with good ideas; fine 
opportunity; write in detail. Address 
“Vv. 225,” care J C-K. 





JEWELER; on platinum and gold work; 
$2 per hour; give information in detail; 
married, or single and where in the 
past employed; strictly confidential. Ad- 
dress “G., 224,” care J C-K. 





RETAIL jewelry salesman and capable 
window trimmer, for modern credit 
jewelry store in Southern Ohio; write 
giving age and experience; confidential. 
Address “F., 222,’ care J C-K. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





IMPORTERS, of Sheffield sterling serving 
pieces, require alert salesman with good 
following of department stores and high 
Class jewelers; competitive line; draw- 
Ing account and salary: give details. 
Address “R., 293,” care J C-K. 





WATCHMAKER ; if you are an excellent 
Wisconsin licensed watchmaker, who can 
be congenial with other watchmakers, 
in a quality store, we are prepared to 
pay handsomely for your services. Ad- 
dress “T., 214,” care J C-K. 


a 





CREDIT jewelry salesman: progressive 
Oklahoma firm offers fine future for 
qualified man; excellent financial ar- 
rangement, working conditions: replies 
held confidential. Address “B., 166,” 
care J C-K. 








SALESMAN; with a non-conflicting line, 
to represent a manufacturer of wedding 
rings, mountings, emblems and diamond 
mounted goods; state territory; strictly 
commission basis. Address “T., 227 
care J C-K. 


ee 





EXPERIENCED watchmaker wanted; top 
quality A-l watchmaker wanted for 
permanent position, with reliable firm 
of 35, years standing; must also have 
experience in clock work. Carl Rose 
Jewelry Store, 826 Calhoun St., Fort 

ayne, Ind. 





SALESMEN ; to handle outstanding line 
of ladies’ 14K dinner, bridge and fancy 
rings of well established manufacturer ; 
all territories open; drawing against 
commissions; state past experience. Ad- 
dress “M., 233,” care J C-K. 





SALESMAN; experienced; to represent a 
watch material, watch attachment 
house; must own a car; fixed salary 
drawing against commission. Toledo 
Jewelers Supply Co., 118 Summit St., 
Toledo, Ohio. 





SALESMEN; with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. 





SILVER salesmen; for West Coast, 
South and New England territories ; 
established lines of fine sterling and 
plated hollowware; commission 
basis. Associated Silversmiths, Inc., 


900 Third Ave., New York 22, N. Y. 





DIAMOND assorter; leading New York 
diamond house has opening for diamond 
assorter ; wonderful opportunity for ad- 
vancement; state experience and salary 
desired, in confidence; our staff knows 
about this advertisement. Address “C., 
253,” care J C-K. 





SALESMAN; with aé_e good following 
through the South and Midwest wanted 
to carry a fine line of mounted and un- 
mounted gold and platinum mountings, 
watch cases and attachments; non- 
conflicting line permitted. Address “G., 
204,” care J C-K. 





DISTRIBUTORS for genuine garnet jewel- 
ry, with location in the South—South- 
west—Middle West, Pacific Coast; ex- 
cellent opportunity to be the first in 
your territory to show a fine high class 
line of highly styled items. Write at 
once to, “B., 277,” care J C-K. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C, Admiral & 
Tracy, Kansas City 6, Mo. 





SALESMAN, for Middle West; perma- 
nent; must be experienced selling dia- 
monds, watches and trimming windows; 
will also consider a good partner; won- 
derful opportunity; send photograph; 
state age and experience with reply. 
Address “R., 236,’ care J C-K. 





WANTED;; first class jeweler and en- 
graver; work in air conditioned 
room in central office in southern 
state; must be first class in every 
respect; send reference and _ state 
salary wanted. Address “J., 185,” 
care J C-K. 





SELLING opportunity for man in nearby 
states, except Illinois, to carry excellent 
top grade lines including Ronson, Spei- 
del, Anson, etc., either as side line or 
as full time job; good proposition to 
right party. Berger Mfg. Co., Holland 





SALESMAN for old established na- 
tionally known diamond and colored 
stone ring house to cover Pennsyl- 
vania, Virginia, West Virginia and 
other tributary states; reply in con- 
fidence. Address “E., 151,” care 
J C-K. 





WATCHMAKERS ; we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St., To- 
ledo, Ohio. 





WATCHMAKER wanted; expert watch- 
maker wanted who can also do clock 
repairing, ring sizing, and light jewelry 
repairing ; must be A-1 watchmaker with 
at least five years’ experience at bench; 
permanent position with high grade 
store. Carl Rose Jewelry Store, 826 S. 
Calhoun, Fort Wayne, Ind. 





JEWELRY salesman; leading mounting 
manufacturer requires services of out- 
standing salesman; only experienced 
men, with following among wholesale 
and chain stores on the East Coast, the 
South and Texas area need apply; 
commission basis; state references ; con- 
fidential. Address “‘T., 237,” care J C-K. 








REPRESENTATIVE for New England 
and New York state; have estab- 
lished accounts and well known 
throughout this territory and entire 
country; substantial diamond and 
colored stone ring line for delivery; 
all replies confidential. Address 
“T.., 232,” care J C-K. 





WANTED; experienced jewelry man who 
knows jewelry business from A to Z; 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit, and business 
promotion; no other man need apply; 
position in North Carolina with perma- 
nent future for the right man. Address 
“T., 69," care J C-K. 





WILL have opening in September for ex- 
perienced watchmaker, capable of taking 
charge of repair department for high 
grade store; permanent position and 
ideal working conditions for good con- 
scientious workman; no floaters; Indi- 
ana license required; state experience, 
age, salary and other information. Ad- 
dress “C., 219,” care J C-K. 





OLD established manufacturer of one 
of the top 10K ring lines, wants 
salesman, with following, in the 
Northwest and Pacific Coast; other 
territories open; straight commis- 
sion; no objection to non-conflict- 
ing side line; state territory covered ; 
have active accounts in Northwest. 


Address “V., $1,°’ care J C-K. 





SOUTHERN credit chain, desires two 
managers on a partnership profit shar- 
ing basis with only a nominal invest- 
ment: men selected must have had suc- 
cessful past records in sales and credit 
collections, able to adapt themselves to 
living in towns of less than 100,000; 
this is a golden opportunity for parties 
selected for a successful future. Ad- 
dress “J., 175,” care J C-K. 





(Continued on page 328) 
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HELP WANTED—Continued 








SALESMEN ; to sell established manufac- 
turer’s nationally known sterling silver 
children’s line to department and jewel- 
ry stores; originality of design and 
quality workmanship assure excellent 
acceptance and reorder business; only 
resident men with established following 
wanted; good territories on protected 
basis now available; write full particu- 
lars. Address “T., 80,’ care J C-K. 





SALESMEN ; to sell neat, attractive line 
latest styled costume jewelry, to re- 
tail stores; streamlined, short line 
featuring only irresistible, well priced 
styles assures good reorder business; 
good territories still available on a pro- 
tected basis; commission; want only 
men with strong following, who are 
toned to work. Address “B., 12,’’ care 





SALESMEN; to call on retail jewelers 
for nationally Known concern, to sell 
diamonds, platinum, gold and gold filled 
jewelry at the lowest prices in the 
country; sell from extensive catalogue 
of nearly 5000 numbers; no samples to 
carry; all territories open; replies con- 
fidential; references; wonderful oppor- 
tunity to earn extra money. Address 
“A., 4630,” care J C-K. 








WHOLESALE jewelry salesmen; two, 
with established following in Washing- 
ton, Virginia, Carolinas; Indiana, IIlli- 
nois, Michigan; resident of territory 
preferred ; opportunity for live wire with 
leading Eastern jobber; carry standard 
brand jobbing lines, diamond line and 
imported watch line; all information 
strictly confidential; write stating age, 
— etc. Address “E., 221” care 





SALESMAN; leading wholesaler; ex- 
perienced, calling on retail jewelry, de- 
partment and gift stores, with nationally 
advertised lines of silver, jewelry, 
clocks, watches and appliances; terri- 
tories open: New England, New York 
State, Florida, North Carolina, South 
Carolina, Georgia, Virginia, West Vir- 
ginia, Texas and Oklahoma; cemmis- 
sion basis. Write full particulars; re- 
plies confidential. Address “K., 284,” 
care J C-K. 





SALESMAN, experienced, to represent 
manufacturer selling direct to retail, 
credit and department stores, the most 
beautiful gold filled and _ rhinestone 
jewelry that has ever been shown; won- 
derful opportunity for aggressive sales- 
man now covering territory by auto- 
mobile; liberal commission; covering 
States of Alabama, Florida, Georgia, 
North Carolina, South Carolina and 
Tennessee ; also man for Texas and New 
England territory. Address “D., 169,” 
care J C-K. 





WE are in need of young blood in 
our sales organization; we are look- 
ing for ambitious young men now 
making good with their present 
firms, but who are looking for 
greater opportunities and a better 
future; we are an old, established 
retail firm, with headquarters in the 
metropolitan area and _ operating 
several branch stores; applicants 
please give complete details as to 
experience, references, etc.; all ap- 
plications received will be held in 
strictest confidence. Address “T., 
268,” care J C-K. 





TWO salesmen wanted to take over rich, 
established territories ; one of America’s 
best established manufacturers of fast 
selling diamond rings has two top terri- 
tories open for the right men; those 
applying must be thoroughly acquainted 
and enjoy a good reputation, with the 
leading retail jewelers in the territories 
open; Western territory and West to 
the Coast, Denver, California included, 
New England and New York State, ex- 
cluding New York City; our line has 
won wide acceptance among America’s 
most successful jewelers, and is backed 
by a strong advertising and merchan- 
dising program that means increased 
earnings for our men; in communicating 
with us, please list fully your past ex- 
perience and references; all letters and 
interviews will be kept in strict confi- 
dence. Joseph Berland, 6 W 48th St., 
New York 19, N. Y. 


For Sale 


Stores, Stocks and Businesses 











JEWELRY store for sale; midtown, 100% 
location New York City; reasons for 
selling. Address “M., 263,” care J C-K. 





SMALL jewelry store, in industrial city 
of Maryland; good opportunity for 
watchmaker ; complete, $3,500; it can be 
reduced. Address “K., 243,’’ care J C-K. 





JEWELRY store in Colorado town; year- 
ly volume $25,000; $4,500 repair depart- 
ment; selling price approximately $8,- 
000: fine opportunity. Address “N., 
264,’ care J C-K. 





JEWELRY store, in heart of Albuquerque, 
New Mexico; rent, $200 month; will sell 
inventory, plus fixtures; best lines of 
merchandise. Address “B., 217,” care 


yo? 





SMALL jewelry store in theatre building; 
excellent corner location on principal 
street, in a growing town; inventory, 
$7,000; Fox River Valley, Wis. Address 
“W., 240,” care J C-K. 





JEWELRY store, established 17 years; 
growing community in Westchester 
County; good repair business; good 
lease : reason for selling, other interests; 
$18,000. Address “A., 216,” care J C-K. 





FOR SALE; established jewelry store 
Northern Mississippi; trading area of 
100,000: number one location on main 
thoroughfare: will sell at inventory; 
write for particulars. Address ‘‘M., 178,’ 
care J C-K 





ONE of the most beautiful stores in 
southern Florida, on the East coast; 
good franchises; excellent location ; long 
lease; stock and fixtures approximately 
$19,000; a store you’ll be proud to own. 
Address “N., 211,” care J C-K. 





FOR SALE; Dallas’ most beautiful neigh- 
borhood, credit jewelry store in 100% 
location: reasonable rent; all nationally 
advertised merchandise; inventory, ac- 
counts receivable, furniture and fixtures 
$25,000. Address “Y., 198,” care J C-K. 





CASH jewelry store for sale; 30 yearg in 
business, best location in Los Angeles: 
$50,000 will handle; reasonable lease: 
lifetime opportunity for the right inai. 
vidual; heart attack necessitates my 
retiring. Address “K., 180,” care J C-K. 








JEWELRY and hardware business; we]) 
established; cash business; reputable 
watch repair department doing $6,000 
repairs annually ; located Alabama City: 
owner leaving State; $11,000, or ean 
reduce. Address “V., 273,” care J C-K. 








NEED about three months rest; wil] 
sell or consider capable partner; 
half interest in a beautiful modern 
jewelry store, 100% location in 
booming Wichita, Kansas. Address 
“B.. 300,” care J C-K. 





-_~_--—- 


A beautiful jewelry store, fully equipped; 
modern fixtures; tools; machinery; ma- 
terial and findings; in one of the larger 
cities in West Virginia ; reasonable rent; 
five year lease; no stock; for sale ata 
bargain price. Address ‘“H., 259,” care 
J : 





ee 


FOR SALE: wholesale watch material 
and jewelers’ supply business, lo- 
cated in Southwest; good going 
business; wonderful opportunities; 
other interests, reason for selling; 
all replies confidential. Address 
“Ty... 177.” care J C-K. 





LOAN office and jewelry; located in the 
fastest growing town on Florida East 
Coast; established diamond, jewelry 
loans only; all nationally advertised 
merchandise; interested in selling as a 
going business; no dealers or brokers, 
For further particulars address, “G.,, 
223,’’ care J C-K. 





TWO, jewelry stores, located within 175 
miles of each other, both in large cities 
in Alabama; modern, fully equipped, 
100% locations, can be bought together 
or separately ; must be sold due to other 
interests; wonderful opportunity for 
live wire operator or credit chain addi- 
tions. Address “R., 66,’’ care J C-K. 





WEST Palm Beach, Florida jewelry store, 
cash and credit; beautiful, modern, air 
conditioned ; good location, established 
1946; every year has shown volume in- 
crease; 1949 over $50,000; price $12,000 
plus inventory, dollar for dollar inven- 
tory approximately $15,000; terms cash. 
Write, Jewelers Guild, Inc., 112 S. Dixie, 
West Palm Beach, Fla. 





JEWELRY store for sale, in large south- 
ern town; will consider selling lease 
alone; population over 50,000; shopping 
area 160,000; air conditioned; 100% 
location; long lease; all nationally 
known jewelry, watch and photographic 
lines; sensational store for chain opera- 
tion or individual; reasons for selling 
will be given to reliable, interested 
parties. Address “T., 207,” care J C-K. 





VERY fine opportunity for a young man 
to manage a pawn broker sales store, 
one who can make an investment and 
go into partnership; a natural location 
for this kind of business; location has 
been a credit jewelry store for the past 
30 years; the store is equipped with 
beautiful, modern fixtures and show 
cases, built in vault, finest of lighting 
fixtures, terrazzo floor, and air-condi- 
tioned; a real opportunity for the right 
person. Write, call or wire, Izzy Cohen, 
care Spear’s Jewelry Store, Winston- 
Salem, N. C. 
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For Sale 


Tools, Equipments 





———— 


USED tools, benches, lathes, cleaning 
machines, staking tools, ete. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





——_ 


JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies; visit our_salesroom or write for 
samples Dauer Printing Company, Man- 
ufacturing Stationers, 37 E. 21st St., 
New York 10, N. Y. ALgonquin 4-2174. 
We ship open account, parcel post, or 
express to any part of the United States. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





WATCHMAKERS; write today for proven 
facts about new profits from simplified 
chronograph watch repair. Address “V., 
4905,” care J C-K. 





SPECIALIZING in auction, or flat sale, 
for profit for you; wire or write for 
dates and terms; confidential. S. G. 
Terban, 22 Tremont St., Boston, Mass. 





IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell your store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars, McRae & Shaw, 
Chicago, II. 


—— 





JEWELRY and watch repair store, wanted 
in New York City or vicinity ; will con- 
sider any proposition grossing $15,000 
or better. Address “L., 285,” care J C-K. 


———————— 








AUCTIONS: successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G&G. Levy, 
9290 Blackstone Avenue, Chicago 








AUCTIONEER, Albert E. Mann; raise 
cash immediately by auction; 35 
years selling jewelry and objets 
d’art from coast to coast; see adver- 
lisement on page 191, June J C-K. 


he Reeves Dr., Beverly Hills, 


eee 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
Jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 34. 








COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





AUCTIONEER; 11 successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





THIRTY-EIGHT auctions during past 30 
months: copies of letters of recommen- 
dation from all parts of America sent 
on request; our clientele comprises both 
large and small jewelers, jewelers who 
care: conducted the two group auctions 
for St. Louis, Missouri, six largest firms 
in 1932-3. America’s Foremost Jewelry 
~~ + [_rcmeiiamsmaaaa J. Faussett, Howell, 
Mich. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





CASH for you immediately; R. A. 
Zanone & Co., will solve your prob- 
lem by paying cash for your store 
now, or conducting a_ successful 
auction or flat sale; more than 25 
years’ experience; your reply held 
in strict confidence; references; 
Dun & Bradstreet, Union & Planters 
National Bank & Trust Co., Mem- 
phis, Tenn. Write, wire or phone 
today. R. A. Zanone & Co., 110 
Madison Ave., Memphis, Tenn. 
Phone 5-0660. 





I AM ready to pay you cash, dollar 
for dollar, for vour stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
703. New York, N. Y. 





BEN JACOBS, America’s well known 
reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks, 
or, will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui- 
dated seven outstanding jewelers in 
1949; firms names onrequest; bank 
and trade references. Write, wire 
5910 Madison Ave., New York City; 
401 Jewelers’ Bldg., Boston, Mass. ; 
324 Irwin Keasler Bldg., Dallas, 


Texas. 





WOULD you like to retire from bus:- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg., 
Chicago, Il. 


PRE ORT IOP RA RE LR ORNS Ha 
Wanted to Purchase 











CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking stools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





LATE type National Cash Register or 
International bookkeeping and business 
register; please give all information. 
Bond Jewelers, 538 Central Ave., St. 
Petersburg 5, Fla. 





CASH for inactive Community Plate, 
Rogers 1847 and Holmes & Edwards; 
we pay retail less 40% for unused 
silver! used silverware also purchased ; 
any quantity; please send list; old 
sterling flatware and hollowware 
wanted. Vroman’s Silver Shop, 520 W. 
7th St., Los Angeles 14, Calif. 





‘SPOT cash for your surplus stock, 


watches, diamonds, and _ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 





(Continued on page 330) 
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WANTED TO PURCHASE—Cont. 








CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and _ jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; _ refer- 
ences: National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet, Wein- 
man’s, Dept. K, 108 Beale Ave., 
Memphis, Tenn. 








Watch Work, etc., for 
the Trade 





FINE watch repairing for the trade; all 
work guaranteed; prompt mail service. 
Carl Lotter, 198 Broadway, New York 


* 


4, 





ONE week’s service, Watchmaster timing; 
references and price list on request. 
Gerace Jewelers, 4243 Frankford Ave., 
Philadelphia, Pa. 





WATCH repairing for the trade; prompt 
service and reasonable prices; work 
guaranteed. G. Edward Fleisher, P. O. 
Box 944, Lancaster, Pa. 





GOOD watch repairing for the trade; 
reasonable prices; price list sent on 
request. Leslie Hammond, 1112 Mahan- 
tongo St., Pottsville, Pa. 





EXPERT watch repairing since 1917; rea- 
sonable prices, prompt mail service, 
work guaranteed. Klein’s, 507 N. Chester 
Street, Baltimore 5, Md. 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





COMPLICATED and plain watch repair- 
ing ; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 








SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster:; 
guaranteed service. I. Altay; 22 W. 48th 
St., New York 19, N. Y. 





SS ee 


KNOW your specialist; mail direct: same 
day service; vibrating; flat, $1.75; 
Breguet, $2.50; staffing, jeweling; re- 
quest free envelopes and Vibra-Pac. 
Hairspring Vibrating Co., Box 330, 
Union City, N. J. 





EXPERT 


watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
a tae York 32, N. Y. Lorraine 
“V0 i ° 





WEST COAST watch repairing by an old 


company; workmanship and service the 
best; we repair all kinds of watches and 
chronographs:; send for price list. Sys- 
tem Service Co., 213 S. Broadway, Los 
Angeles 12, Calif. 





BEST workmanship; 


plain and compli- 
cated watch repairing; a thorough and 
well done job at lowest possible prices; 
special attention to mail orders; price 
list on request. Carl Lieberman, 116 
Nassau St., New York 7, N. Y 





COMPLICATED and plain watch repair- 


ing; specialize in repeaters, chrono- 
graphs, automatics, French, American, 
German and grandfather clocks. Janos 
Weinberger, 47 W. 47th St., New York 
19, N. Y. Tel. Plaza 7-7313. 








PITTSBURGH and tri-state areas; one 


of the largest trade shops, doing 
quality watch repairing; our prices 
are reasonable. Call, At. 1-5467, or 
write for details. Sam J. Klein, 317 
Clark Bldg., Pittsburgh 22, Pa. 





SPECIAL 


Offer: to jewelers and watch 
repairmen; hairspring vibrating; write 
for mailing envelopes and learn about 
our introductory offer to new customers, 
so that.you too can enjoy these services; 
excellent work on specialized tools; top 
quality materials; fast service; two day 


air mail to any point in the U. S.; 
regular prices flats, $1.75: Breguets, 
$2.25. Durham & Egland, 229 National 


St.. Elgin, II. 





FINEST watch repairing with seven 


days, or sooner, service; all work 
guaranteed and insured against loss 
or damage; Watchmaster timed; lo- 
cated in the Middle West’s most 
convenient watch repair center; 
price list on request. Pollak’s Watch 
Service Co., 205 Colonial Arcade, 
Cleveland 15, Ohio. 





TWENTY-FIVE years’ experience in 


fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing: Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver or plati- 


num: book locket miniatures our spe- 
ciality. Carman Art Co., 15,139 Glaston- 
bury Blvd., Detroit 23, Mich. 


| 








PEARLS restrung plain or knotted: 


ring sizing, diamond setting and en. 
graving. Walter Job & Son, 502 
Dime Bank Bldg., Scranton, Pa, 





nines 
DIAMOND repairing — specialist; using 
good commercial judgment. Joseph 


Hunt, 74 W. 46th St., New York Cit 
19, N. Y. Recutting and repairing dig- 
mond cutter 





SL 
PEARLS and beads restrung, knotted 
woven; rosaries repaired, refinished: 


right prices, prompt service, monthly 
billing; we specialize on mail orders: 
our business is nation-wide. Woodman’s. 
55B Eddy St., Providence, R. I. 








JEWELRY repairing, diamond setting 


and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








COLORED STONES; direct importers 


at your service; replacing, recutting, 
repolishing, drilling, diamond 
melee, synthetic stars, precious, 
semi-precious, synthetic, imitation, 
Max Stern & Co., Inc., 17 John St., 
New York. 








To Let 








OFFICE space for diamond setter; three 


reasonable. 9 Maiden Lane, 


windows; 
Call, Beekman 38-3398. 


New York City. 








Miscellaneous 





WATCHMAKERS’ 


JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 116-A Nassau St., New Yor 
> a ee 
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questions and answers; illustrated; 
examination-type questions; practical 
for benchwork reference or review of 
watch repair; $1.75 postpaid ; seven-day 
return privilege. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill. Room 1100C. 


—_——————— 





- 


CHICAGO Institute of Watchmaking, ac- 


credited by U.H.A.A. and certified by 
H.I.A. approved for veterans; write for 
our latest booklet. JK-8, describing 
courses and containing pictures from 4 
few of the many satisfied graduates and 
employes who can truly explain our 
successful plan of sound training. Chi- 
cago Institute of Watchmaking, 6 E. 
Lake St., Chicago 1. 








G 


RADUATE watchmakers; reach an un- 
tapped source of profitable new business 
in chronograph watch repair: easy step- 
by-step Esembl-O-Graf method taught 
in G.I. approved, 22 weeks resident 
course, or by low-cost home study plan; 
be the first in your community to dis- 
play the handsome certified chrono- 
graph technician’s diploma; complete 
information on request; Western Penn- 
sylvania Horological Institute, Desk 
a 706 Smithfield St., Pittsburgh 19, 
a. 
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Parker Introduces 
Low-Priced Pen 


The Parker Pen Company announced 
that a new pen, the ““Parkette,” will be 
distributed soon. The “Parkette” is styled 
to identify it with the well known “51,” 
and will encompass many functional fea- 
tures of the company’s higher priced 
models. Its price of $3 is 40 per cent 
lower than any of Parker's existing lines. 





One of the new features of the pen is 
an interchangeable nib made of a resilient 
new alloy named octanium, which is cor- 
rosion-resistant and said to give extremely 
soft and pliable writing. Matching pen 
and pencil sets will be available in four 
colors—black. red, grey, and_ blue. 


New Ronson Sales Aid 


A new Ronson sales aid called the 
“Counter Merchandiser” is now available 
to the trade to help increase dealer sales 
of Ronson lighters. 

This sales aid is a handsomely built cab- 
inet, which highlights 8 Ronson lighters. 
The lighters are placed on a_ luxurious, 
velvet like base, under protective glass, 
in a hand-rubbed solid blonde birch cab- 
inet. For the convenience of the salesman 
there is a drawer which slides out for 
quick easy handling of the product. 





The unit measures 11° in. in length, 
8’ in. wide and 5% in. high. 

This new cabinet will afford smaller 
stores a display that will give them the 
maximum in sales while taking up a mini- 
mum of space. 
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400-Day Clock parts 
Catalog Available 


Charles Terwilliger, 10 Wildway, Bronx- 
ville, N. Y., announced recently that a 
catalog of 400-Day Clocks and Parts has 
been published. Although this type of 
clock has been off the market for about 
20 years it has recently re-appeared. Sev- 
eral thousand have been imported and the 
demand for them is increasing. 

Terwilliger said that they have a large 
supply of 400-Day parts, many of which 
are interchangeable. Parts which they are 
unable to replace can, in many instances, 
be repaired or remade at regular gearcut- 
ter’s rates. 

The catalog is available without charge 
to jewelers. To others, there is a charge 
of 25 cents which will be credited against 
the first purchase. 





Freed Displays Ready for 
Chicago & N. Y. Conventions 


An exciting exhibit of both Christmas 
and year “round displays is promised to 
retail jewelers who visit the Freed Dis- 
plays booth at both the Chicago and New 
York Conventions. 

Ed Freed, president of the display firm 
located at 1233 Sixth Ave., New York 
City, said, “Jewelers will find us at the 
same old, familiar spot at both Shows, 
but that’s the only thing that’s going to 
be old. We’re coming to the shows with 
an entirely new line of beautiful displays, 
so appealing that neither jewelers nor 
their customers will be able to resist 
their sparkle and glamour.” 

Freed pointed out that they have created 
an entire new series of displays. He also 
predicted that his new fabric displays, in 
a host of colorful shades, combined with 
jucite touches, would be an instant hit. 

In discussing the Christmas displays, 
I'reed concluded, “I can only say that 
this year we've outdone all our previous 
triumphs and those jewelers who see and 
order our displays this year are in for 
a special treat.” 


Ladies’ Eterna-Matics Shown 
at Swiss Watch Fashion Show 


“American women want self-winding 
watches. The old fashion stem-winds are 
as dated as yesterday’s newspaper!” said 
Jacques H. Monod, vice-president of 
Eterna, during the Swiss Watch Fashion 
Show in New York. 

Based on a survey among American 
women, the company plans to step up pro- 
duction of ladies’ self-winding watches 
as well as the men’s. The cases will em- 
phasize simplicity and functional beauty 
rather than novel ornate designs. Eterna 
is pointing its sales towards the 8,700,000 
working wives and 5,700,000 bachelor bus- 
iness girls in the U. S. who want a watch 
that works and has an easily readable 
dial. 

Monod admits that there is still a lim- 
ited market for the expensive ornamented 
watch among the members of the Mink 
Dynasty, but the preference is for the qual- 
ity and performance. 





Napier Celebrates 75th 
Anniversary 


The Napier Co. of Meriden, Conn., man- 
ufacturer of silverware specialties and 
jewelry creations, is celebrating its 75th 
anniversary this year. 

Founded in 1875 in North Attleboro, 
Mass., as Whitney & Rice, shortly after- 
ward, the name was changed to Carpenter 
& Bliss, and in 1882 to the E. A. Bliss Co. 
In 1890, the company came to Meriden in 
its search for larger quarters and there it 
has remained. The company’s name was 
changed to the Napier Co. in May, 1922. 
Napier is known for its fine plant. and 
equipment for producing the many items 
of its line of jewelry and gift silverware. 


Columbia Rings Introduces 
“Masterpiece Settings’ 


After a year of design and development, 
Columbia Diamond Ring Dealers through- 
out the country are being introduced to 
new, patent pending “Masterpiece Settings” 
styled and manufactured by Columbia 
Diamond Rings, a_ division of Axel 
Brothers, Inc. 

C. Benjamin Axel, vice-president of the 
corporation, stated, “These are completely 
different settings . . . for the first time the 
consumer is obtaining, at moderate prices, 
the ultra-exclusive styling heretofore found 
in only the most expensive diamond rings.” 





Combined with the rings is a new gift 
box styled to serve not only as a ring 
package but also as a point of sale adver- 
tising medium for counter or window dis- 
play. The rings are set in a satin gold 
trimmed shadow box that brings out every 
detail. 

The company is doing a thorough mer- 
chandising job on the “Masterpiece Set- 
tings” and a complete promotion will be 
sent to Columbia dealers. The promotion 
will include newspaper mats, direct mail 
literature, radio transcriptions, prepared 
publicity, window displays, etc. The whole 
series will be on display at the ANRJA 
show in New York this month. 





Coronet Award to Klein & Son 


“For merchandising excellence” in its 
tie-up with General Electric radio adver- 
tising in Coronet, Klein & Son, Mont- 
gomery, Ala., jewelers, received a check 
for $100 from Coronet, the May winner 
of the Coronet Merchandising Award in 
competition among jewelry stores. 

General Electric and Coronet display 
pieces were used in setting up a window 
display to boost sales in May. 
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Success with TV and Movie Spots 
Reported by Freed Advertising 


Retailers have already begun to recog- 
nize television as one of the most potent 
and dramatic advertising media open to 
them, with more and more of them tying 
in with it, according to Edwin Freed, 
president of Edwin Freed Advertising 
Corp., 1233 Sixth Ave., New York City. 

“The pulling power of television is un- 
questioned by those who use it,” stated 
Freed. “However, I would say that its 
potential is almost 90% unrealized for this 
reason: the high initial cost of producing 
commercials retards the jeweler from mak- 
ing his own films. Or, if he does go to the 
expense, they are usually hackneyed and 
lacking animation. If a manufacturer 
would understand that for a comparatively 
modest investment, he could encourage the 
use of television more extensively and reap 
enormous benefits for himself, [ am sure 
he would immediately institute the produc- 
tion of TV commercials for his product.” 

Freed reports that the complexity of tele- 
vision commercial production prevents the 
reduction of cost to any greae extent. “You 
get what you pay for holds particularly 
true for television” is the way he put it. 

The manufacturer can also reap a bonus 
from those films in that they can be inex- 
pensively converted for use in motion pic- 
ture houses throughout the country. 

Freed continued, “A recent series of 
commercials this agency has produced has 
met with most gratifying acceptance. Our 
television department succeeded in turning 
out a group of commercials that were 
bright and lively. The distributors and re- 
tailers to whom they were shown put them 
to immediate use. We are now planning a 
further series and are looking forward to 
producing them in color, in anticipation of 
color television. Of course, these are plan- 
ned for use in movie houses, as well.” 


Better Duplicating Methods 
Save Time and Money 


Businessmen who require office dupli- 
cated letters, bulletins and forms will find 
they can use profitably the data provided 
by the new “Analysis of Duplicating Re- 
quirements” conducted by Remington Rand 
duplicating specialists. 

Designed to uncover time and money 
savings in duplicating procedures, the 
survey records the proportionate volume 
of different kinds of office duplication used 
and needed. 

From the completed survey the business- 
man learns how he can realize the advan- 
tages of offset duplication. The advantages 
of direct image copy preparation are mea- 
sured for every small quantity duplicating 
operation. 

Another phase of the analysis, called the 
Plastiplate Press Test, is conducted for 
the Duplicating Department. 

This analysis is available from any local 
office of the company, or by writing 
Remington Rand, Business Machines and 
Supplies Division, 315 Fourth Avenue, 
New York 10, N. Y. 








NuTone Clock With 
Adjustable Chimes 


Chime clocks that chime only when yoy 
want them to—and as loud or soft as yoy 
desire—are featured in the newest line of 
products manufactured by Nutone, Ine, 
of Cincinnati, Ohio. 

A night silencer switch enables the clock 
chimes to remain silent automatically after 
12 midnight and automatically start again 
at 6:30 A.M. 

Complete silence can be obtained by 
turning the radio-type volume control be. 
yond the “soft” position. This volume cop. 
trol provides choice of loud, rich tones 
for large home or soft, melodious tones 
for small home or apartment. 

NuTone’s new series of Westminster 
chime clocks produce the authentic chime 
sequence of the Westminster chimes of 
London, England. Eight Westminster notes 
chime on the hour, followed by the correct 
strike of the hour. A different four note 
melody strikes the half hour. All NuTone 
chime clocks include Telechron move. 
ments. 


1847 Rogers Bros. on 
"Stop the Music" 


An estimated listening audience of 
12,000,000 will be reminded of the crafts. 
manship and beauty of 1847 Rogers Bros. 
silver on alternate Sunday nights the re- 
mainder of the year, according to an 
announcement by the 1847 Rogers Bros. 
Division of The International Silver Com- 
pany. 

The popular ABC 220 station network 
radio program, “Stop the Music,” has 
selected a solid mahogany chest containing 
139 pieces of 1847 Rogers Bros. flatware 
as its Bonus City prize on alternate Sunday 
nights. 





As a new feature, “Stop the Music” 
each Sunday night selects a city for 4 
special competition. Six residents of this 
“bonus city” are called on the telephone 
from the New York studio and given an 
opportunity to identify three songs played 
during the closing minutes of the network 
show. The persons properly identifying 
the songs receive the 139-piece chest. Both 
the chest and silver will be described t 
the program’s coast-to-coast audience. 

Winners of the prize will be interviewed 
later over the ABC station in their city: 
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STERLING FLATWARI 
PATTERN INDES 











IMMEDIATE 
DELIVERY 





Actual size of book, 
13" x9". 
Teaspoons are shown 
actual size in book. 


THE STERLING FLATWARE PATTERN INDEX 





Contains Material Found In No O t her Publication 


Jewelers find THE STERLING FLATWARE PAT- 
TERN INDEX absolutely indispensable for iden- 
tifying patterns to be matched — and for making 
selling suggestions to customers. It contains, under 
one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and obso- 
lete patterns. 


Completely Revised and Up to Date 
Over 1300 Patterns Shown Full Size 
Essential For Matching Patterns 

Indexed by Patterns and Companies 


Each pattern name is listed in one alphabetical index 
... and cross-indexed again under the name of the 
manufacturer using it. Illustrations are beautifully 


Helps You Sell More Silverware 
done, in full size, and printed on fine coated paper. 


i E re 
The binder is of rich black cowhide leather, gold Used Daily by Jewelers Ever y whe 


stamped. These pages are supplied in convenient All Books Sold Remittance With Order 
loose-leaf form, and revisions published periodically r= ee 


48484886 


will be available at a reasonable cost. These can then 





be inserted into your book keeping it constantly up gp THE JEWELERS' CIRCULAR-KEYSTONE 

to date. £ 100 East 42nd Street, New York 17, N. Y. 

In daily use by jewelers everywhere, this bvok 4 Enter our order for a copy of THE STERLING FLAT- - 

has proved its value as an essential reference vol. MH WARE PATTERN INDEX. x 

ume, invaluable in operating a Sterling Silverware g With Binder $20 Without Binder $15 z 

Department. - Check or Money Order for $............... is enclused ‘ 
: CT Ce ee ee - 

SEND NOW FOR THIS ESSENTIAL SELLING TOOL TTT eae roe et cer eee P rahe 

, 5 a ns ae Zone....... ee 

Ae ee 
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"DEATH AND TAXES..." 


There’s little to be gained by beating a dead horse. 
So, we shall hold to a minimum, expressions of disap- 
pointment over the killing of the 1950 tax bill and its 
excise tax relief. To close the subject, we'll say—That’s 
that.” 

For, the very magnitude of events which led to the 
Treasury’s decision to recommend more taxes instead of 
less, reduces the element of a 20 per cent excise tax to a 
minor consideration in the life of the jeweler. Possible 
government actions are now of far greater import. 


The adjustment of each store to the local reactions of 
current history must be made on an individual basis. 
No one at this moment can any more than plan for even- 
tualities, hope for the best and reserve drastic action 
until the situation seeks a level. 


This does not mean the jeweler should assume a re- 
signed attitude and “wait for something to happen.” 
It does mean he should have tentative plans, an alerted 
approach to each day’s events and be ready to recognize 
operating and merchandising opportunities as they occur. 


For example, knowing now that we can expect no ex- 
cise tax relief in the importantly near future—we at least 
have a definite situation in place of one which had been 
confused for eight months. 


We are all aware that public discussion of the possible 
elimination of excises has caused the postponement of 
a substantial volume of jewelry purchases. We know 
too that sales people behind the counter have had their 
selling efforts demoralized by hearing again and again 
the unanswerable excuse of customers, “I'll wait till the 
tax goes off.” 


Now the public knows there is no hope for a conveni- 
ently-soon repeal of excises. They should be told by re- 
tailers that jewelry store items, even with the tax, rep- 
resent probably the least inflated of all available com- 
modities. Your clerks should be educated in the proper 
handling of the excise question so they can close some of 
those postponed purchases of sterling flatware, silver 
hollowware, diamonds, watches and jewelry which so 
many people put off “to save the 20 per cent.” Just as 
government action has clarified your thinking on the 
excise question, so you must clarify it in the minds of 
your clerks and customers. The sooner you accomplish 
that, the sooner the public will feel free to return com- 
fortably to the jewelry store and the faster your busi- 
ness will snap back to its rightful volume. 


So, now we know we must sell through at least another 
Christmas with a 20 per cent consumer’s tax. This is 
not good. But how bad is it? We will not attempt to 
answer that, but we do offer the following facts for your 
consideration: 


In 1933 the total volume of the jewelry business 
was 175 million dollars. There were no excises. 


In 1940 the total was only 426 million dollars. 
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In 1947 it had risen to 1 billion 309 million 
dollars—and had worked up to that during a period 
of five years under a Federal excise tax of 20 per 
cent. (Last year it was well over a billion.) 


You can carry on from there. 





MAKE USE OF YOUR ADVANTAGES 


Not so many years back, there was a rash of slogans 
such as “Buy at Home”—“Shop on Main Street”—“Not a 
Chain Store” and on through a long list of similarly 
inane and ineffectual appeals for patronage. It is safe 
to say that those stores which relied on such “merchan- 
dising” efforts have since passed out of the picture, or 
are still just hanging on. 

Customers are not intrigued by moral issues, they are 
influenced only by personal advantages which accrue 
to them. They are looking for better values accompanied 
by adequate services. 

Jewelers who expend their energies on damning sup. 
pliers, and who try to fight itinerant salespeople by be- 
littling them are misdirecting their efforts. 

Successful merchants, those who have been able to 
profitably combat the house-to-house sales organizations, 
are the ones who have gone out and sold the personalized 
services which only a local retail establishment can offer. 

There are many angles of approach which have been 
effectively utilized by jewelers who, in their communities, 
have fought door-to-door operators to a standstill. 

We have compiled a number of these proved combative 
plans and present them in an article on page 136 in 
this issue. 

Those jewelers who use such positive methods make 
a progressive bid for success. Those who ignore them 
and use negative appeals will sooner or later realize that 
they have a public which is cold, unconvinced and 
apathetic. 

Competition marches on. Your stride must match its 
pace. 





The continuity of the jewelry business is longer and 
stronger than its changes. 


Sewers ARE 
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M. Henri Hiltz. Paris born jewelry designer with a 
25 year international reputation in Paris, Vienna, 
London and New York, has been appointed Chief 


Designer and Ring Stylist of Ostby & Barton Co. 


of M. Henri Hiltz and in conformity with 


the “Partnership Plan”, Ostby & Barton 





now offers jewelers rings of higher qual- 


Coquette, one of the many new Hiltz crea- 


, ‘ : tions, feature tique cut syntheti 
ity and styling, at the lowest possible ions, jeatures an antique cut synthetic 


center stone with synthetic baguette side 
stones, in 14K yellow gold, $28 KEYSTONE, 


Order now! 


prices. An O-B Ring Specialist will call 
soon to show you new thrilling clusters, 
fancy stone-set rings and other brilliant 


designs by Henri Hiltz. Look for them! 











118 Richmond Street, Providence 2, R. I. 


COMPANY < 366 Fifth Avenue, New York 1, N. Y. 


Ring Leaders Since 1879 


> OSTBY & BARTON 








Showing at: 


A.N.R.J.A. Show ... August 14-17 Waldorf-Astoria Hotel, N. Y.... National! Jewelry Fair... August 27-31 
».. The Stevens, Chicago... Allied Gift and Jewelry Show .. . September 3-8 . . . Hotel Adolphus, Dallas. 





ntroducng BROLL WREATH 


the outstanding new pattern in 


JDOR PLAT 


made by Oneida Community Silversmiths 


ND a SP CC ID f 
retail offer that | 
means extra 





$53.45 value 
for only $39.95 


54-pc. service for 8, reg. $39.95 





be}: f / Anti-tarnish chest, value $7.00 
profits for YOU ° | Tudor Plate butter dish, value $6.50 [f7 
, : 








An important, expensive-looking pattern— backed 
by important full-page advertising—and an 
exciting money-saving offer—that’s why you should 
promote Tudor Plate to your customers this fall! 


Tie in with the dramatic announcement of this 
special offer appearing in Look magazine, on the 
newsstands September 12. And feature the 
combination offer, with its $13.50 retail saving, 

in your window, on your counter! Special chest 
display packed with every combination. Offer 

also available in all other Tudor Plate patterns. 
Limited time only, so hurry! ‘S* 


54-PIECE SERVICE 
FOR 8 INCLUDES 


16 Teaspoons 

8 Soup Spoons 

8 Knives 

8 Forks 

8 Salad Forks 

2 Tablespoons 

1 Butter Knife 

1 Sugar Spoon 

1 Cold Meat Fork 

1 Pierced 
Dessert Server 


Red American maple-finish chest, lined 
with blue velteen, value $7.00 * TRADE MARKS OF ONEIDA LTD 





